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| Jewelry Fashions 
eer rovidence 


Other Editorial Features 

FASHION GIFTS FOR GRADUATES 
TEAMWORK DOES IT! 
INTRODUCING GREENED AMETHYST 
DISPLAYING FASHION JEWELRY 
SILVER IN THE WINDOW 


See “THE BIG IF’ 
On Excise Taxes (Page |09) 

















10% difference 
makes a big difference in your profits! 


HOLMES & EDWARDS 
Sterling Inlaid Silverplate 


gives you 50% discount 


Against comparable competing brands... 
you can make at least $6.36 extra profit 
every time you sell a 52-piece set of 
Holmes & Edwards Silverplate... 

and you may make as much as $10.35! 


That’s why you should display and sell 
HOLMES & EDWARDS 





A PRODUCT OF THE INTERNATIONAL SILVER COMPANY 


Copyright 1954—The International Silver Company Holmes & Edwards Div., Meriden, Connecticut 
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HAMILTON and ILLINOIS WATCHES ~ 
are EXCLUSIVE lines for 


the reputable jeweler... 


HAMILTON and ILLINOIS 
WATCHES are not sold to 
discount houses. They continue to 
be sold to reputable retail jewelers 
only ... just as they have been 


for two generations! 





... most trusted name It costs so little 


in watches to give so much. 


HAMILTON WATCH COMPANY, LANCASTER, PENNSYLVANIA 
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ony he Manufactured EXCLUSIVELY 
1910 


for the wholesale and 


jobbing trades since 1910 


S ae A ee So GNSS 
Manufacturers of Gold and Platinum “Watch Cases 
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ESIGNS UNLIMITED 
UPPLY UNLIMITED 


NARLAY « BLETOHER 


Perfect Die-Struck Rings and Findings 


KB Die-Struck Rings and Findings, in Unlimited Style and Unlimited 
Design, are your ready answer to all of your production problems. 
Easier to assemble, Easy-to-Set and Easy-to-Size, you will find that 
KB Die-Struck Rings and Findings also take a better finish and are 
non-porous and non-brittle. Here, at Karlan & Bleicher, meticulous 
skill and expert craftsmanship, are your guarantee of a constant 
and unchallenged source of Ring Finding supply. 


47044 


Sates 


47777 IR 


FOR QUALITY LADIES’ & GENTS’ STONE RINGS — 11S 
FALCON STONE RING MANUFACTURING COMPANY, Inc. 
| Cr A DIVISION OF KARLAN & BLEICHER 








reators and Lesypners of erledl Ag /ndbays 
IESE WEST FOURTH STREET NEW VORA /EN XY  oFFICES IN CHICAGO AND LOS ANGELES 
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| Gleaming rich leathers — distinctive 

and customer-appealing — yet priced 
for the man who wants luxury at a 
modest price. 


Smooth mellow calfskin, lustrous 
cordovans, richly grained alligator, pig- 
skin and lizards — all carefully fash- 
ioned and nylon stitched — all tanned 
with fine vegetable oils that won't irri- 
tate the most sensitive skin. 








Simmons straps are available in all 
sizes, longs and shorts — as well as the 
new popular padded straps. 


naturally, 
Dy 


For further information and prices 
write R. F. Simmons Co., Attleboro, 
Mass. for the name of your local jobber. 





R. F. SIMMONS COMPANY 


ATTLEBORO, MASSACHUSETTS 





MAKERS OF QUALITY GOLD FILLED JEWELRY FOR OVER 80 YEARS * SOLD THROUGH A SELECTED LIST OF WHOLESALE JEWELERS 


Canadian Distributor: 
JACK W. LEES, 44 King Street West, Toronto, Ontario 
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Series 719 is a versatile, new emerald 
setting. Designed to take round diamonds, 
it brings each ring into line with fashion’s 
latest trend. Adaptable to small baguettes, 
too, it is a practical, handsome setting that 
will enhance your line. The illusion top 
makes the diamond appear much larger 
than it actually is. The corner beads and 
side piercing provide the finishing details 
which add distinction to the ring. 


Series 719 is made in three sizes, taking 
round stones from 8 points through 50 
points. The beads on top allow for varia- 
tion in stone sizes. And, if you wish tops 
only, we make them under Series 717. 


No. 4331 top size 7 mm x 8% mm 
Stone size 25 points to 50 points. 


No. 4332 top size 6% mm x 8 mm 
Stone size 18 points to 37 points. 


No. 4333 top size 6 mm to 74% mm 
Stone size 8 points to 25 points. 


All sizes are available in 10% iridio- 
platinum, jewelry palladium and gold. 


113 ASTOR ST., NEWARK 5,N.4J. 


NEW YORK e CHICAGO @e SAN FRANCISCO 


This new 





takes 
round 
stones 





e LOS ANGELES 





CHARMING ©, 
BRACELETS 1, 


in wide variety of 

appealing patterns 

in Sterling Silver 2 ee 
|/20-12K. Gold Filled i) ‘ea 
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SHOR 
KEY CHAINS 


for both men and women 
for car and personal keys 


in Sterling Silver 
1/20-12K. Gold Filled 


PN OS KON Pw ae 
CHAIN CO. 


PeevIDENCE, KR. 4. 
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Choose any ring. You can’t go wrong with 
BRISTOL styling and quality for BRISTOL 
price. Manufacturers of 18K Gold, 14K Gold, 
10% Irid. Platinum and Palladium Diamond 
Rings. 








BRISTOL SEAMLESS RING COMPANY 
71 Nassau Street, New York 38, N. Y. 
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Balbu Pinch-Type Clutch Fastener 


3s the Ladies’ Favortle 










e 
Although this Ballou clutch fastener was designed to stand the use and : 
abuse of army life it is a ladies’ favorite because it saves fingernail breakage. a 
Released by an easy pinch on the wings. Inexpensive — costs around 1¢ in 
lf,” and 3%” sizes in quantity. Use it on your ladies’ scatter pins and occasional $ 
pins where a quick and frequent change is desired. Send for samples. 2 
@. 
@ 
Lhe Foundation of Good. Jewelry e 





PROTECTED BY LETTERS PATENT 
PAT. NO. 2308412 
PAT. NO. 2308424 
PAT. NO. 2551196 


FINDINGS—— . 


SOLD TO THE MANUFACTURING TRADE 


B. A. BALLOU & CO., INC., 61 PECK ST., PROVIDENCE, R. lI. 
* 
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vetton for quickest counter action 


BRUNER-RITTER, INC., 630 Fifth Avenue, New York 20, N.Y. 


We are prime contractors in the Defense Effort. 
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Hand Carved for 
the Hand Beloved 


exclusively 


designed by 


Bick Gore? 


brilliant collection of Hand Carved Matched Wedding Ring Sets the most 








The rare creative genius of designer Fred Barel has made his 


distinctive .. . the most demanded in the field. Barel Bridals are: 
capturing the hearts of discriminating brides and grooms | 
because of their expert craftsmanship and magnetic 


sales appeal. There’s nothing finer than Barel | 





Bridals, truly beautiful beyond compare. . 


Sold Directly to the Retailer by the Manufacturer 


Mats Available Free Upon Request . 


24-Hour Service On All Special Orders 





BRIDAL RING COMPANY, INC. « 87 Nassau Street « New York 38, New York 
12 
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Full page in color, OF FINE 


one of a series of 
dominant national ads 


in PHOTOPLAY ° LIFE 
AMERICAN WEEKLY (25 cities) 


and TODAY’S WOMAN 





THIS FREE GIVE-AWAY 
YOUR MOST EFFECTIVE 

IRAFFIC BUILDER 

IND VOLUME 

RODUCER 







ll through Spring, millions will see 
Yeltah national ads highlighting 

is beautiful, silver plated shell— 
fde luxe quality premium that converts 
msumer interest into fast, profitable 
les for jewelers who tie-in with 

leltab’s promotional magazine campaign. 








the power of Deltah 
national) ads to pull sales for you! 


ae * : a 
, % 0 SIMULATED PEARLS 


a decorative candy 
, and nut server 

















THIS DE LUXE QUALITY SHELL 


SILVER PLATE 













WITH ‘Silver Empress” Choker 


on Silver Queen” Collar 


8 


Re a RR Ny oes 





- And—whichever radiant strand 
you choose—Deliah adds this 
Wi ee —S—tsé—“—ss—sS—ssSde Juxe silver plated shell 
—_, | your handsome free gift! 


“Su.ver Empress Cuoxer . . $12.75 
“Sirver Queen” Cottan ._.. $12.75 


both with adjustable rhinestone clasps 
that make them fit you to perfection! 


kL. HELLER @ SON, INC. 431 FLFTH AVE., NEW YORK 16 


De Itah 





a beautiful ash tray... 
a lovely ornament 


















SPECIAL EXTRA PROFIT BONUS! 


With the Deltah Royale Group, you receive free— 
one extra simulated pearl collar with give-away shell 
that gives you $12.75 additional clear profit! 





Two color display, two color consumer CJ ee 
AT BETTER JEWELERS 


folders imprinted with your name, and 


newspaper mats included with this group. GD, h 
elt 


L. HELLER & SON, 






Consult your wholesaler a 
INC. @ 411] FIFTH AVE., NEW YORK 





self-wind waterproc 


for the customer who shops for 











ality...demands value 


new 

low price... 

for competitive | 
selling... 


at a profit 






AQUAMATIC VIKING 


CROTON 
NIVADA GREN 


famous for the finest watches. . . since 1878 








CROTON NIVADA GRENCHEN 
proves again that we plan 
for your profit. 


~~ 


Remember, there’s no 
resistance to quality. 


Quality plus value guarantees 
your share of the tremendous 
market for modern design, 
featuring self-wind, waterproof*, 
shock resistant, dust resistant, 
anti-magnetic watches. 

Here’s a big “sell” story! 
Your customer will never 

pay for repairing 

the EVERLAST mainspring 
and balance staff of 

a Croton Aquamatic — 

it’s guaranteed for 

the life of the watch. 





CROTON NIVADA GRENCHEN 
404 Fourth Avenue, New York, N. Y. 


Please send sample Aquamatic Viking (] 
LL.) L/B(Q RR. and complete in- 
formation regarding promotion plans on 
self-winds. 


ee 


SIGNED 





STORE NAME sien 





ADDRESS__. ; ssc 





CITY STATE 








“as long as crystal is intact, case unopened. 
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— JOSEPH B. COOPER & SON inc. 


25 West 47th St. © Phone JUDSON 2-3095 © New York 19, N. Y. 
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All sizes are available in 10% _iridio- 
platinum, jewelry palladium and gold. 
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,.. ats Omega 


Omega’s contributions to the Olympic Games extend 
back over the past 22 years. During that entire period, Omega has 
timed the Olympics as the unanimous choice of all competing 
nations. 

Now this cablegram brings news of the 1956 Olympics. 
Omega has been selected again because of its outstanding ability 
in producing the high-precision timing equipment so necessary to 
the conduct of these great events. And its long history of observa- 
tory records (Geneva, Neuchatel and the British National Physical 
Laboratory) has earned the unqualified confidence of the world. 

Omega is proud of its part in the Olympics... proud of 
its selection for 1656... proud to be the only watch ever to receive 
the Olympic Cross. This prized award will be featured in national 
advertising as a tribute to the family of fine jewelers who sell and 


service “the watch the world has learned to trust.” 





THE WATCH THE WORLD HAS LEARNED TO TRUST 


NORMAN M. MORRIS CORPORATION e 655 MADISON AVENUE e NEW YORK 21, N.Y. 


FOR APRIL, 1954 17 


































































































































































































Engineers and metallurgists with the 
finest scientific equipment work out customer 
problems in six laboratories at the 





Metals & Controls Corporation plant in 














Attleboro. As a result of their work for the 








jewelry industry many major improvements in 
Gold Filled and Rolled Gold plate have 
been made in the past 30 years, nol 


opening up new profit possibilities 





for manufacturers. Their work is never 

















ending — for only through research 

















can we serve you best. 














GENERAL PLATE DIVISION 


Metals & Controls Corporation, 
Attleboro, Mass. 


























OFFICES: ATTLEBORO, NEW YORK, CHICAGO, LOS ANGELES, AND MANSFIELD, OHIO 
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KOMEFIT 


KOMFIT Bands are thin as a dime, completely 
flexible, instantly adjustable to wrist size. 













Lady KOMFIT 


K800 $6.50 


fyellow or white) 


Stainless Steel Lining 
1/20-12 Kt. Gold Filled Trim 


The KOMFIT Standard +2” wide 





U.S. PATENT NOS 
2.015.308 
2.$84.3%9 
2.333.048 


Sak See Ss ood es ee 
BRE Re BS 
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K711--Stainiess Stee! Lining with 1/20-12 Kt. $K711—Ali Stainiess Steel $6.50 
Goid Filled Trim (yellow only) $10.60 14/108—Ali 14 Kt. Gold $144.00 
K711—Stainiess Stee] Lining with 1/10-14 Kt. 
Gold Filled Trim {yellow only)................$16.20 






The KOMFIT Grand se” wide 


K801—Stainiess Steel Lining with 
1/20-12 Kt. Gold Filled Trim 
{yellow only) .......... <soambaciloas oh $13.50 


$K8O1—Al! Staintess Steel....0.......... $7.00 


The KOMFIT Royal se” wide 


K811—1/20-12 Kt. Gold Filled 
(yellow only) ....0..00.. $15.75 
$K811—Ali Stainless Steel ........$6.00 


827-1 /20-12 Kt. Goid Filled 
{yellow or white} ..............$8.48 
individually Boxed 


with ALL PRICES KEYSTONE 

C-O-N-T-R-O-L-L-E-D S-T-R-E-T-€-H 
Exclusive FORSTNER Expansion Feature 

It pulls out to slip on easily! It snaps back to 

hug wrist snugly without pinching! 

"Patents Pend. 





JEWELRY’S NAME FOR QUALITY 





FORSTNER CHAIN CORPORATION, IRVINGTON 11, WN. J. 





















ror MOTHER'S DAY} 


(May 9th — this year) 


Foster's famous plastic tray with its colorful 
Mother’s Day insert can be set up in a few 
moments. Order an assortment of the appealing 
new bands shown here. You can create important 
new business with this effective SELLING tool. 
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These are only a few 
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be used to set w 
the standard Foste 
plastic tray. Each tray 
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center-panel inserts 
(Mother's Day insert 
illustrated). Trays are 
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from your wholesaler, 
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33 WI Watch IDENT-O-GRAPH , 

Yel. G.F. 1O.95F.T.I. 8 « 

Ster. plaque, S.S. band, ; 
rhod. fin. 8.95 F.T.I. 
Ke & 2" ends — boxed 





31WI is also available with 
special end for yellow Gf, 
dress watches. 


Koi’ & Vy" bar ends 


Yel. G.F. 6.95 F.T.1. 
3.95 F.T.I. 








Patented Dress End 
Yel. G.F. 6.95 F.T.I. 
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Start your sales rolling with these new FOSTER 
-watchbands and IDENT-0-GRAPHS. Shown here — 
all new styles... for the active young matron or 


the little old lady in lavender and lace. 


Put your trust in Foster quality. At popular prices you can 
fw! = make friends, create repeat business, —in other words, 





»! make money. The Foster line is always fresh and new. 
ster | 
ray : 
ti,’ These leaders demonstrate how the Foster organization 
on ek 8 , , 
wt | backs you up with in-demand merchandise at a time when 






Look over the selection below for Mother’s Day ideas. 


y ‘ 
™ you need it on your counter. * S %* 


ony | 
nds | 


ler, © 





FOSTER METAL PRODUCTS, INC., Attleboro, Mass. 


4 a 
iia ie ir 
: 4 > 2 . 


700 R 
(ring end) 
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Yel. G.F. 12.95 F.T.I. 
vit Ster.plaque,S.S.band, = me 
3-F, rhod. fin. 11.95 F.T.I. ) 


Yel. & White G.F. 
6.95 F.T.I, 









Yel. & White G.F, 
6.95 F.T.I. 
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Look what happened in California when jewelers got aboard the 
“Know Your Jeweler” bandwagon. Sales went up in 14 com- 
munities ...thanks to 31 special jewelry newspaper supplements. 


. <A» 
CAVOAD? 






















Tributes like these are proof that “Know Your Jeweler” 
campaigns really produce results. 







“For the gifts you'll give with pride—let your jeweler be your guide” 
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A progress report to state retail jewelers 
associations and quality jewelers everywhere 


JEWELER” 

















| e “KNOW YOUR JEWELER” PROMOTIONS ARE BEING 

: STEPPED UP FROM A LOCAL TO A STATE-WIDE LEVEL 
tT e HERE’S WHAT YOU CAN DO TO TAKE ADVANTAGE OF 
ll 3 
i] THIS PRACTICAL, PROFITABLE, PRE-TESTED PLAN! 
4& 7 7 - 
1 a 
25 Whether You’re an Individual Quality Jeweler state-wide from New York to California! Maybe it’s 
af —interested in increased prestige and profits—or an time for jewelers in your state to promote them- 
2 & officer of a state retail jewelers association . . . con- selves in their own communities—remind their cus- 
of. cerned with the welfare of many jewelers .. . this tomers of the skill and integrity that every Quality 
2 is for you. Jeweler has to offer ... and remind them, too, of 
4 4 The “Know Your Jeweler” promotion plan, orig- all the special services other outlets do not offer. 
F : one by The Watchmakers of nse a a — If You’re a Member of a guild or state associa- 
- three years ago, is paying off—in een _ _ tion, write your executive office . . . say you’re in- 
; ; increased volume, increased profits — all over the terested, anxious to participate. 
ne country. 

“ a « a a e 

: a ne ae if You’re a Guild or Association Officer, write 


cal level, now it’s 
proving successful 









‘ 
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WHEREAS a tested plan called ‘Know 


developed by 






for the official “Know Your Jeweler’’ campaign or- 
ganizer ... learn how really easy it is to get a cam- 
paign underway. The address: The Watchmakers 
of Switzerland Information Center, Dept. KY], 730 
Fifth Avenue, New York 19, N.Y. 







Resolutions like this from important state associations 
nel Jee i neo eee show that the ‘“‘Anow Your Jeweler” idea has really taken hold! 
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8 LEADERS 


DIAMOND SCOTTISH RITE RING 


NS 7 iy ag, KEYSTONE 


\\= 
iy 

Yellow and white gold mounting 
featuring generous diamond... die 
struck, enameled shank. A ring that 


affords the jeweler a good profit. 





BLUE LODGE DIAMOND EY SSN DIAMOND EASTERN-STAR 
MASONIC RING V4 HBS ge RING 


No. 5226D a@ SOK Bre 
\ RYE nn 80 a, 4 No. 3030C $ y 800 
sasmey = / KEYSTONE 

NaATIO |: yer WD ., : 
, / on 4 Features a genuine cut cen- 


ter diamond complimented 
by surrounding hand enam- 
eled points inauthentic colors. 


Large diamond set in 
10k yellow and white 
qold mounting. Die 
struck, finely enameled 
shank. 


GooD 
Mahers of “ine 


IND. MEMBER 
ANAPOLIS, 4 TH / 
42 W. WASHING cae 
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78-piece Service for & 


Th ese *6 Q75 neLupen : ——— 
Regular Value A Wah ak 


dramatic offers | sga50 
introduce |  neteein i '\\} \ 4 


ADVERTISED IN 
















mendous value no matter 

how she figures it. She 
saves $18.75 on this | 
78-piece service for 8. 
A 2-piece steak set is Bis ra. i, aa 
included with this set. 7a wit AS ef — SE 
She gets this handsome : ti fof 
anti-tarnish chest in 
blond or dark wood finish. 



































$4,Q75 CHEST 


— INCLUDED 


and 2-piece Salad Set 
Free of Extra Cost! 








Here’s another popular jg [3% 
service that gives your d ne 






customer unmatched _-« ae, 
silverplate value. Included — 
free of extra cost is a 
2-piece salad set worth . 
$8. She also gets an 
anti-tarnish chest. 

























pies arcane oases 
Soa coat ie 


into your customer’s 
home... 








1881 


y » ty * 
fi % Fry 
see “get 
SILVERPLATE er ONEIDA LTD. 
SILVERSMITHS 


Here’s the new, exciting Proposal* pattern 
that’s merchandised to sell. For the intro- 






sell this 2-piece 
serving set... 


a regular $5.00 value 






= 
- 









ductory period of April 22 through June 5, - 

188163 ROGERS & offers you these profit- ... for only $2.49 
laden deals to put your silverplate sales into | 

high gear. *Trade Marks. Oneida Ltd., Oneida, N. Y. : 











Get your order in early to take full advantage of these limited time offers. Oneida Ltd., Oneida, N. Y. 


Witrreeeeeeees 
. 
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YOUR PROBLEM WITH SELF-WINDING WATCHES HAS BEEN SOLVE 


. 
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lus | NOW = 
oer | m +ISOO oe 
we lis 
exclusive... 





THE NEW. EXCLUSIVE MIDO THE TV 


EF. cHOW THIS REPORT TO YOUR WATCHMAKER' 


f 





JEFFERSON~—ultra thin stain- 
less steel case, stick or ra- 
dium hands and numerals. 
$71.50 F.T.| 





MITCHELL THIN mode! in 
Stainless steel case with 
sweep second hand. $71.50 
F.T.| 





JACKSON. Patented ultra- 

deluxe ‘“‘Goldcover” case. 

14K gold covers top and 

Sides. Stainless steel back. 
FT. 


Ftiza2f 





Nowa 
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will tell this 
dramatic story 


week after week 
in color in 


LIFE Ri eeu 
LIFERAY RO 
LIF ERLE Ari 
LUF ER aa 


LIF ERT atu 


2REATEST CAUSES OF WATCH FAILURE IN SELF-WINDING WATCHES 








When Sales Come Hard 


When customers balk, and sales drop, it’s time to give extra value. 


Jewelers the world over know this means ERNEST BOREL. For no line 
combines so many longer-for features at such fair prices. 
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Show ERNEST BOREL 


Showing ERNEST BOREL watches is the surest way to get your cus- 
tomers in a buying mood. And for models not carried in stock, you'll find 
the new ERNEST BOREL Catalogue a mouth-watering persuader, too! 











* 


And ill _S 
na you wil ett. 


The new ERNEST BOREL Catalogue conveys the quality of the watch 


itself, and is a magnificent sales-maker. Available to better jewelers upon 
request. Write for a copy today! 





: 
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SINCE 1859 





JULES BOREL & COMPANY 1015 Walnut, Kansas City 6, Missouri 
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“EXPERIENCE’’ has justified your confidence 





“TRIED AND PROVEN” through years of 
experience . . . COMPARE for yourself the 
overwhelming SUPERIORITY of FEATURE LOCK. 


ST iN STYLE LEADERSHIP—magnificel 


_ © FIRST IN BRILLIANT FINISH—the exclusive Feature Flash!* 


© FIRST IN MECHANICAL PERFECTION—years ahead in experience! 


* Lock swings out of wedding ring easily, simply. A Oe 


muy ok 10) 10h i- Mma -te]aelala Mme lalel-1aal-teliammad-1elellale Molaro Mm -Jalelelel-tuil-ali ees vee 

alate kweli coha a mecolmmuled diultiummellelulelalemclaiiilelala-- 

¢ No obstructions in either ring to act as dirt catchers — easy to clean. 
* No foreign metals — made entirely of 14 K gold. 

¢ No separate pieces to fumble with or lose. 


* Never a sign of the lock whether worn separately or together 





molamlalea-tolt-10 mello lulelalemalale mt toll-. melhaZeh lal iT melt a #0) 4 o Ole. 
Accept no substitutes—look for the stamp in the shank of every FEATURE LOCK ring! 


Contact your authorized FEATURE LOCK wholesaler today! 
FEATURE RING COMPANY, INC. * 130 WEST 46th STREET * NEW YORK 36, N. Y. 


"Registered Trade mark Pat. No. 2,507,348 and others 
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The power of LIFE 


in OAKLAND, CALIFORNIA 


“4We know that brand name merchandising with its 
accompanying public acceptance is one of the strong- 
est factors in alert, sound selling. LIFE advertise- 
ments are a tremendous help in making more effective 
sales. Our slogan that it is wise to buy Jewelry of 
quality is made possible by advertising prestige prod- 
ucts in a magazine of LIFE’s stature.”’ 


Jules Loeb and Ben F. Velasco 


Jules Loeb (right) and Ben F. Velasco (left) own one 
of Oakland’s oldest and finest jewelry stores— Loeb & 
Velasco. 


The store itself is remarkably small in terms of space— 
and remarkably big in terms of volume. The intimate size 
of their shop is part of the owners’ policy of maintaining 
personal contact with their customers. 


First in circulation 
First in readership 
First with retailers 
First in advertising revenue 


9 Rockefeller Plaza, New York 20, N.Y. 
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Latest creations capture /’élégance of Paris, 
the precision of Switzerland, the practicality 
of America. 


SHfwt bi 


ETERNA:-MATIE 


The Chic Watch for Chic Women Everywhere 














Nationally advertised, internationally 

~AAAAN famous — Eterna: Matics have the highest 
Uy customer satisfaction rating of any self- 
i a HAs winder: 
JIL 

| ; . The tops in elegant styling 

. ... The peak in precision 

: . The last word in proven performance 
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oF ... Lhe extreme in diminutive size 

22 . The ultimate in watch luxury 

. The criterion of quality 

. The climax of watchmaking progress 


- THE WATCH WITH THE WORLD- 
FAMOUS BALLBEARING WINDER 
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Two Exciting Firsts So join the thousands of jewelers who are 
J-1401 - Cushion model, 14-K yellow taking advantage of Eterna’s new profit 
or white gold, $ 120.00 f.t.i. Other mark-ups by promoting America’s fastest 
cushion models in 14-K gold-filled, growing selfwinding watch. 

from $ 95.00 f. t.i. | vock ole 

' 17 Jewels * Shock-protected « Anti-magnetic 

RD 8-1401 -$ 245.00 ft. . cl sien scien * Rhodiumized movement 
14-K white gold, eight diamonds. Women’s and men’s models - water-resistant and non- 


water-resistant - from $71.50 to $ 400.00 f.t.i. 





Fondiion + Posige sve vse CAL TST TTS 


ETERNA WATCH COMPANY OF AMERICA INC. 
677 FIFTH AVENUE, NEW YORK 22,N.Y. 
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It happened in... 


We were told about R. E, Ward in Scran- 

ton, Pennsylvania, by another ‘Scranton 
jeweler, who. at the ‘same time recom- 
mended us to Ward. It was a case of needing 
to sell the store because of illness. And for — 
the same reason, they wanted no sale or 
lingering procedure of any kind. We ar- 
rived one morning at eight-thirty — 
looked it over, bought and paid for it, 
packed and shipped all the merchandise — 
and were out of the store by seven o’clock 
that night! Speed was of the essence, but 
also needed was someone able to buy the 
store the way the owner wanted to sell it. 
Because of our versatile organization and 
wide resources, we practically always can fit 
in with the varied needs of individual 


situations. 


Stories from our 50 years‘ 
experience with truths of 
just as great significance today. 
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Wore and WAOTE and a ee customers look for 


INCOMPARABLE _ORIGINAL-DESIGN 


A—17 Jewels. Mother of Pearl Dial. B—17 Jewels. Mother of Pearl Dial. 


14K Gold. 15 Cultured Pearls and 14K Gold. Cabochon Sapphire, 23 
200 Garnets. $375. Cultured Pearls. $160. 


CIEN” 


And more and more— your customers recognize that Lucien 
Piccard watches are truly masterpieces of Incomparable Original Design. 


With Lucien Piccard, you will expand your 


reputation, add to your prestige, and increase your watch profits. 








ye 


C—17 Jewels. Mother of Pearl Dial. D—17 Jewels. Mother of Pearl Dial. 
14K Gold. 225 Garnets. $375. 14K Gold. 7 Cabochon Sapphires, 


PICCAR 


© 


LuciEN PICCARD 


A. BLUMSTEIN, INC., MANUFACTURING JEWELERS 
37 WEST 47TH STREET, NEW YORK 19, NEW YORK 
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D-LOK’ beauty is timeless! 
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AND THIS IS WHY 


Ordinary rings are like the slipping sands of an hour-glass. 
Day by day... the rings rub against each other... wearing each other out. 
Not Wed-Lok Rings! Gently press them together and they 
LOCK with a quick “click” —won’t separate, shift out of position, 
wear against each other. These priceless advantages — 
plus Tempered* metals (NOT CAST) endow Wed-Lok Rings with beauty 


that is timeless. No wonder you can recommend Wed-Lok 
WITH CONFIDENCE! From $100 the ensemble. 





Pe | A | Za Vannfataring a Wi, CaRSY 


114 GEARY STREET SAN FRANCISCO 8, CALIFORNIA 








AND EVERY ACE FROM THE SAME PLACE 
the House of Fishtacls... 
the rouse of Winners! 
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ne 


( A 14K BRIDAL 
& 





SETS 











a8 


14K 








The house of Fishtails is now more than ever a “full 
house” of winners since we took over the entire Model 


*\GeeRing Company tools, dies, merchandise. 'Now 
Goldstein-Gerson is your one source for alf you need 





... all types of rings, earrings, scarf-pins, pendants, 
emblem goods...and everything in the great G-G 
tradition of the finest quality, styling and value. Yes 
..one for all, and all for profit... for you, for your 
retailers! 


Distribution thru 
Authorized Wholesalers Only 


. GOLDSTEIN - GERSON CO.., Ine. 
LESS The House of Fishtails 


MANUFACTURING JEWELERS e 130 WEST 46th ST., NEW YORK 36, N. Y. 
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with 
an 
eye 


for 


fashion... 











THE THINNEST 
AMERICAN WATERPROOF 
DRESS WATCH CASE*... 






7 " 
¥ 
’ phi nbpnttnantntentnpenpinne 
é POMPEI P On 5 








The man who keeps an eye on time has been 
waiting for a wafer-thin dress watch case that's 
beautiful — and most important — waterproof. 








. aialattan 
yt 
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and here it is... 
1.D.’s newest style achievement. 






The finest, wafer-thin, certified waterproof watch 
case... precision made by |.D. expert crafts- 
men. Mirror lapped and beautifully styled, it 
will appeal to the good taste of a ‘‘fashion 
plate’’...or to the busy executive who wants 
a watch he can wear without worry. 


Available in 10K rolled gold plate, 10K gold 
filled with stainless steel back...at leading 
watch importers and manufacturers. 































I. D. WATCH CASE CO., INC. 


Serving Watch Manufacturers and Importers Since 1910 


GENERAL OFFICE AND FACTORY: 
137-11 90th Avenue, Jamaica, L. |. * JAmaica 3-8700 


NEW YORK OFFICE: Joseph Dinstman, Paul Korman, 580 Fifth Ave., Tel. PL 7-6373 
CHICAGO OFFICE: William Bart, 29 E. Madison St. * LOS ANGELES OFFICE: Leonard 
J. Ravven, 215 West 5th St. © EASTERN AND CANAU!AN REPRESENTATIVE: Dave Kay, 
15 Maiden Lane, New York, N. Y. 













*Pot. Pending 











Now... 
for the 
first time 


THE 





It’s Revolutionary! 





Free! 


Catalogue and 
price list of the 
complete ENI- 
CAR Watch line, 
sales-creating 
mats, eye-catch- 
ing displays. 











*Provided crystal 
remains intact. 


J. KALBERMAN COMPANY =: 


28 


THE ONLY 
AU, STAINLESS STEEL *WATERPROOF WATCH 


THE WORLD'S 





Vv 










with a / y ,. 


It’s Guaranteed! 


THINNEST POPULAR PRICED 
WITH THE MOST SENSATIONAL SELL-ON-SIGHT STORY 


*WATERPROOF WATCH 
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To Retail at 


929°. 


It’s Exclusive with QISAA 


Compare these fabulous features. See for yourself why the ENICAR SEAPEARL is your 


greatest watch buy... 


@ The ordinary screw back heretofore used has 
been eliminated. The *waterproof ONE PIECE 
STEEL CASE can be opened only at the top by 
removing the world-famous, unbreakable EMO 
Crystal, with the exclusive waterproofing inner ring. 


@ It is the world's thinnest *waterproof watch at 
popular prices. This is accomplished solely by the 
use of the exclusive Enicar 1010 movement with 


is slated to be your greatest sales-builder and _profit-maker. 


direct sweep-second-hand .. . the thinnest move- 
ment of its kind in the world. 


@ The Enicar Seapearl is equipped with the 
INCABLOC Device and NIVAFLEX unbreakable 


mainspring. 


@ Available in an assortment of beautiful, modern 
raised gold luminous dials... lizard strap or metal 
expansion band. 


115 WEST 45th STREET, NEW YORK 36, N. Y. 


EXCLUSIVE UNITED STATES DISTRIBUTORS OF ENICAR WATCHES 
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TOASTERS . 





IN A RECENT SURVEY AMONG BRIDES: 


85.1% received sfoasters as wedding gifts! 

(35% of them were ‘Toastmaster’ Toasters... almost 
twice as many as the next leading brand!) 

82.1% received electric irons! 

65.7% received coffee makers! 


All of which proves that electric housewares are in 
tremendous demand as bridal gifts. 


IN ANOTHER BRIDAL SURVEY: 


82% of women (see chart) first acquired electric house- 
wares during engagement or within first six months of 
marriage. 


Approximately 1,500,000 marriages will take place in 
1954. The average age of all brides today is 20.5 years. 





















Electric Housewares First Six Months Married 








(Average: Toaster, Iron, Electric Mixer) 33% 
While Engaged Second Six Any time 
Before Becoming Engaged 49%, Months Married Thereafter 
1% fea 








Source: Study of First Ownership conducted for The 
Bride's Magazine by National Family Opinion, Inc. — 1953 

















NATIONAL AD DISPLAY BLUE RIBBON STREAMER WHITE SILK DRAPE BRIDE & GROOM ORNAMENT 
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.. THE PREFERRED GIFT OF BRIDES! 


MR. DEALER: Do you realize what a 
Gold Mine the Bridal Market really is? 


BIG BUSINESS? AND HOW! 


Here is a tremendous untapped market which affords you 
a great opportunity. 

So sell women the first time they come into the market 
in a big way—as brides. Get them in the habit of com- 
ing into your store. Assure yourself of satisfied customers 
that will buy again and again from you because ‘“Toast- 
master” helps build the reputation of your store, as the 
place to buy fine quality merchandise. 


HERE’S YOUR MARKET! 
420,500 MARRIAGES IN MAY, JUNE & JULY! 


Yes, during the months of May, June and July, over 
28% of all 1954 marriages will take place, so start now 
during these best selling months. 


Based on the first survey shown here, the following 
tremendous numbers of appliances will be bought as 
bridal gifts during May, June, and July. Toasters— 
357,845. Irons—345,230. Coffee Makers—276,269. 

It’s a year ‘round business, too! Weddings take place 
every day, so continue month after month to capitalize 
on this gigantic market. 







MARRIAGES OCCUR YEAR ’ROUND! 





Ist Quarter 2nd Quarter 3rd Quarter 4th Quarter 
Jan. 7.1% Apr. 8.0% July 9.0% Oct. 8.6% 
Feb. 6.6% May 8.4% Aug. 9.2% Nov. 7.8% 
Mar. 6.6% June 11.3% Sept. 8.9% Dec. 8.5% 

20.3% 27.7% 27.1%, 24.9%, 


Source: National Office of Vital Statistics for 1953 
Tie in with Toastmaster Advertising 
to Get More Bridal Gift Business! 


All year, ““Toastmaster’’ runs powerful national advertising 
to keep this brand the most-wanted of all toasters. For 
example, full-color ads will appear in The Saturday Evening 
Post on May 15, and in Look on June 15. Also colorful ad- 
vertising in McCall's, Better Homes & Gardens, Country 
Gentleman and House Beautiful. 

All year, too, ‘““Toastmaster’’ advertises to the bride in 
all the major bridal magazines. (Brides hint for gifts and 
buy with gift money, too!) 

So put all this promotion to work in your store. Best 
way to do that is with this great new 


@ TOASTMASTER STORE DISPLAY 


All you do is take three ‘Toastmaster’ Toasters from 
your own stock. Then, with the Merchandising Kit we will 
supply, you'll set up a beautiful bridal-gift window display 
that will really pull customers into your store. (Helps you 
sell other bridal-gift items you carry, too!) 





YOU GET THIS COMPLETE DISPLAY AND MERCHANDISING KIT FOR ONLY $2! And, get this, you'll set up this display zn only 10 minutes! 





Bride & Groom Ornament—Molded of | campaign. Contains bridal-gift ads. P ' 
highest quality, durable Catalin Styrene. Display Set-Up Diagram—Shows you - ALL THIS ... ALL YOURS ... FOR ONLY $2! + 
Figures are lifelike in rich, full color. how to set up entire display in 10 minutes. 5 TOASTMASTER PRODUCTS DIVISION - 
White Silk Drape—Ample materia! here, nena ; ee ee ' . , a 
the kind that falls into deep folds. — !— ry song — ! McGraw Electric Company, Elgin, Ill. - 
: . . isplay % ; 
Blue Ribbon Streamer—Smooth satin 1 an me none ar order for the gs Send me all the following ‘“Toastmaster’’ Display and Mer- - 
— —_ —_— touch of color to this “Toastmaster” bridal display kit by chandising Materials. I enclose $2. 4 
stive display. ne \ , 

sae ca Biseley—The powerful May 15, 1954. s Bride & Groom Imprint folders as shown below - 
—e 4 , 2 Ornament . 
full-color advertising so many of pe § White Silk Drape Store Name.” 5 
customers will see in the Post, Look, § Blue Ribbon Streamer . 
Better Homes & Gardens, and McCall's. : National Ad Display i inisartcinninattitns neal ' 
Consumer Leaflets—Plentiful supply of s Consumer Folders ie Senco _. = - 
leaflets on both ‘Toastmaster’ Toasters. Automatic Toasters & Cut & Mat Sheet ' 
= ; | S. . § Display Set-up Diagram Ship attention of i © 

Cut & Mat Sheet Helps you tie in **“'Toagr TE s a registered trademark of 
locally with our big national advertising sitar tise ;, tet ora Elgin, Ill. ©1954 Lanse eee eee eee eee eee eee eee 
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INTERLOCKING SETS 


Your customers love to wear 
it as a charm in glorious 
tribute to their bliss 


Magnificent Duet Lock Interlock- 
ing Sets THE RINGS THAT LOCK 
WITH THE KEY TO HER HEART 
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SF Hirsch Inc 


World’s Largest Manufacturer of Wedding Rings 





Diamond Wedding Rings * Mountings 
Diamond Mountings + Earrings * Emblems 
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Effective July 15, 1954 
We are pleased to announce that 
Our NEW Home will be located at 


100 Sixth Ave., New York 138, N. Y. 


Where we will occupy the 


Entire 6th Floor 


Doubling our present space 








B. F. HIRSCH, Inc. — until July 15th — 304 E. 45 St., New York 17, N. Y. 
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EBAUCHES, S.A., as part of the program of 
The WATCHMAKERS of SWITZERLAND, 


announce the entirely new, revised, enlarged 


TECHNOLOGICAL DICTIONARY 
OF WATCH PARTS 
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Now a second edition of 
this unique and invalu- 
able reference work— 
revised and enlarged, and 
grouping into separate 
chapters all the main 
innovations of the past 
ten years, including 
chronographs, calendar 
watches, alarm watches 
and clocks, and self- 
winders. The Dictionary 
illustrates all the parts of 


watches and movements 
as well. 


Here is a volume 
of particular interest 
to specialists and 
to large watch 
repair depart- 
ments. It has 
274 pages, 
alphabetically 
indexed, shows 
more than 1200 
parts and includes 26 
plates in full color. 
Available in 5 languages: 
English, French, 
Spanish, German and 
Italian. Price, $9.50. 
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Through Your Local Material Distributor 
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THE JEWEL WRITER 
eo NOW WITH 3-POINT 
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Now your customers have not one, 
but three points to choose from 
with the beautiful Waterman’s 
. | Sapphire. Unlike any other point, the 
 . ‘ : 2 synthesized jewel point takes to 
a | ink naturally, feeds it evenly and 
effortlessly to any writing surface 
without skip, smear or clog. Nothing 
writes as smoothly as a Sapphire! 


Its Endura Ink, though washable, is 


2 2 : = a fo permanent on paper .. . perfect 
N OW ™'’ ig i for checks. 

° vo — Best of all, this elegantly styled 
get the profits pen gives you the ideal jewelry 
5 sal 
of *5 sales 


gift item for Mother’s and Father’s 


Watermans 


other special occasions—with a 


\ | / profit margin that really pays off. 


Order your assortment of fine, 

medium and bold Sapphires today 
| ... and be sure you have an ample 
| supply of Jewel-Writer cartridges. 


Greater Demand, Greater Production 
enables us to offer this beautiful Sapphire 
at a new, easy to sell, low price. 


S OO 


TAX INCLUDED 





Heavy gold ( warranted 22 K) electroplated 
by Sel-Rex process. Also available in sets 
with matching pencil from $10.00, in 
Rhodium Plate, Sterling and Gold Filled. 








WATERMAN PEN COMPANY, INC., | De Forest Street, Seymour, Conn. 
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TO RETAIL 
FOR $19.95 


17 Jewel Waterproof, Shockproof in Stainless Back Chrome Case. 
Luminous Dial and Sweep Second Hand, Velvet Covered Box. 


Also available in All Steel and Yellow Top Case. 
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1954 PANY, INC. 


letterhead. 29 EAST MADISON STREET * CHICAGO 2, ILLINOIS ¢ RAndolph 6-3041 
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AN ARMFUL OF 
HIGH FASHION 


in Sterling Silver— 
Gold Filled 


This is a bracelet year. This is a “STERLING” year. Discriminating women everywhere know there is 
no substitute for the quality of Sterling and 1/20-12kt Gold Filled. The styling is individual and the 
finish superb. Each is boxed in luxurious velvet and rich satin for gift giving. The styles shown above 
are only a few from our large line of bracelets and charms. 


Visit us at our factory showroom during your Providence visit. 








JEWELRY MFG. CO. 


157 ORANGE STREET © PROVIDENCE 3, RHODE ISLAND 
C/ 








Now UNIVERS 


this beautiful 3-piece 


SERVICE SET \\ 


custom-designed to match the 


UNIVERSAL 


Coffeematic alone— 
$29.95 


$24.95 value for only $9.95 
spate MAKES SALES EASY! One look at this luxurious service set 
* Matches Coffeematic design and every customer will want it. And it’s theirs for only 
* Big 1214 inch tray $9:95 extra when they purchase a Universal Coffeematic. 
Use one as a Coffeematic display on your counter backed up 
by the beautiful, full-color display card. Then watch your 
Coffeematic sales climb when you show them this big $15 saving! 


® Sugar bowl and creamer 
® Rich, chased decoration 
® Gold-lined interiors 


pode. 6 Y NOTHING TO STOCK—Each Jubilee 10-cup Coffeematic 


will contain a special offer certificate. Your customer merely 


INTERNATIONAL SILVER CO. sends it in with her check or money order direct to the factory. 


World's Largest Silversmiths Her Service Set will be sent postpaid. 


ASK YOUR DISTRIBUTOR how to get a Universal 


Service Set for Display in Your Store! 


LANDERS, FRARY & CLARK, NEW BRITAIN, CONN, 
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BOOKS.... 


Our book department offers the following list of selected works pertaining to 
the JEWELRY and KINDRED TRADES, subject to editions being ‘in print’’ at the timc 


orders are received. 
quoted are net. 


anywhere in the United States. 


We can supply tities from leading publishers. All prices 
No accounts opened for book purchases. Books sent post-paid 


For the Gem Expert, Connoisseur and Student of Gemology 





GEMS AND GEM MATERIALS $6.00 
Drs. Kraus & Slawson 


A KEY TO PRECIOUS STONES $3.56 
L. J. Spencer 


GETTING ACQUAINTED WITH MINERALS $4.56 
George L. English 


REVISED LAPIDARY HANDBOOK $3.00 
j. fi. Heward 


A ROMAN BOOK OM PRECIOUS STONES $6.75 
Sydney H. Ball 


STORY OF THE GEMS $4.00 
H. P. Whitlock 


STORY OF DIAMONDS $1.85 
A. C. Austin and Marion Mercer 

FAMOUS DIAMONDS OF THE WORLD $1.25 
Rebert M. Shipley 

HANDBOOK OF GEM IDENTIFICATION $5.00 
Richard T. Liddiceat, Jr. 


GEM TESTING $5.00 
B. W. Andersen, B.Sc., F.6.A. 
$8.50 


EMSTONES 
6. F. Herbert Smith 


POPULAR GEMOLOGY 
R. M. Peari 


GEM IDENTIFICATION CARDS 
Wilburt M. Draisin 


THE ART OF THE LAPIDARY 
Francis J. Sperisen 


PROPERTIES OF GEM VARIETIES OF 
MINERALS 


Edward Wigglesworth 


DIAMOND TECHNOLOGY 
Paul Grodzinski 


For the Jewelry Repairer, Engraver, Designer, Plater and Enameler 





JEWELRY MAKING & DESIGN $8.95 
Rese & Cirine 


JEWELRY DESIGN AND APPLIED DESIGN 
C. A. Jakebb 


JEWELRY AND EMAMELING $4.25 
6. Pack 


REFINING PRECIOUS METAL WASTES $7.50 
C. M. Heke 


ART MONOGRAMS AND LETTERING 


J. M. Bergling 


(Special 18th Editien—Paper Cover} $2.50 
19th Edition—104 Pages—Hard Cover $6.00 


METALCRAFT AND JEWELRY $3.25 
Emil F. Krenquist 


PRINCIPLES OF ELECTRO PLATING AND 
ELECTRO FORMING 


TESTING PRECIOWS METALS $2.56 
C. M. Heke 
THE JEWELERS’ DICTIONARY $6.90 
(New Second Edition) 
GEMS AND JEWELRY TODAY 
Marcus Baerwald and Tom Mahoney 


3,033 RETAILING IDEAS $3.95 
Emanuel Lyons 


$7.00 








$10.66 


HAND-MADE JEWELRY 
Louis Weiner 


JEWELRY, GEM CUTTING & METALCRAFT 
W. T. Baxter 

ENAMELLING ON METAL 
Louis & Elie Millenet 


JEWELRY MAKING—FOR SCHOOLS, 
TRADESMEN, CRAFTSMEN 
Murray Bovim Cloth Beund 
Paper Bound 
THE TRADE MARKS OF THE JEWELRY & 
KINDRED TRADES (New 6th Edition) 


A HISTORY OF JEWELLERY, 1100-1870 
Joan Evans 





For the Skilled Watch and Clock Maker, the Apprentice and Student 





ROLES & PRACTICE FOR ADJUSTING WATCHES $3.5¢ 
W. J. Kleinieia 


PRACTICAL BENCHWORK FOR HOROLOGISTS $5.00 
Louis and Samuel Levin 


SCIENTIFIC TIMING $4.50 
Charles Purdom 


KEYSTONE WATCH REPAIR RECORD BOOK $2.75 


WATCH ESCAPEMENTS $3.58 
Dr. James C. Pellaten 


THE SCIENCE OF CLOCKS AND WATCHES $5.00 
(2nd Edition) 
A. L. Rawlings, Ph.D. 


OROLOGY $4.56 
J. Eric Haswell, F.B.1.1. 


THE MODERN CLOCK $4.95 
Ward L. Goodrich 


PRACTICAL NOTES FOR THE WATCHMANER $3.50 
(French-English Editten) 


6. A. Berner 


PRACTICAL WATCH REPAIRING $5.60 
Donald De Carle 


PRACTICAL COURSE IN HOROLOGY 
Harold C. Kelly 


INTRODUCTORY COURSE 
ON CHRONOGRAPHS 
KNOW THE ESCAPEMENT (New Editien} 
Barkus Watchmakers 
MODERN METHODS IN HOROLOGY 
Grant Hood * 


THE WATCH REPAIRER’S MANUAL 
Henry B. Fried 


On Silver for the Jeweler, Collector and Antiquarian 





THE SILVERSMITH’S MANUAL $4.50 
Bernard Cuzner 


ENGLISH SILVER (1675-1825) $5.00 
Stephen 6. C. Easke and Edward Wenham 


THE PRACTICAL BOOK OF AMERICAN SILVER $6.00 
Edward Wenham 


OLD SILVER, ENGLISH, AMERICAN AMD 
FOREIGN 
S. B. Wyler 


$5.00 


THE STERLING FLATWARE PATTERN INDEX 
1953 Edition 


Without Binder 
With Leather Binder 





THE JEWELERS’ CIRCULAR-KEYSTONE 


100 East 42nd Street, New York 17, N. Y. 


Check er meney order must accompany eli erders. De aot send cash. 


Prices subject te chenge without notice. Ne books seat ea epprevel. 
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Offer your customers this 


SOM LOA 


. waterproof pad for lawn or beach (worth $3.95) 


eo, with every purchase of a new 


Motorol 


during May, June and July 


your distributor now 
for details 
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only from Motorola 


ARAMOUNT—631, $49.95 7 : j 0) Zh, LES 


in Consumer-Tested 


COLORS 





Now—the radio line that's First in Sales (because most people 
demand Motorola)—gives you the pre-tested colors most people 
aan want! Get set now, to increase your sale of portables wih 
Motorola's double support: the colorful consumer-researched line 
you need to clinch sales... backed by a great, nationwide pro 
motion, “TRAVEL and PLAY with Motorola PORTABLES”! See you 
Motorola Distributor now. He'll show you how to make this your 
greatest “portable” year with the most colorful line of them all 


, yyaaaaee’ 
aaaananannsaseay) 
aaa’ 





"Color Guard’’ of the Motorola line! 


/f LA 
RUNMAGOUT 
... with 10 exclusive features! 


43% Bigger Extended Tone Speaker 6. Shockproof Interlock Safety-Switeh 
Trouble-Free Wireless PLAcir Chassis 7. Handy, Fuss-Free Cord Cradle 
RUNABOUT Supersensitive Station-Finder Antenna 8. 3-Way Instant Warm-Up 
SAL, $37.95 Civilian Defense Approved Calibration 9. Tested, Consumer-Choice Colors 
Switch-Free 3-Way-Play Operation 10. Famous Golden Voice Tone 


Motorola portables feature the following popularity-proved colors: Dove Gray, Leaf Green, Cherry 
Red, Mocha, Clover Pink, Azure Blue, Black, Grass Green, Middy Blue, Flame, Hot Chocolate, Maroon. 
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YOUR BUSINESS IN 


THE CENTER OF TOWN! 


You don’t need a Main Street address to attract 
new customers. 


Use the ‘yellow pages’ of the telephone directory. That’s 

where people look when they are in a buying frame of mind 

for the products and services you offer. 

The ‘yellow pages’ get your name, address, telephone 

number and sales messages in homes, offices, shops and factories 
all over town. 


It’s like putting your business right square in the buying center 
of your community. 


Get in touch with the Classified Telephone Directory 
Representative at your local telephone business office. 
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NEW HAMILTON BEACH $9750" 
LIQUI-BLENDER retail 


Sell finer, faster blending for dollars less! New 
‘““‘Cut-’n-Fold” action delivers twice the usual 
cutting power! Liquefies, blends, purees, mixes, 
chops, grates, pulverizes. 2 speeds; no-splash 


top. 
HAMILTON BEACH = $95* 
retail 


MIXETTE 


America’s fastest-selling portable! Powerful, 
lightweight, easy to demonstrate. Beats, mixes, 
mashes, whips—in any bowl or pan. Three- 
speed, one-hand operation. Beaters snap in. 
Holder fits on Mixing Center. 








no take it or leave it! 


THIS MOVES CUSTOMER 
TO MAKE A CHOICE! 


~ HAMILTON BEAL 


ke txXtngy cere ter 


Poen vixen 8" 
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HAMILTON BEACH 
FOOD MIXER retail 


Easy-to-use features make it the easiest food 
mixer to sell! And, it stays sold, pays you full 
profit. Easiest speed control, easiest portabil- 
ity, easiest bowl control. Compare! Sell Ham- 


ilton Beach! 
HAMILTON BEACH $2. 950* 
retail 


HOME DRINK MIXER 


Once kids see ’em, they keep coaxing! Makes 
real soda-fountain drinks; super malteds, fruit 
drinks—cocktails. Everyone owning a freezer 
or freezer-compartment refrigerator is a pros- 
pect. 1414” high. 16-oz. capacity. 


And To Keep Your Mixing Center A Busy Profit Center 
»-- over 34,622,556 advertising messages will pre-sell 
readers of these well-read magazines... 


American Weekly 

Better Homes & Gardens 

Bride’s Magazine 
CALL YOUR 
DISTRIBUTOR NOW! 


Good Housekeeping 
Guide for the Bride 
McCalls’ 


HAMILTON BEACH 


Modern Bride 
Parents’ Magazine 
Woman’s Day 


Hamilton Beach Co., Div. of Scovill Mfg. Co., Racine, Wis. 


50 







$9950" 






Display Offers Selection That 
Calls For A Buying Decision! 


Once you get your customer thinking 
about “‘which one,” she’s ready to buy, 
You can trade-up; do a quick selling job 
on the spot! Only Hamilton Beach offers 
you such a complete selection of mixers, 
And only Hamilton Beach helps you use 
the power of selection with a Mixing 
Center ! 

Here’s a complete mixer department 
only 23” high that takes only 33” x 14” of 
counter space! Flasher unit attracts shop- 
pers’ attention. Includes 50 full-color, 
6-page folders. Order any of 4 ways 
shown below. 






How to Get This 
Sales Pusher 


1 Order two each of Mix- 
ette, Model G Food Mixer, 
Home Drink Mixer and new 
Liqui-Blender for $147.44 
(retail value $238.00), and 
get one Mixing Center dis- 
play without charge. 


2 Order one each of Model 
G Food Mixer, Mixette, 
Home Drink Mixer and new 
Liqui-Blender for $75.71 
(retail value $119.25), in- 
cluding one Mixing Center 
display. 

3 Order one each of new 
Liqui-Blender and Home 
Drink Mixer for $39.50 (re- 
tail value $60.00), including 
one Mixing Center display 
4 Mixing Center display. 
without Mixers......$5.00 


*Prices subject to change 
without notice. 
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No. 2 CRUSADE for Survival* 


This 


sugar-coated poison is 


MURDERING 


the retail jeweler! 


“The public will swallow anything!” says one segment of the 
jewelry trade. 


On that principle, they are spreading a poison that the public is 
swallowing... but it’s the retail jeweler who is being murdered. 


Especially the jeweler who promotes the brands that practice it. 


We are referring, of course, to “up-pricing’—by far, the most 
vicious assault ever devised against the integrity, in fact, the 
existence, of the retail jeweler. 


Are you digging your own grave? 


The “list price” is rapidly becoming a sham. It is an excuse for 
dishonesty, which is another way of saying it is a device for build- 
ing up the discount house on the wreckage of the retail jeweler’s 
reputation. 


It works with malignant and frightening simplicity. The manu- 
acturer inflates his price enough to allow the discount house a 
tremendous price-slash. He then sets up the retail jeweler as the 
“fall guy —he knows the ethical retail jeweler will hold to list. 


— 


The “ethics-be-damned” discount house slashes his price, and 
when the public compares, the jeweler looks like a thief. 


And who makes the whole situation possible? The victim! 


The solution is just as simple 
Choose your brands for your own sake! 


There are many brands who have built up volume on merit, not 
murder! They support the retail jeweler because they believe his 
reputation and professional stature add lustre to a brand's prestige. 


They refuse to sell to the discount house on any terms. They are 
battling bootlegging and cut-throat pricing everywhere. They are 
fighting the retail jeweler’s fight for survival. 

And they re going to succeed—if the retail jeweler takes the one 
indispensable step to preserve his own existence. Just promote the 


brands that promote you. Dont let anybody or any brand bleed 
you to fatten the discount house. 


ANSON makes this pledge... 


1. We will continue to Fair Trade 
our merchandise at the wholesale- 
distributor level. 


2. We will continue to refuse to sell 
to “cut-rate” houses and discount 
catalog operators. 

3. We will protect ourselves and 
our retailers against any attempts 
to bootleg Anson merchandise. 


4. There will be no up-priced retail 


tickets on Anson merchandise. 


5. We will continue to price our 
merchandise at a level that provides 
a just profit to you...and an excel- 
lent value to your customer. 


6. We will continue to maintain at 
every price level the exceptional 
standards of quality, materials, de- 
sign and packaging that have made 
Anson “the jeweler’s jewelry,” and 
the customer’s finest value. 


* This message is the second in a campaign that 
will continue. If you share our convictions, let 
us share your ideas. Write us. Call us. And if you 
want reprints, well send you all you can use! 
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JEWELRY FOR MEN 


ANSON, INCORPORATED 
24 Baker Street, Providence 5, Rhode Island 


ol 


















MOM TODAY... 


For Mother’s Day—May 9th! 
MOM-TAILORED JEWELRY 


for 


MAN-TAILORED SHIRTS! 


Matching links and earrings—Fashion-styled 
by Anson. 


TUTTLE ee eee tas 


1HV 3645 


All Volume-Priced at $5 per set 
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OP TOMORROW... 


ANSON SELLS 
THE FAMILY TWICE! 





1B 3476 $2.50 1H 3476 $3.50 1HB 3476 $6.00 





1H 3493 $4.00 1B 3493 $2.50 1HB 3493 $6.50 





1B 3464 31.50 1HB 3464 $3.50 1H 3464 $2.50 
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1B 3472 $1.50 1H 3472 $3.50 1HB 3472 $5.00 





Every Mom who’s thrilled by Anson 
becomes a customer for Father’s Day! 


You never need holidays to move these sets of Anson 
Jewelry for Men. Anson’s Spring Links rarely let a 
man pass without buying. 1H 3483 $3.50 1B 3483 $2.50 1HB 3483 $6.00 

And what he misses, Anson-gifted Mom will be in 
to buy for him... for Grad’s Day, for Dad’s Day, for 
any lad’s day. 

Got a yen for a big season? Anson’s your answer— 
no doubt about it! 








Sold only through your wholesale jewelry distributor. 


ANSON, INC, 
24 Baker Street, Providence, Rhode Island * Anson Ltd., Canada 





1H 3508 $2.50 1B 3508 $2.50 1HB 3508 $5.00 


Featured in TV’s THE BIG PAYOFF the show that really does pay off for you! 
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PRESENTING the greatest achievement 


m a century of watchmaking 


mwa D 


23 JEWELS 











RR one 


BULOVA “23” B 
$59.50 


Also available with black dial 





IN 9 DISTINGUISHED MODELS 


FROM $ 50 TO-8 - 
195 


Out-styles, out-modes, out performs 
any timepiece ever created 








NEVER BEFORE SO MANY ADVANCED FEATURES 








INCORPORATED IN ONE TIMEPIECE 


BULOVA “23” D 
$71.50 


> Sigs % 
\' / 2 
im \ 2 
\\ Ss 
s : 
: : , P 
: a 
(<a % ww 
sd * A * : 2,' \ . - 
P f. % ee 
. x 4 ; , " 
ly - : , > r ¥ 
bd ° . 3 Nite : 
xt . . (s : 
{ ° elf-winding oe Qe 
: ms : ». FER ae 
. ’ aa 
2 a hae 
- x ee N kai % “iy 
aS ea 
t ee ate ae 
¥ 
4 


+ JEWELS - Waterproof * 


‘Unbreakable M. ainspring 


Sealed-In for Pe > Cc [is 4 4\ 
feti $7 1.5¢ oh 
Bulova Lifetime Power a0 yr 


Shock-Resistant 
Anti-Magnetic 


*Only Bulova offers this 
UNITED STATES TESTING COMPANY 


proof of superiority... 


Each and every BULOVA Waterproof watch has been 
scientifically tested and certified waterproof by The 
United States Testing Company. The specifications 
for these tests exceed government standards. 
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NEVER BEFORE SUCH OVERWHELMING 
ADVERTISING BACKING! 


BULOVA “23” H 
$100.00 





ON ITS RELEASE DATE APRIL 23rd 
MORE THAN 200 TV STATIONS fia 
WILL SING OUT THE NEWS SES 


As Bulova adds new stations to make the world’s 
greatest advertising network greater than ever 


@ COUNTER AND 
WINDOW DISPLAYS 


@ NEWSPAPER MATS NOS dl 

PLUS @ LOCAL TV FILMS SS INN 
-——) @ RADIO TRANSCRIPTIONS ROS EA 

DIRECT MAIL PIECES msi 


@ PROMOTION MATERIAL 


A: : \ \\ lVi ~~ Z 
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vlova Watch Company, Inc. « Bulova Park, Flushing 70, N. Y. 








New! Amazing: discovery 





makes simulated pearls look real! 
Aristocrat by Coro 


After years of research, Coro proudly presents ARISTOCRAT §& 
... the most beautiful simulated pearls man can make! Com- » , , 
pare and see for yourself how the delicate lustrous color, the * r ee ..- 
GLOW-FROM-WITHIN that you associate only with real pearls, | a f ? 22 
is faithfully captured in Coro’s ARISTOCRAT ... newest, m a. 
finest achievement in simulated pearls. 




















Fabulous ARISTOCRAT simulated pearls are now 
available at leading stores everywhere. Matching 
necklaces, earrings and bracelets; prices from $3 
to $7 plus tax. See this beautiful collection today! 


Write for ‘Your Coroscope’’, a FREE booklet containing 
helpful jewelry hints. Coro, Inc., N. Y. 1, Dept. HB 





® ©ose CORO, Inc. _ 





NATIONALLY ADVERTISED 
This beautiful CORO ad is currently appearing and will continue to appear in many consumer 
magazines. It will pay you to stock Aristocrat by CORO, the most beautiful simulated pearls 
man can make. For further information write CORO, INC., 47 W. 34th St., New York |, Dept. HB. 





Ask your wholesaler to show you 
the complete Dennison line 


FOR RETAILERS: A complete line of boxes and 
cases, findings and supplies. 


FOR MANUFACTURERS: A wide range of special- 
ly designed paper jewelry boxes and cases. 


FOR APRIL, 1954 





“Plant” your rings early — in these flower- 
hued Dennison cases of smooth, gleaming plas- 
tic. Your sales are sure to grow. 

This ring case, 6550TX, reflects the beauty 
and freshness of spring. The curved and fluted 
surfaces, the slanted base enriched with a gold 
leaf decoration are designed to catch the eye at 
once. The simplicity of this case makes it suitable 
for either sex; it will hold two woman’s rings or a 
man’s large ring. 

Colors are light pink, light blue, light green or 
white with white rayon satin cover cushions and 
transparent or Karess velvet ring pads in harmon- 
izing shades. Cases come in individual white 
packers — cartons of one dozen. Order by 
number, 6550TX. 





Dennison 


MANUFACTURING COMPANY 


JEWELER’S DIVISION 
Marlboro, Massachusetts 
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Five stars for your biggest gift promotion! 


GE BEST-CELLER RADIO‘ 


ofA DUTONS! eo yeRO OM noo yeppnO” ypcaTOn®! 






















price. Model 630, right — 







ROVED | 1 
w pus-APP S . . 
OW \ : Famous G-E 2-in-1 Radio! ii 

G-E RADIOS N ARKET EVER: : Outdoors, a portable... in- i 

Y BIGGEST Y TH mM . doors, a table radio. Long- | 

. 168,000 young | life battery, ACor DC. Choice | 

¢ show that 3,49" ¢ 15 and 24 _ of three colors — same low 












4 Electric Company New G-E Tripmate . . . biggest 

- e, Television no voice of any personal port- 
ante Park, Syracus aan able ever! Speaker’s 16% 
‘ : ; subject 0 Coane W est and bigger than any — 33% big- 
—_ Slightly his ee nent ger than most! Three college- 






ok’d colors. Model 620, left 
$29.95* 


(less batteries) 


South. 
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“HOLIDAY IN HOLLYWOOD” 
PROMOTION 


Brings ’em to your store in droves! 


G-E Dial-Beam Radio 
... with radio’s brightest sell- 
ing feature—also new phono- 
jack! Choice of three colors. 
Model 427, right - $26.95* 


Nothing to buy! Noessays 
to write! But customers will 
come to you to enter. What a 
traffic-building promotion! 
Prizes include a trip-for-four 
to fun-packed, thrilling Holly- 
wood plus a G-E Color TV, 9 , 
G-E B&W TV, 90 G-E Clock-/ 
Radios. Besides new traffic, 
you'll get new prospects, new 
. S mailing-list names, anda 
G-E Clock Radio...the chance a win one of 10 big 
world’s most useful radio! prizes. Promotion backed by 
- .. ., Holds its lead as most popu- © national magazine and radio. 
ee lar clock-radio on market. — For details call your G-E 
deol Nearly 3,000,000 in Amer- _ Distributor today! 
ica’s homes. Four colors. 


vf n : 15 ff Til O), Model 546, left — $39.95* | 


Goce niyon oftee GENERAL QQ ELECTRIC 
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playing a leading role with GLAMOUR 












CHAT! 


in itself 1s always fashionable! 


ee 





Though integral in the design of fine jewelry the 
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character and beauty of chain in itself is ever acceptable. 
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Graceful and feminine or boldly fashioned for men’s wear the 


pos 
all” 
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superior craftsmanship of the chain maker stands on its own 


ae 


merit as a basic fashion ingredient. The cost of good quality 


chain is moderate ... the plus values outstanding. 
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ATTLEBORO, MASSACHUSETTS 


MACHINE CHAIN MANUFACTURERS ASSOCIATION | erovivencé 5, rope istano 


MAPLEWOOD, NEW JERSEY 
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Here’s Tot and Teen features: 


coun f Here are NEW IDEAS 


Hand painted 
All individually carded i 
12 Free Displays with every 
gross order 


i 1 


in TOT and TEEN Charm Bracelets 
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Another House of Charm ex- 


clusive; a dainty creation with 
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MUSTARD SEEG SRACELET 


Bike Chaim 


eight Good Luck Charms and a 
REAL MUSTARD SEED. They have a 


terrific sales appeal. Be the first 









in your area to cash in on this 
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MUSTARD SEED BRACELET 
C 






new item. 
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Sales will zoom to amazing 3 
heights with this New, fast selling 
Space KID-ETTE charm. Note, it has #- 
a real compass too. Here’s an item a 
that is right in step with the popu- 


lar science fiction characters who 





really influence the tot and teen 


market. 
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Here’s a charmer that will 


ts 
ei 


. 
s 
Oe 
j 





fascinate all buyers. A Dainty 
Dancing Ballerina that spins and 


s 
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twirls, doing her pirouette inside ¥% 
the highly faceted ring of the dance. ¥# 
Better order these now because we 
believe it will be one of our top | 
items. 





Through leading Jobbers everywhere 


D & 428. 8 MANUFAC 8.0 8 eC Cc 
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100 STEWART STREET, PROVIDENCE 3, R. 1S 


are 
Canadian Factory & Sales Office “Jot and “Teen 
RR 1 ST. JEAN, QUEBEC, CANADA Gemelry 
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The House of Charme 











whats your : 





high Jewelry In 
are the ones whoare doing todo the 
big gelling job this fall! 


They Il be selecting their merchandise 


MAY9 "thu MAY 20° 


WHOLESALE JEWELRY BUYERS 


MARKET WEEK 
SHERATON-BILTMORE HOTEL, PROVIDENCE R.1, Pain 


4 FLOORS = 


sponsored by the Marketing association of the a nae 


MANUFACTURING JEWELERS SALES ASSN, Inc. 


suite 103-105 Sheraton-Biltmore Hotel, Providence 3, R.I. 
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COSTUME JEWELRY * COMPACTS » MEN'S JEWELRY * ACCESSORIES 








Westinghouse 
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FREE mercHANDISING KIT 


Advertising Department 

Portable Appliances 

Westinghouse Electric Corporation 

Mansfield, Ohio 

Please rush me a complete free Spring Value Festival 
merchandising kit, including Multi-Mat, 27-piece store 
and window display and Fan banner. 


Spring VALUE Festival! 


FREE DISPLAY! SPECIAL PRICES! 

FLYERS! MAGAZINE ADS! 

VALUES GALORE! DEALS! 

FREE AD MATS! Westinghouse STUDIO ONE! 


My Name 
Store Name 
Address _ 


Write, wire or phone your Westinghouse Distributor today! 
City ae 





JK 


Mail Coupon NOW! 
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here’s how to 
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aomi ring locks 


—_~ the exclusive 
j g naomi-lok 











You name it, Naomi’s 

got it! Ring Locks and Ring Guards 
for men or women... any size, 

any shape. All expertly crafted of 
quality materials...including 
RHODIUM, the precious metal that is 
durable and non-tarnishing. 


ee 


the new naomi-lok 
a DOUBLE RING LOCK THAT WORKS! 


Here’s a ring lock that holds wedding sets together. . 

safely, securely. NAOMI-LOK prevents wear between rings. 
Easy to attach. No sharp edges. Hand polished 

in white or yellow 14Kt. gold. Now available in new 





extra large size. A sure-fire sales winner! 
AVAILABLE AT NAOMI CERTIFIED MATERIAL HOUSES & WHOLESALERS 


SPECIAL BONUS OFFER! 2 DOZEN NAOMI-LOKS FREE 


with every dozen you buy 





RI 
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This coupon entitles you to 14% dozen #12 NAOMI-LOK Ring Clasps for the price of 1 dozen, in 1/20-12Kt. 

white or yellow gold filled. 

Bring this coupon to your wholesaler, buy 1 dozen NAOMI gold filled ring clasps and receive the % dozen free. 

Please fill in your store name and address below: 

NAME Mr. WHOLESALER: We will redeem this 
coupon for 4 dozen #12 naomi-lok ring 


clasps in 1/20-12Kt. GF, at no extra 
emai charge. Kindly mail direct to our fac- 


CITY & STATE tory or give to our sales representative. 


N AOMI ws ISLAND vaan, NEW YORK 











(Not negotiable and not redeemable in any state or locality where the issuance or 
redemption of coupons is prohibited, limited, taxed or regulated in any manner.) 
neer~agees vos MIDNIGHT JUNE 30 — ——- IN ul » A ONLY 
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WRITE FOR FREE din ont ae & 
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WRITE TODAY! 


This talked-about assortment of 
beautiful, 14 Karat gold, wide 
wedding bands including the dis- 
play case, sent fo you on mem- 
orandum, upon receipt of your 
request. 


OF 14K 
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; OVER $400 ON THISF 


fr" 


PROMOTION 
GOLD F 
WIDER 
WEDDING fae 
\ RINGS 








Cost *17 


Your Fropit *40 


This ‘“‘SHOW-STOPPER’’ assortment is ONLY ONE of 
10 differently merchandised trays of wide wedding 
bands. All in all, we have over 100 RING DEALS! We 
manufacture EVERYTHING IN RINGS ...ask us to 
show you our “‘inventory control’’ set-ups — reduc- 
ing inventory and increasing profits in everything, 
from baby rings to diamond engagement and dia- 
mond wedding bands, by LLOYDS OF NEW YORK. 


216 East 45th Street, New York 17, N. Y. 


K. POLISHOOK & SON « 


MANUFACTURERS OF ‘‘EVERYTHING IN RINGS’’ SINCE 





WE HELP YOU SELL, these fast-modi 


—_—— 






FREE DISPLAY CASE. (pictured here; § 


the beauty of 
(power-packed | 
really sell) : 


FREE RESALE TAGS. (make your 


A Ti A : 
authentic) 


FREE AD MATS 
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GET MORE WATCH BUSINESS WITH THIS WALTHAM EXCLUSIVE! 


MAKE THIS YOUR LEADING FEATURE FOR GRADUATION SALES... 


| 7 
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4 ADJUSTMENTS 2 TO POSITION 


WALTHAM PERMAFORCE UNBREAKABLE MAINSPRING 


—) 6 ad 8d) Oe Ge Oe ee ee 





AT THIS UNMATCHABLE LOW PRICE 


59° 


‘O OTHER WATCH CAN COMPETE WITH THIS VALUE! « CALL YOUR WALTHAM WHOLESALER FOR COMPLETE INFORMATION 


OTHER WALTHAM WATCHES FROM $29.75 TO $250; WITH DIAMONDS TO $4500 


WALTHAM WATCH COMPANY, WALTHAM, THE WATCH CITY”, MASS. 


n time for graduation} Uf 
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eet the richest, untapped 


diamond market in America today— 


12,846,323 TEEN-AGE GIRLS! 





It’s new . . . beautiful . . . incorporating every outstanding feature you’ll 
find in expensive Columbia ““TRU-FIT’’ Diamond Rings—styled in tune 
to the needs of America’s 12,846,323 girls of teen age . . . today’s richest, 
untapped diamond ring market. For the first time, teen agers become prime 
prospects for the most important, most profitable item you sell— DIAMONDS 
...and you'll reap a rich harvest of high-profit diamond sales for years to come. 





AND HERE’S THE PLAN THAT SELLS TEEN-AGE DIAMOND RINGS 
TODAY AND GUARANTEES THE SALE OF DIAMOND ENGAGEMENT AND 


WEDDING RINGS TOMORROW .. . 


Under the MISS COLUMBIA SALES PLAN, when wedding bells ring 
... your Teen-Age customer is guaranteed the full trade-in value toward the 
purchase of a Columbia “‘TRU-FIT’’ Diamond Engagement and Wed- 
ding Ring set . . . a plan that means PLUS diamond business for your store 


and a satisfied customier for life. 








Here's the most solid, practical, money-making plan for 
your most profitable department— your DIAMOND DEPARTMENT! 








re 


Backed up by powerful national advertising . . . eye-stopping retailer sales 





aids for window, counter, newspaper and direct mail... all FREE! 
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3 new teen-age 
F market into 
ore your store. 

Miss Columbia rings mounted on velvet plus “Tru-Fit” : 
wedding set. =, a 
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Part of Miss Columbia’s complete merchandising pro- And Miss Columbia vie Rs the patented, self-adjusting 
gram—Direct Mail Stuffer, Newspaper Mat, and Full ‘Tru-Fit” feature .. . fits growing fingers for years to 
Trade-in Guarantee. : come... perfect for teen-agers. 
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This beautiful Miss Columbia Diamond Ring is set with This lovely 5 diamond Miss Columbia ring, in 14 Kt. white 
3 diamonds in 14 Kt. white or yellow gold, and retails | or yellow gold, retails at $59.50 plus tax. 
at $29.50 plus tax. : 


mbia Cte fltil ou ds 


AXEL BROS., Inc., 21-10 49th Avenue, Long Island City 1, N. Y. 


Sa 





Yes, | want to make money with the new Miss Columbia 

Teen-Age Diamond Ring. 

PLEASE SEND ME. 

Miss Columbia $29.50 Retail. QUANTITY: white_____yellow gold 
Miss Columbia $59.50 Retail. QUANTITY:_____ white _yellow gold 





NAME — 
Exclusive product of 
AXEL BROS., INC., 21-10 49TH AVE., LONG ISLAND CITY 1, N. Y. a 


STREET ADDRESS--— 


$$$ ____.__.__ Zag _ gjayE 








Important Swiss Watch Factory 
with world reputation 
lor making fine watches 
1s open to grant 


Exclusive Distribution rights 
lor the USA 





Company Manufactures [ts Own Ebauche 


Unusual opportunity for distributor selling 





good jewelers all over the country 


Reply to Publicitas SA, Box number PO 31663 L 
LAUSANNE, (Switzerland) 


























-ERVING AMERICA’S LEADING RETAIL JEWELERS SINCE [916 


DIAMOND RINGS 


DIAMOND WATCH ATTACHMENTS 
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Combining Beauty, Creative 
} Originality, Fine Craftsmanship 


and brilliant carefully selected 


diamonds to bring you the utmost 


iN QUALITY-STYLE-VALUE 


Kasper lo Cah ovr orsrs 


MANUFACTURING JEWELERS «© DIAMOND IMPORTERS 
126-132 West 46th Street, New York 36, N.Y. ¢ 62 Rue Du Pelican, Antwerp 














THE TRULY MODERN 





MAKE YOUR STORE A 


JEWELRY STORE MUST BE AIR CONDITIONEG 
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“Packaged” Air Conditioners 
in nine models, 2 to 15 H.P., 
meet most cooling needs. Other 
Chrysler Airtemp products for 
all systems of air conditioning— 
a complete line to suit every 
requirement. 


AR ~ \ 
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CHRYSLER AIRTEMP \loos | 
AIR CONDITIONING! ey 


More and more frequently, men and women go out of their way to seek 

Out the jewelry store which offers the refreshing comfort of air conditioning. 
A clean, cool, air conditioned atmosphere will win new customers 

for you. It will add to the air of refinement, confidence and dignity so 
important to your business. And you will find customers buying more than 
just one item, because they will shop more leisurely and more thoroughly 
in the comfort of your air conditioned store. Your employees 

will be more courteous, more alert and more efficient. Your 

store can be kept sparkling bright with less cleaning and redecorating. 


But get the best there is in air conditioning. Buy Chrysler Airtemp! 
“Packaged” air conditioning was pioneered by Chrysler Airtemp in 1937. 
More Chrysler Airtemp “Packaged” Air Conditioners have been sold 

than any other make. And only Chrysler Airtemp enginecring 

gives you such important features as the super-efficient, super-quiet 

Sealed Radial Compressor . . . “Maxi-Fin” Coil for more effective cooling... 
“Airfoil” Grille to direct the air exactly where you want it by means of 
adjustable vanes . . . greater cooling capacity . .. more compact, 
space-saving design. Send coupon now for complete details! 


| Airtemp Division, Chrysler Corporation 
P.O. Box 1037, Dayton 1, Ohio 


H 
C RYS | F R At RIE Mi Pp | I'd like to know more about Chrysler Airtemp Air Conditioning. 
| 





| Name 





HEATING e AIR CONDITIONING 
for HOMES, BUSINESS, INDUSTRY 


Airtemp Division, Chrysler Corporation, Dayton 1, Ohio 
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| Address Phone__--_ill ; 


| City EE — ll 
' 
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maintaining complete assortments of Cultured Pearls — both in necklaces 


and loose —in all sizes, colors and prices to meet every requirement. 


NYo} (eM ialgelle lei a Aste) (=X x01 1-183 


Lene aR EL L.! C rer, 


I MPO RFR Te :R:S 
665 Fifth Avenue, New York 22, N.Y. «© Telephone MUrray Hill 8-0648 


CHIC A-GO ‘ a © ee. em ak Ce ae Sp . 1 OK FS 


* IWlustrated above, in actual size, is our world-famous cultured necklace, “The Princess 


of Polynesia’ 



















America’s most beautiful 
coifee maker 





Presto 


Automatic. 
Coifee Maker 


Perfect Cofhee-twice as hast 


Extraordinary beauty and performance makes 
Presto Number 1 in the Jewelers’ Gift Market 


Your conclusion in less than two minutes time.. .‘‘PREsto 
IS THE COFFEE MAKER WITH A FAST MOVING VOLUME FOR 
ME!”’ Smart design and “Silversmith” finish are really 
outstanding! Basket and cover are one removable unit 
that separates with a mere twist. And for coffee as you 
like it . . . simply slide the Flavor Control to the setting 
you want. Separate heating units and separate thermo- 
stats. Presto uses temperature instead of time to control 
coffee’s flavor and strength. PrREstTo brews perfect coffee 
everytime . . . whether you use hot or cold water. Now 
priced ... to be COMPETITION ! 
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Brilliant Lok-Tite Cover Exclusive 
“Silversmith” Finish Basket Assembly Flavor Control 
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ASK YOUR DISTRIBUTOR NOW ABOUT THE POWER 
| PACKED LOCAL IMPACT PROMOTION THAT WILL HIT 
| YOUR CITY APRIL 25 AND REGULARLY THEREAFTER 
..-YOU'LL GET 50% MORE IN ’54 


WITH PRESTO 


best advertised VID; best known - best buy! 
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Write Presto for FREE hard-hitting point-of-sale displays to help you SELL! 
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Platinum Metals Division 


THE INTERNATIONAL NICKEL COMPANY, INC. 
67 Wall Street, New York 5, N. Y. 
Yes, Iam anxious to use the radiospots. Please | Address 


send the radio commercials to Radio Station 
_and advise me of date of shipment. 


CJ 


C 


and counter displays. 


FOR APRIL, 1954 


Please send me your free palladium sales aids 


TO INCREASE YOUR STORE TRAFFIC 


Spearhead your promotions with “spot” radio 


announcements about jewelry made of 


Palladium... Newest of the Precious Metals 


Perhaps you have hesitated to use 
“spot” commercials because of the 
high cost of talent for writing, pro- 
ducing and acting. 


Well, here’s your chance to get that 
talent free! And in many areas you 
can buy the radio time for as little as 
$5.00 for a one-minute commercial. 


Professional talent has produced 
four 39-second attention arresting 
recordings. The first one features 
two excited young matrons discuss- 
ing a wedding... the next, a group 
at a shower party ... then a young 
couple visiting a jewelry store... 
and the last, a group seeing reset 
and modernized old jewelry. Each 
minute is completed with a sug- 
gested script for your local an- 
nouncer and makes a strong appeal 
to the listener to visit your store and 
see your selection of palladium jew- 
elry. They also suggest that the 
people visiting the store can pick up 
an informative booklet on all the 
precious jewelry metals (supplied to 
you, free, of course). 


Name 


in Addition 


Your radio commercials about beau- 
tiful and durable pure white palla- 
dium will be backed with a strong 
and continuing consumer advertis- 
ing campaign in Harper’s Bazaar, 
Charm, Glamour and Seventeen. 


And there is an extensive publicity 
campaign including newspaper, mag- 
azine and radio items by leading 
fashion authorities. 


What’s more, helpful point-of-sale 
material such as booklets suitable 
for over-the-counter or direct mail 
distribution, and counter displays 
are also available free. 


Write today and ask for the material 
you want. The assortment of re- 
corded commercials and scripts will 
be sent to your local station. There 
you can hear them played and deter- 
mine which ones you want to use— 
so be sure to include station and ad- 
dress. Other promotional material 
will be sent direct to you. 
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BLUE for Holloware PINK for Flatware GREEN Make-it-Yourself Kit 
Set of 4 bags for holloware of Kit contains 4 rolls (each holding Contains 2 yds. Pacific Silver Cloth, 
all sizes... from large trays 8-pc. place setting) and one bag tape, thread, sulphur-free cement— 

to bread-and-butter plates. for large serving piece. the complete makings! 


All dressed up in 3 eye-catching colors... handy-handle kits tRiat" snour 8B 


PRICE, ABOUT 
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your big REPEAT seller 



































WU GIFT PAKS 


POSITIVELY PREVENT TARNISH! 





The BIG THREE... | <i 
to promote for all gift-occasions .. . e 


to sell Mrs. Customer again and again 


Get ready for traffic. Now America’s most popular re - ¢ 
silver protection is packaged for gift-giving. Yes Sor 

... famous, tarnish-stopping Pacific Silver Cloth a 
goes glamorous—in three of the most colorful, a 
eye-stopping kits ever.  . 





PR i Bea 


And added to their new party dress, these Paks . 


are so novel, useful, inexpensive. Customers wil! The one and only cloth that positively prevents tarnish 
buy them again and again... for bridal showers, an- Rated best protection against tarnish in Reader's 
niversaries, bridge prizes, events around the year. Digest report of impartial tests! Yes, Pacific Silver 

Cloth stops tarnish far more effectively than any 


Youll see what once was a staple item turned 


. , sed -~Cé “anti-tarnish” ’ 
into your busiest repeater. flannel . . . any so-called “anti-tarnish” cloth 


The reason—Pacific Silver Cloth is made with 
millions of minute silver particles. This invisible 
“armor absorbs all tarnish gases in the air before 
they can touch stored silver. 


Use these beautiful Paks to brighten your win- 
dows. Feature the “step-right-in” appeal of their 
small price. Promoting Pacific Silver Cloth Gift 


Paks up front is the sure way to push volume ahead. 
Users report this beaver-brown cloth saves hours 


of polishing, saves wear and tear on silver plate, 
saves dipping that may dull lustre. Protected by 


beginning May 17. a Pacific Silver Cloth, silver stays ready for instant 
Ss 4 eee 
millions of women out to buy use. 


Pacific’s new Gift Paks. Be ready... 
order now from your regular Pacific 


Silver Cloth bag and roll supplier. 


Silver particles in Pacific 
Silver Cloth soak up tarnish 
gas completely . . . before 
it can touch silver inside. 





Check your stock of these other leaders: 
PACIFIC SILVER CLOTH-LINED CHESTS, FILES, SILVER SAFES, BAGS, ROLLS - PACIFIC MILLS, 1407 BROADWAY, N. Y. 18 
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Look at the FArtca rVe d 


DIAMOND AND WEDDING RINGS 


sales-building program for spring! 








Beautiful ads an these best-selling, 
best-read, best-loved magazines .. . 








LOOK... the magazine read by the SEVENTEEN ... the magazine pre- 
pared especially for your newest 
market . . . today’s younger-than- 
ever brides-to-be! 


LIFE. . . reaching 30 million readers 
every week .. . the largest magazine 
audience in the world! 


vast, steady market of men and wom- 
en under 35 — eager, page-by-page 
readers. 
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BRIDE’S and MODERN BRIDE—the two magazines written 
just for brides—and those they refer to as buying guides! A 
special campaign featuring Artcarved’s wide variety of wedding 
rings will appear in these magazines! 


MADEMOISELLE .. . the magazine 
that sweeps your 20 to 30 age group 

. your biggest marriageable buy- 
ing market! 


plus... Window displays! Newspaper mats! 
TV and movie playlets! Booklets and leaflets! 
Radio discs and scripts! 


Art C a r V e d America’s best-selling rings since 1850 


DIAMOND AND WEDDING RINGS ae 
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Beautiful brides in warm, romantic 





advertisements like these will be letting 
all your customers know that Artcarved is the 
ring to wear proudly for a lifetime .. . the ring 


to ask for when they visit their jeweler’s. 


And all these powerful selling aids are yours 


as a franchised Artcarved jeweler. They’re 


Ask your Artcarved* representative or write our 
home office for full details. 


*TRADE-MARK REG. 






J. R. Wood and Sons, Inc. 216 East 45th Street, New York, New York ile 
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A GREAT NEW BROADCAST PROGRAM 


For some 15 years Longines-Wittnauer has been the jewelry industry leader 





in broadcast program advertising. To the entire nation, the Longines 
Symphonette and the Longines-Wittnauer Choraliers are old and respected 
friends. Now, Longines-Wittnauer’s broadcasting activities hit a new peak. 
Every week, over the CBS Radio and Television Networks, there are 
9 coast-to-coast programs of the Longines Symphonette, the Longines- 
Wittnauer Choraliers and the Longines Chronoscope—and soon there will 
be 11 coast-to-coast programs each week, reaching every nook and cranny 
of America. This is, by far, the largest number of network programs by 
any advertiser in the jewelry industry. The benefit to each and every 
Longines-Wittnauer Jeweler Agency is reflected in an ever greater 


day-by-day and week-by-week call for Longines and Wittnauer Watches. 


Gaines We Ge, The 


Since 1866, maker of watches of the highest character 
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THE JEWELERS'* 


ANY jewelers have been getting 

publicity as the result of recent 
dramatic price increases in coffee. 
Some have been selling it to create 
store traffic, and people have turned 
up in droves; purchased the coffee 
and generally disregarded the 
jewelry. , 

Unwittingly, when the jeweler sells 
coffee, he is criticizing another mer- 
chant—the grocer. Now when one 
“takes a poke” at another, he must 
be prepared to expect the other te 
strike back. A case in point is that 
revealed by an item in the Milwaukee 
Journal, which paper received the 
following letter: 

“To the Journal: Your item on the 
front page about the jeweler selling 
coffee at 4¢ a pound margin did not 
even merit publication, to say noth- 
ing of front page space. 

“For one in the jewelry business, 
which operates in the highest margin 
bracket in the business world, to get 
indignant over the price of anything 
is too ridiculous to even be funny. 
Certainly underselling and thus try- 
ing to hurt their neighbor grocers, 
who are not responsible for the price 
of coffee, should not attract any right 
thinking person. Neither should the 
extremely unethical practice of sell- 
ing something entirely out of their 
line at cost or less to sell jewelry at 
a big margin gain them free news- 
paper advertising. And advertising, 
more than indignation, apparently 
was their basic motive. 

“After all, you charge the Mil- 


FOR APRIL, 1954 


CIRCULAR-KEYSTONE 


waukee grocers for their advertis- 
ing.” 


©&. - © 


T the recent Tenth Annual House- 
wares and Variety Merchandise 
Fair some unusual merchandise was 
displayed by manufacturers and im- 
porters. We offer without comment 
the following report from the New 
York Times of March 11: “The item 
has an attractive metal box covered 
with simulated alligator skin contain- 
ing a... watch, a pair of cuff links, 
a tie pin, and a pen and pencil set. 
The whole outfit sells for $5.50, 
wholesale. Asked if the watch would 
run, the company’s representative 
replied: “Why certainly. We guaran- 
tee it for a year.’” 


© © 


ADEMOISELLE LAURA is a 

French poodle, and is probably 
one of the most distinguished canines 
to ever reside in the city of Pitts- 
burgh. Her appearance is always be- 
yond question, as she is marcelled 
and manicured frequently. She even 
participates in the finer things of 
life—she owns a _ valuable’ wrist 
watch. 

Designed in white gold, the tiny 
timepiece gleams forth from her left 
foreleg. (You see there is nothing 
irregular about Laura, for she is 
“right-pawed,’ and wears her wrist 
watch to the left, just the same as 
most humans do.) Owned by pet 
beautician Mary Brown, Laura re- 
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ceived the watch as a birthday gift 
from the wife of an oilman, one of 
her mistress’ clients. 

Snooty society dogs, who visit Miss 
Brown’s poodle beauty salon, find 
Laura really putting on the dog with 
her watch. Charlie Danver, Pitts- 
burgh Post-Gazette columnist, who 
discovered the doggy watch, reports 
that the visiting poodles are “so 
jealous they're fit to be tied.” 

Perhaps some alert jeweler will 
sell this dog a second watch; she 


does have four legs. 


© 


i you pass a man who is wearing 

a tie printed with a clever design 
of open oyster shells, and in one of 
them you think you see a pearl— 
your eyes are not deceiving you. A 
tiny “pearl on the half shell” sewn 
in the cloth of a tie is among the 
latest fashions in men’s haberdashery 
from Paris. The pearl nestles in its 
shell against a background of purple 
foulard, and the ensemble of tie and 
pearl is a fine conversation piece for 
the fancy dresser. 


> © 
4 bers public clock frequently main- 


tains its value not only through 
its performance but through public 
affection as well. It is looked upon 
as a traditional and worthwhile ser- 
vice, and government officials usual- 
ly do not estimate the worth of a 
public clock in terms of installation 
and maintenance costs alone. 
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Priceless Heirlooms? 


No, but they have a priceless heritage > Sr 
... they’re WHITING & DAVIS ‘ ’ 





V. —— 
al 








\\ | | i \Q 
They're new, theyre old, they’re good. 
They’re part of a quality jewelry line by a 
«\ \ quality maker . . . crafted with today’s sure skill, 


slanted at a market of women with taste. 


Who better than Whiting and Davis to do 
such a job? Who knows better the niceties of 


detailing and hand finishing? Who knows better 
what women like? SY 
Obviously — nobody. Because Whiting and Davis’ celebrated mesh 


masterpieces have dazzled the fashion world for nearly eighty years. 









That’s why this jewelry line will mark you as one of the more dis- 
criminating dealers. WHITING AND Davis Co., INc., Plainville, Mass. 


V 


HAND IN HAND WITH FASHION=SINCE 1876 
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However, up in Canada the De- 
partment of Public Works has de- 
cided that public clucks are a “public 
charge” and that their cost is entirely 
out of proportion to the service they 
give people. All over the vast coun- 
try of Canada, Federal government 
buildings have clocks, and, if the de- 
partment has its way, the public clock 
—customary in public buildings the 
world over—will disappear in great 
part from the Canadian scene. 


> © 


NE of the greatest sentiments 
connected with wedding rings 
is to engrave them with endearing 
messages. We have the traditionalist 
who engraves poetry or a flowery 
sentiment. We also have the inno- 


vator. A Pueblo, Colorado, jeweler 
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is making a collection of these “up- 
to-date” messages. 

Three of them are in the nature of 
warnings to others. “Shoo, shoo, 
baby! He’s taken!” “Hands off— 
this guy belongs to me,” and “Stay 
away girls—he’s taken.” 

However, two other selections are 
strictly intimate sentiments for man 


and wife alone. “You know what? 
| love you.” “For you I have the 
beeg love.” These messages are more 
in the grand tradition of great 
lovers. 


o © 


T is said that it’s not the initial 

cost of a wife that is expensive— 
it’s the upkeep. This economic opin- 
ion is expressed by husbands in dif- 
ferent ways. In San Francisco a 
harassed spouse was very indignant 
when a store challenged his credit 
rating. “Check my jeweler.” he 
stormed, “he'll tell you I haven't 
missed a payment for four years on 
my wife’s wedding ring!” 


© 
W* usually think of earrings as 


fashionable ornaments worn by 


the female sex. But there’s a man 


named Ed Dorvee in Kent, Ohio, who 
wears gold earrings and he doesn’t 
wear them as ornaments. His ear- 
rings are part of a permanent head- 
ache cure that was prescribed in his 
boyhood. The rest of the cure was 
the piercing of his ears. 





“It's amazing what the proper earrings will do for a woman.” 
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As kd explains it. “After the Doc 
pierced my ear lobes, the ache and 
throbbing just seemed to disappear.” 


o © 


OST jewelers and watchmakers 

pursue their hobbies away from 
the repair bench. However, while 
reading the St. Paul Pioneer Press 
the other day. we learned about a 
jeweler who rides his hobby horse 
right in the shop. His hobby is un- 
usual, too. 

Jay Renning. of Minneapolis, asks 
famous people to pose at the work 
bench in his jewelry store while he 
photographs them. He is called “the 
jeweler who collects celebrities,” and 
he has accumulated an impressive 
gallery of pictures. 

He first started his hobby by pos- 
ing local radio and newspaper per- 
sonalities. After that he persuaded 
Luther Youngdahl, then governor of 
Minnesota, to come in for a sitting. 
He soon ran out of local celebrities 
and began concentrating on famous 
people who were visiting the Twin 
Cities. He found these subjects difh- 
cult to contact. He recalls holding the 
telephone line for 20 minutes before 
being connected with Drew Pearson. 
The famous columnist refused at first 
to come to the store but then ap- 
peared next day to be snapped by the 
jeweler. 

His list of sitters is impressive. 
Tyrone Power, Edward G. Robinson, 
Fred Waring, Burl Ives, Dr. and Mrs. 
Jean Piccard and Frederick March 
are among the famous people who 
have posed at Renning’s_ repair 
bench. 

> © 


NEW ENGLAND watch and 
clock repairer’s stationery lists 
him as a “horological diagnostician, 
technician and chronometric_ther- 
apist.” 
© © 


ANT to know a steer’s life 

story? Then rush to the nearest 
store that carries luggage and ask 
for something in “California Saddle 
Leather.” Barbed wire scratches, 
brands and other markings are left 
in this leather when it is made into 
merchandise. The makers say these 
markings tell the steer’s entire life 
story. 

Hm-m-m. 
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, nation’s capital has become a jewelry 
merchant’s nightmare, a_ veritable retailing jungle, 
Flamed by the activities of out-and-out discount houses 
and by offers advertised by heretofore conservative mer. 
chants, the local populace has come not only to look for 
but to demand substantial discounts. Thus, faced on one 
side by a discount-happy public and on the other by 
numerous discount operators, the Washington jeweler, 
catering to the great middle class, finds himself in a 
dilemma. 

Let us investigate the cries which are being made by 
Washington, D. C., jewelers. Let us visit the town. Let 
us walk down F. Street, part of an important shopping 
area in the District. 





The copy on the signs shown here was taken 
directly from those in the windows of Wash- 
ington, D. C., jewelry stores and from adver- 
tisements appearing in local newspapers. Since 


there is no Fair Trade in the District of 





Columbia, such public advertising makes 


evident the extent of price-cutting. 
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Here we see in the window of the first jewelry store 
we come to a sign proclaiming, “Knowingly, We Will Not 
Be Undersold.” The thing that is striking about this is 
that it is the kind of copy one would expect to find in 
the window of a discount house. However, this establish- 
ment is a typically beautiful, modern store. Otherwise 
it displays its quality ware in an attractive and conserva- 
tive manner. 

Next to this store is that of another jeweler, a fine 
business, actually one of the oldest jewelry establishments 
in the District. In the two windows of this store are 
two placards each about 20 inches wide offering in bold 
brush strokes “40% OFF ON ALL WATCHES.” Sup- 
porting this are four of the store's newspaper ads 
making the same offer, listing some 20 watches from the 
lines of five of the best-known famous-name brands. In 
these windows, in addition to some 30 marked-down 
watches, are also compacts, lighters and jewelry with 
red-lettered tags offering the items at one-third and 40 
per cent off. 

“Can this be?” you ask yourself. You go in the store 
and speak to the owner. 


WATCH BUSINESS DECLINING 


He tells you, ‘Watch sales have dropped 75 per cent 
in the past two years. And mind you, watches accounted 
for 25 per cent of our volume. We don’t like to be 
price-cutters but we have to meet our competitors—dis- 
count houses and other jewelers.” 

Next to him is another attractive jewelry store. Here, 
too, is a 30-inch placard proclaiming the store’s current 
policy of “40% Discount on Watches,” listing six famous 
brands. 

Farther up the street a long established double-front 
jewelry store has a similar sign right up against the 
glass of the window. 

Cross the street and you look into the window of an- 
other jeweler. A sign reads, “50 to 60 per cent off on 
all watch brands.” In the window are displayed leading 
nationally-advertised watches. But this jeweler’s con- 
tribution to Washington’s discount-delirium doesn’t stop 
here—he offers “50 per cent off on diamonds and birth- 
stones.”” You ask yourself, “How long will it take before 
he prices himself out of business?” 

You stand on the corner, after walking up one side 
of the block and down the other, past eight jewelry 
stores, and you realize that the one credit jeweler in the 
group is the only one not advertising discounts or sale 
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prices. But you feel that it is only a matter of time 
before the competition of price-cutters forces him to take 
action. Convenient credit terms have less business- 
getting value in Washington than in many towns, for 
here the populace has the alternative choice of sub- 
stantial discounts for cash-and-carry transactions. 

As you stand there on the corner you know that this 
situation is something that has not just happened in a 
day. It is the current evidence of a deteriorating con- 
dition which must have started some time back. How 
and when did it all start? 

It was about 20 years ago, we learn from Bernard N. 
Burnstine, a third generation, industry-minded, Wash- 
ington jeweler. At that time a group of government 
employees solicited a variety of local merchants asking 
them to give the members of their group discounts of 
20 to 40 per cent off the regular retail prices. What 
started out as a simple, minor operation eventually mush- 
roomed to the point where today there are, a reliable 
source informed JC-K, over 125 government-employee 
discount clubs. 

Here’s how it works. The chairman of an employee 
group (from a government bureau or department) sends 
a retailer a letter. A typical one would read, “Some of 
our 650 employees have asked that you be included in 
our discount list—soon to be printed. Members of our 
organization will be instructed to present you with a 
proper membership card, just before payment is to be 
made, and without comment. We wish to protect both 
seller and buyer and will be glad to follow your per- 
sonal suggestions.” 

When these plans started, some merchants thought 
there was some justice in the idea and they decided to 
go along with it. Before long, more and more employee 
groups jumped on the bandwagon and more and more 
merchants found the stream of events had carried them 
into this huge, dizzy whirlpool. One Washington jeweler 
expressed the belief that today there are only a handful 
of District jewelers who do not have a listing with—have 
not agreed to give discounts to the members of—some 
government-employee club. 

Thus, any competitive advantage which the original 
jeweler-participants had, has long been cancelled. 
Where it may have brought the original single jeweler 
additional volume, today it brings all jewelers unprofit- 
able sales. 

Employee organizations print a discount list booklet, 
which is distributed with identification cards, to its mem- 
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bers. A typical booklet offers “instructions to members’ 
on its first page. A few tips offered are, “(1) Do not 
lend your card. (2) These discounts do not usually 
apply to special sales items or ‘Franchise Fair Trade 
items. [What this has to do with purchases in the Dis 
trict which has no Fair Trade law is not explained. | 
(3) Select merchandise and find out regular selling price. 
Then immediately present membership card to salesperson 
so as not to be overheard by others. Merchants cannot be 
expected to adjust records later, to give you a discount 
not requested at the proper time. (4) All discounts in 
this booklet apply to cash purchases. (5) Every pur- 
chase you make from a participating merchant gives him 
more reason to continue and improve his cooperation. 
Do your part to make the transaction pleasant.” 

The remainder of the booklet lists the names and ad- 
dresses of participating firms, the merchandise they carry 
and the discount rate. A jewelry store in the booklet 
offers, “25 per cent discount on watches, diamonds, re- 
ligious articles, fraternal jewelry, birthstone and solid gold 
items.” (This discount is, of course, now out of date.) 
A furniture retailer promises, “20 to 30 per cent on com- 
plete line of bedroom, living room and dinette suites.” 
A lingerie shop offers, “10 per cent off on brassieres, 
girdles, hose, lingerie and dresses.” Every type of retail 
outlet, including gas stations, can be found in discount 
booklets. 


THE BEGINNING OF PRICE CUTTING 


This was the birth of price cutting in Washington 
retail stores. It didn’t take too long for some clever, 
experienced discount operators to move in and lick the 
jeweler and other merchants at the price-cutting game. 
It was inevitable. Not faced with high overhead and 
expensively trained personnel, the discount operator 
offered—and still does—bigger discounts, more varied 
lines and was rewarded with the heavy turnover he 
needed. 

But it began to back-fire. Everyone got into the act— 
and the stage is now overcrowded. An offer of 25 per 
cent discount was very effective two years ago, today a 
merchant has to offer 40 to 60 per cent discounts—and 
still he is not sure if he will attract the necessary number 
of customers. For, as one merchant who was offering 
40 per cent discount said, “Even with the discount we 
are not selling many watches.” 

What has happened, of course, is that an abnormal 
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(Continued) 


number of watches has been bought by the public during 
the push by the discount houses. The market is at least 
temporarily saturated. And when everybody is offering 
discounts, the public has little immediate urge to buy. 

The average middle-class consumer in Washington js 
ecm dees: An old established jeweler on F Street 
tells the story about a customer who selected a fine, well- 
known timepiece. As the jeweler was preparing to wrap 
the watch, the customer leaned across the counter and 
asked, “What discount do I get?” 

The jeweler promptly told him there never was a dis- 
count given in his store; every customer pays the same 
price. The customer became indignant and threatened 
to “report” the jeweler. To him it was apparently high- 
handed of the jeweler to “overcharge” customers with 
regular prices. 


INDUSTRIAL CATALOGS HURT BUSINESS 


But government employee clubs are not the sole dis- 
count-demanding group in the nation’s capital. Jewelers 
feel the effects of industrial catalogs. One had an expe- 
rience with an employee of the transit company. This 
employee visited a retail jewelry store and openly com- 
pared prices of items offered by the retailer against those 
offered in the catalog made available by the transit com- 
pany. 

Many jewelers located in industrial areas or big cities 
may say that they, too, have to contend with a similar 
situation. It is because that is so that we are laying 
this picture before the industry. 

On the other hand, other readers, perhaps located in 
more or less isolated towns, or in an area free of dis- 
count houses, may well feel this is a problem for jewelers 
in the District of Columbia and in other infested areas. 
This might have been the case years ago, but with fast 
freight, air mail, air express and other forms of rapid 
communication and transportation, the United States is 
today commercially small. Every community is an acces- 
sible economic suburb of every other community. What 
is done in New York City and Chicago and Los Angeles 
and New Orleans and St. Louis is only a short time- 
distance away from affecting even the most remote part 


_ of the country. 


It is because of this, JC-K recognizes the seriousness 
of the situation in Washington, particularly since one of 
the big discount houses recently announced its plans to 
open a store in the District. It seemed rather peculiar 
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that this discount house, one of the largest in the country, 
should move into an area which is already over-populated 
with established discount houses. 

It seemed quite evident that the purpose of moving 
‘nto the District was the untested area of the McGuire 
Act, which does not specifically prohibit the shipping of 
price-cut Fair-Traded merchandise from non-Fair Trade 
areas into states having Fair Trade iaws. 

With expensive law suits and recent heavy cash penal- 
ties imposed on this discount house for not conforming 
with injunctions imposed on them, it appears evident 
that they have been induced to look ahead and prepare 
for continued operation in a more profitable climate. 

Now if discount houses establish their firms in non- 
Fair Trade areas and distribute their catalogs in Fair 
Trade states and deliver merchandise through the mails 
or by express, they are beyond the legal reach of manu- 
facturers who would wish to sue them for non-conform- 
ance in selling their merchandise at factory-set prices. 

So it was that this large New York discount house 
opened in Washington the early part of March at a time 
when the long-established retailers and discount houses 
were in the midst of a price war, the end of which cannot 
be seen. It is for this reason that the local merchant 
associations in the District of Columbia are making a 
concerted drive for the enactment of a Fair Trade law 
in the District. And it is because of the nation-wide 
dangers of an unrestrained retail market in Washington 
that the local merchants’ association has sent a plea 
out to other merchants throughout the country asking 
them to solicit the aid of their local Congressional repre- 
sentatives for support of a Fair Trade bill for the District 
of Columbia. 


FAIR TRADE NOT A CURE-ALL 


Washington merchants know full well that the enact- 
ment of a Fair Trade law will not solve all their prob- 
lems—it will not be a panacea. But they feel it is 
something they must have if they are going to have any 
starting place to launch their fight to restore the former 
profitable commercial climate in which they built their 
businesses. 

Although unsuccessful attempts have been made in the 
past by Washington associations (outside the jewelry in- 
dustry) to have a Fair Trade lew passed, the present 
effort is well-planned and well-supported. Virtually all 
the merchant associations—including one that numbers 
among its members department stores—-are working to- 
ward the bill’s enactment. 


Spearheading the drive is jeweler Bernard N. Burn- 
stine, president of the D.C. Business Practices Council. 
In addition to local associations, Burnstine’s effort is re- 
ceiving support from groups in Virginia and Maryland, 
where the effects of Washington’s discount war are felt 
almost as intensely as by the retailers in the District. 

Though the JC-K editorial investigating team had be- 
come inured to price cutting by its familiarity with the 
New York market, it was totally unprepared for the 
“wide-open” situation it found in our nation’s capital. 


Here the inevitable was on exhibit. After years of 


1) ° ° ° 
quiet” discounts—after years of trying to combat the 
price competition from “irregular” distribution of jew- 
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elry, one after another of the old-line “regular” jewelers 
found themselves face-to-face with stark realism. To 
them it seemed evident that they must either openly fight 
the discount-offering stores with competitive prices—or 
accept the fact that they were out of business in many 
of the staple jewelry store lines. 


Now, much of this report is devoted to watches be- 
cause at the time of this reportorial investigation, 
watches were the principal subject of the price war. 
Lighters, silverware, compacts, rings—and other jewelry 
store items were involved, if not currently being featured. 


EFFECTS ON WATCH REPAIRS 


As mentioned above jewelry discounts were not new 
to the Washington scene, but when jeweler after jeweler 
reports drops in their watch volume of 25—50—as high 
as 75 per cent in two years, it becomes evident that the 
situation has reached a point where it is impossible for 
the average price-maintaining jeweler to get enough 
volume to operate at a profit. It is, it might also be 
noted, a situation which has an effect on watch repair 
business, since it is often a matter of but a few dollars 
between the cost of a watch repair job and the price of a 
new watch. 


It is because of the above situation that, in the early 
weeks of February, several of the retail jewelers who had 
heretofore refrained from price cutting, broke with big 
space newspaper advertisements naming the best-known 
and most highly respected brands of watches at discounts 
of 40 per cent; greater than the “going” discounts of the 
cut-rate houses. These ads were promptly countered by 
one operator who advertised watches at 50 to 60 per 
cent discount! 

As one experienced observer noted, there is a con- 
spicuous difference between the aititude of most Wash- 
ington jewelers and those in other cut-price infested 
areas. 

Whereas in most communities, when jewelry price- 
cutting becomes openly general, the local merchants are 
voluble in their calls for actions to be taken and bitter 
among themselves. In Washington where the situation 
is an old and festering one, the merchants are not bitterly 
critical. Apparently, they have long since gone through 
that stage. They are all in the same boat. They are 
tired—exhausted—without any illusions of a positive 
corrective procedure in sight. 

Said one of the jewelers, “It is a sad situation.” 





The nationwide interest in the subject of price 
cutting is such to have generated the greatest 
response to any query projected by JC-K in the 
past ten years. The great number of expressions 
received along with recommendations of retail- 
ers are now being analyzed. An analysis of the 
opinions expressed will be presented in the May 
issue.—Your opinion is valued in the event you 


wish to communicate it fo our editors at 100 East 
42nd Street, New York 17, New York. 
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Merchandising ideas from JC-K are discussed at meetings. Above, left to right, 
C. W. Hinsdale, Mrs. S. Smith, W. S. Preston, Jr., Mrs. E. Sherman and W. S. Preston. 





















Problems Disappear— 


Profits Increase 


by WILLIAM s. FRESTON, JR. 


Burlingtou, Vermont, Jeweler 





HE first meeting of our Policy Committee 
was held in our store January 29, 1952. The committee 
; was set up initially on a six munths trial basis, for the 
: At this New England jewelry purpose of gaining ideas and opinions that would effect 
decisions in shaping store policy. My father, William S. 
Preston, and I| had felt for some time that we were miss- 


| ferences are held throughout ing the boat by not sitting down with key store personnel 
and discussing various internal and external problems 





store, after-store-hour con- 


| the year. These meetings which affected our store. It had been our policy in the 
past to discuss certain ideas and problems with the one 
bring together management or two employees involved. Usually these hasty confer- 

; ences were held under pressure, on the spur of the 

and employees to discuss ways moment, with the result that it was rather difficult to 


obtain continuity, and establish long range plans and 
policies. Furthermore, we felt that the experience and 
thoughts of some of our older employees would be valu- 
able in formulating plans and augmenting decisions in 
the store. 

It was most important. we felt, to create an atmosphere 


to make the firm operate 


more smoothly and profitably. 


(Please turn to page 114) 
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Amazing new Windlite by 


pens a new lighter market for you! 


And. here’s why 4 3. Windlite refuels in a jiffy, thanks to its new, removable 


; ; i base. No more messy, cumbersome filling jobs. 
Windlite is a truly windproof lighter —precision-made— 


and it sells for only $3.95, retail. Therefore, it doesn’t com- 4. Windlite’s new smart styling, with a hidden-hinge 
pete with your regular line of Ronson “dress” lighters. eliminates wear and tear on pockets. 


9. Windlite holds more fuel—gives more lights—than 


In addition. 


the following selling points make Windlite a breeze to sell: 


other lighters. 


And each order of twelve Windlites comes to you packed 
in a handsome display carton, with free window displays. 
Only Ronson, maker of the world’s finest precision lighters, 
2. Windlite’s lifetime wick can’t burn down, can’t unravel. could combine such outstanding utility and beauty in the 


Made of Fiberglas, it never needs replacement. new Windlite. 


1. Windlite lights in a gale! Windlite’s revolutionary 
slotted collar deflects the mightiest wind you'll ever face. 








Re 


Place your order today! 


Ronson Art Metal Works, Inc., Newark 2, N. J. © 1954 RONSON ART METAL WORKS, INC. 
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by GEORGE E. TOLES 





The greeting card display in the window area of this jeweler has proven to be a good traffic builder. 


(GREETING cards have proven to be a suc- 
cessful, as well as profitable, traffic builder for Glick- 
stein’s Jewelers in the Thruway Plaza, Buffalo, New York. 

Jack Goldstein, advertising manager for the Glickstein 
chain of stores in western New York, pointed out that 
when the new Thruway Plaza branch was opened about 
a year ago the management searched for a device that 
would help pull traffic into the new store. 

Greeting cards were hit upon because of their con- 
sistent appeal and low price. Originally, all greeting card 
display fixtures were grouped in one area at the rear of 
the store in order to draw shoppers as deep into the sell- 
ing area as possible. 
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But as time went on, management decided to shift 
several of the greeting card cases to the front of the store 
to alert street traffic to the fact that the store carries such 
merchandise. 

Half of the card display fixtures are now spotted right 
in the window display area where they catch the eye of 
passing traffic. Featured in this up-front spot are spe 
cial occasion cards such as those for weddings and 
showers. But the big traffic pullers—the birthday cards 
—still are displayed at the rear of the store. 

“Greeting cards have worked out very successfully,” 
advertising manager Goldstein stated. “They have proven 


(Please turn to page 108) 
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* Order 1000—free! 
Or, order several thousand, 
and get your first thousand 
free. Enclose 75e for 


each additional thousand. 


These handsome new two-color folders promote diamonds as 
gifts for anniversaries, birthdays, and other important occasions. 
They're offered free ... to help you sell... as part of the 


all-out diamond advertising and promotion effort. 


With broad appeal to men and women in every age group, they 


give important facts about diamonds, invite customers into your store. 


They’re sized for bill enclosure use, and counter distribution. 
and space is provided for you to imprint your name and address. 
Order 1000—/ree! Enclose 75c for each additional thousand. . 


Order from Diamond Promotion Department, The 


Reuben H. Donnelley Corp.. 305 E. 45th St.. New York 17. N. . 2 


tie in with the all-out promotion— 


keep diamond sales coming your way 


1000 folders to give 


or mail to your customers 








YOUR 





¥ 
5 Meth Hie 9, 
roe ve 
CRP set de 
. 6% ae Se . = < BIB 
Pte 7S Wartuc 
. oe * Arevessy whe, “Sag y 
Som Pa ¥ Bike: 
¥f reaps a. PUEN Hin sn, - " 
het eras 
# fage, FEE ge. honed 
Femerierpycd , € 


=< shape 
teed 


dd tes Vises 


Haase tas 
Bb 5 260 


$3 ts yy ty 
se 





De Beers Consolidated Mines. Ltd. 
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College Ring Promotions 
Create Tratfie and Sales 





= college alumni, and their relatives 
and friends—responding to intensified promotion of col- 
lege rings for graduates and undergrads—are making new 
customers and extra traffic for Smith Patterson, jewelers 
in Boston, Massachusetts, since 1876. 

Because of an arrangement with the manufacturer the 
store is able to fill single or group orders for scholastic 
rings of any accredited college in the United States. In 
these rings the college or school name is clearly cut into 
a heavy 10K gold setting which is centered with the proper 
synthetic school stone. The year of graduation is em- 
bossed on the shanks of the scholastic rings, while the 
collegiate ring has the college seal impressed on the sides, 
as well as the degree and year of graduation. 

Through newspaper advertisements and direct-mail cir- 
culars, the store appeals to college alumni who may be 
interested in handsome reminders of their college days. 

This advertising is also directed to parents and friends 
of under-graduates. They are urged to take the oppor- 
tunity to purchase such rings as gifts for graduates for 
Christmas, birthdays, anniversaries or graduation. 

Many times, it was found, cullege alumni were either 
unable to afford the purchase uf such fine rings while 
attending school, or clse did not feel the enthusiasm for 
college and school rings that often comes a number of 
years after graduation. Then many alumni felt that it 
was too late to obtain a ring. They knew that they were 
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PROMOTION 











COLLEGE RINGS 
FOR THE GRADUATE 
OR UNDERGRADUATE 











We can fill single or group orders for eo. 
lege rings for any accredited college in 
the United States. Rings are of ‘heavy 
10 kt. gold with the correct stones. 





A. The college name is carved on top. Year of Graduation 
is embossed on the shanks, Girl's ring $35.. Man's 
ring $45. 

B. The college name is carved on top with the seal, datn 
and degree on the shanks. Girl's rings $39.75. Man's 


ring $49.75. 
mith Patterson nce 


Budget’ on our 
Calendar* Plan 


WASHINGTON § AT AVON STREETS 
a MAIL AND PHONE ORDERS—L! 2-3540 
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This newspaper ad appeals to school and 
college alumni, their parents and friends, tp 
purchase handsome reminders of college doy; 








A customer examines collegiate rings demon. 
strated by Mrs. Ella Bird at Smith Patterson, 
Note portable ring displays on counter top. 


by EVERETT M. SMITH 


ordering a single ring, and college or school rings are 
usually purchased in large quantities for each graduating 
class. The knowledge of the high cost of making up spe- 
cial dies thus prevented them from satisfying their desire 
for a ring. Many times, too, in the old days schools had 
not standardized on class rings as they have today. 

Now, however, this additional expense for an individual 
ring, with the standard college seal. year of graduation, 
and class gem stone, is no longer necessary at Smith Pat- 
terson. Rings are available from one manufacturer. 

Smith Patterson’s volume in this line has been growing 
steadily and sufficiently enough to allocate a regular por 
tion of the store’s advertising budget, according to Mrs. 
Ella J. Bird, department manager. 

“We are not competing in any way with college or 
campus stores,” said Mrs. Bird. “Rather, our sales promo- 
tional appeals are directed to a large extent to the friends 
and relatives of both college students and graduates. 

“We also appeal to the alumnus who wanted to get 4 
ring while attending school, but who, for one reason OF 
another, failed to make the purchase at that time. 

“Second, we appeal to those who are looking for a fine, 
and individualized gift. 

“And, third, as an added inducement, we extend ou! 
regular credit terms on rings to these new customers.” 
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You need no license, 
and there’s never a closed season for extra profit—if you 
purchase your diamonds direct from Swirsky & Ehrlich, 


nationally recognized authorities in diamond merchandising. 


For a prize catch day after day, month after month, 
simply recognize this basic fact: If you're 

not buying loose diamonds, 
you're selling too hard! 
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LOS ANGELES 13, CALIFORNIA « 220 West Fifth Street * MUtual 3173 
CHICAGO 2, ILLINOIS + 55 East Washington Street * FRanklin 2-7791 
DALLAS 1, TEXAS + 1802 Main Street * PRospect 1041 

ANTWERP, BELGIUM - CAPE TOWN, SOUTH AFRICA 


DIAMOND PHOTOGRAPHS COURTESY 
DE BEERS CONSOLIDATED MINES LTD 
DESIGN BY FRANK KANE 
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ADVERTISING 
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A weekly program, Barr's "Diamond Theatre" is on the air every Thursday evening. 


A large-city retail jeweler finds... 


Television Fills the Bill 


a is the newest advertising me- 
dium and because it is new it meets resistance from many 
retailers. While there are some jewelers in comparative- 
ly small cities throughout the country who have incorpo- 
rated television into their advertising budgets, the 
majority of large-city jewelers have been reluctant to 
experiment with this medium. 

It was last September that Barr’s Jewelers in Philadel- 
phia sponsored its first television program, “Barr’s 
Diamond TV Theatre,” a weekly show which originally 
featured films from movies of a generation ago. But 
starting in 1954, Barr’s uses better quality movies all 
of which have been released in the past three and a 
half years. 

At the time the firm announced its entry into the tele- 
vision field it was the consensus of many people that 
Barr’s, one of the largest jewelry newspaper advertisers 
in the East, would have to cut substantially its news- 
paper advertising budget. 

According to Myer Barr, “When the first show ap- 
peared on the air the first of September, we had every 
anticipation of cutting our newspaper budget in order 
to offset the added television expenditure. However. 
with the increase in sales volume in September and 
October we found it was not necessary. We retained our 
advertising budget for November and December in news- 
papers, which was equal to the previous year.” 

In terms of sales results TV had proved its effective- 
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ness. This, naturally, motivated Barr’s to renew the? 
show in November for six months. It is the belief of 
Herman, Josef and Myer Barr that television is a major 
advertising medium which cannot be ignored nor ne 
elected. 

Asked to compare television and newspaper adver= 
tising, Myer Barr stated, “Television is an entirely dif 
ferent type of medium as compared with newspapers, 


A member of the Diamond Council of America, Myer Barr, above, | 
points to Council's plaque which is shown during each program. | 
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On The Air in °54 -- 
A New Film Series for 


@BARR’S 
DIAMOND 
THEATRE 
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EVERY THURSDAY EVENING AT 10:30 
OM STATION WFILTV CHANNEL 6 
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In addition to newspaper advertising, the "Diamond 
fheatre" program is publicized on the backs of direct 
mailing pieces, a sample of which is shown above. 


llustrated at right is the permanent studio prop, 
simulating a jewelry store counter, which is used by 
this Philadelphia retail jeweler during commercials. 


One primary difference is that with TV you are making 
a more sustained, concentrated and personal impression 
on a limited—but nevertheless large—group of people. 

“Furthermore, a television audience is more apt to be 
exposed to your selling message. 

“In my opinion, success with television advertising 
depends on an understanding of the medium, and how 
to use that medium for the benefit of the particular busi- 
ness which you operate. You can’t merely ‘go on tele- 
vision’ and hope for success—any more than you can 
buy newspaper space without a well-considered plan and 
expect to create sales. In TV, factors which must be 
evaluated are: what station, what tvpe of program, what 
commercial content (merchandise), and what commercial 
‘style’ or manner to follow. 

“We asked for and received the answers to these ques- 
tions from our advertising counselors, Edward Prager 
Advertising Agency of Baltimore.” 

The “Barr Diamond Theatre” appears on_ station 
WFIL-TV in Philadelphia every Thursday evening from 
10:30 to 11.45 P.M. The firm publicizes this show in 
newspaper ads, in 7V Guide, and on the backs of direct 
mailing pieces. 
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THEATRE 


TONIGHT— 


DANA 
ANDREWS 


in "Kit Carson" 






Barr's Jewelers publicizes its weekly tele. 
vision program by using advertise. 
ments in TV Guide (left) and Papers 






WFIL-TY 


16:30 CHANNEL 6 
Full Length Feature Fitm 














An unusual approach calls for distribution of theatre 
tickets, which humorously point out that the person has 
a front row, center seat in his favorite easy chair every 
Thursday evening from 10:30 to 11:45 P.M. 


Approximately 11 minutes of each hour-and-fifteen- 


minute show is devoted to commercials. The average 
commercial is two minutes in length, consisting usually 
of about 20 to 40 seconds of professionally-prepared 
television film by some manufacturer. This kinescope 
is augmented by a minute-and-twenty-second live com 
mercial. 

A recognized merchandiser of brand name products— 
the firm received a citation from the Brand Name Foun 
dation last April and again this year—Barr’s generally 
features on television watches, silverware, electric 
shavers, appliances, radios, and diamonds. 

Merchandise which is featured on TV is appropriately 
promoted in store window displays in all the seven Bart 
stores in the Philadelphia area. In addition, newspaper 
advertising is occasionally coordinated with television. 

Television is a new advertising medium and Barr’, 
through experience, is learning how to utilize this medi- 
um to the fullest advantage. 
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these outstanding Profit Opporbuut 
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“LINDE” STAR 









hI aloleo)el-1e-mol-lerelaal= 
buyers when you 


J aleh’ sam ial-lae 


NOW, there's a full line of LrnpE man-made 
Star SAPPHIRES and Star RusieEs 


for this year’s top gift-giving occasions. 


From less than three carats up to 





magnificent multi-carat showpieces, 
there’s 2 LinpE Star within the reach of 


every customer. 


Show the Stars—with their unrivaled beauty 


and heirloom quality —and the sale is made! ¢ ‘ 


N EW, sales provoking 
display card, now 
available.-Send for this 
free display, and for list 

of manufacturers featuring 


LINDE STARS. 


DISTRIBUTED BY 


MAX DURAFFOURG GEM COMPANY CHARLES F. WINSON, Gems 
576 Fifth Avenue, New York 19, N. Y. 580 Fifth Avenue, New York 19, N. Y. 


LINDE is a registered trade-mark of Union Carbide and Carbon Corporation. 
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MERCHANDISING 

















The main Kruger jewelry store, above, is located in the 
downtown section of Austin, Texas. China and silverware, 
left, have proven to be popular merchandise lines at the 
campus branch store, where many married students shop, 


This Jeweler Went to College . . . 


Kruger’s opened a branch store on the campus of the University of Texas. Customers 


are really different there; in fact, this jeweler had to major in new selling tactics. 


Wout you, as a jeweler, feel like moving 
to a new world where the customers were none like you 
had sold before? Could you cope with a clientele who are 
skeptics and qualified critics of not only your merchandise 
but your merchandising, who read national advertising 
and follow it (ignoring your own best ads), who scorn 
your leaders, scoff at your discounts and who remember 
your two year guarantees for one year and 364 days and 
then take you up on them? 

Kruger’s jewelry store of Austin, Texas, went to college 
to meet this new world of customers. The thriving capital 
of the Lone Star State is the home of the oil-rich 
University of Texas, and Kruger’s is one of its leading 
downtown jewelers. 

Kruger’s, a big advertiser and aggressive merchan- 
diser, has an ideal location in the heart of the business 
district on the city’s leading north-south highway, just a 
few blocks before the highway forks to circle the hill 
crowned by the state capital. Some three miles north is 
the University of Texas campus with a heavily built up 
commercial district. About two years ago, Kruger’s, realiz- 
ing that many students had little occasion to make the 
journey downtown and believing that a branch store on 
the campus would add to total volume rather than divert 
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by PATRICK J. GALVIN 


downtown customers, opened a store in a space some 20 
feet wide and 50 feet deep. 

“People go to college for an education,” reports 
Lawrence Pilat, manager of the campus branch. “But 
believe me, that’s what we’ve been getting. The customers 
are different, nearly everything is different. But we'te 
learning as we go along and it’s working out fine.” 

Here are some of the things Pilat has learned, and what 
he is doing about them. 

MERCHANDISE—“This threw us on a few counts. For 
one thing, I thought luggage would be a natural here. | 
put in a pretty good stock. But the only luggage I’ve sold 
has been to neighborhood residents. None has gone to 
students. 

“These people want lots of watches, watchbands, 
diamonds and identification bracelets. And they want the 
best. We sell more watches over $71.50 than under. And 
in watchbands they want only nationally advertised 
brands, regardless of price, because they see them in the 
magazines.” 

Pilat finds small radios are good, but again they must 

(Please turn to page 116) 
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IMPORTERS AND CUTTERS OF 


DIAMONDS 


608 FIFTH AVENUE 


NEW YORK 20. N. Y. 
London: 32/34 Holborn Viaduct 























DIAMONDS 


Emerald OFF, 
and Marguise 


STAR SAPPHIRES 


RUBIES: EMERALDS +-STAR RUBIES 
SAPPHIRES - PEARLS: CAT'S EYES 


We have a large stock of Precious Stones, 
mounted and unmounted from which to make 
your selection. Let us cooperate with you on 
your special calls. 


We are always interested in purchasing estates —or 
jewels which your customers submit to you for sale. 


JEROME RICHHEIMER 


608 Filth Avenue New York 20, N.Y. 


Phone Circle 5-5673 
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Proper Display Fixtures Insure 
Maximum Use of Limited Space 



































The Hamburg jewelry store measures only 
14 by 16 feet. Yet, through maximum use 
of virtually every inch of display space 
the store is able to carry a variety of 
merchandise. Spotlights help focus cus. 
tomer attention on wall and floor display, 





by GEORGE E. TOLES 


How a small jewelry store at a busy down- 
town corner can make maximum use of its relatively 
limited display space is demonstrated at Hamburg 
Jewelers, Inc., Rochester, N. Y. 

Located at the corner of Clinton Ave. North and Main 
St. East, “hot spot” in Rochester’s merchandising center, 
the new store measures only 14 by 16 feet. Yet, through 
maximum use of virtually every inch of display space, 
the store is able to carry and show a surprising variety 
of merchandise. 

Peg boards, shelves, wall cabinets and base cabinets 
are employed in the store interior, while peg boards are 
used in the small window display area to achieve a maxi- 
mum of display potential. 

Flanking the right hand side of the store entrance and 
extending into the interior is an attractive window dis- 
play, enhanced by a peg board backdrop and special 
decor. By careful budgeting of space, Hamburg Jewelers 
is able to show a wide variety of jewelry in this window, 
which is a powerful traffic puller for the store. 

Interior displays are played up dramatically through 
use of spot lighting. Spots are dropped above the wall 
and case displays at strategic points. 

Peg boards cover a large percentage of the wall area 


in the store, permitting the display of all types of mer- Peg boards permit this Rochester, New York, jeweler to show 
(Please turn to page 123) a wide variety of merchandise in his small display windows. 
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ave artistry 


. for those who desire the finest. 
Each piece a masterpiece of the jeweler’s art. 
Available on consignment for your 


special requirements. 


Please specify price range desired. 


Raymond Abrahams 


551 Fifth Avenue, New York, 17, N. Y. 


A at ttt tI etter 


Phones: VAnderbilt 6-0457-8 
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For prompt attention please address all inquiries Dept. K-16. 
FOR APRIL, 1954 








Typical sales floor scene at Zell’s—a sale is not going on—shows high customer interest. 


Turning a rental disadvantage into 


A Merchandising Opportunity 


L.. been slightly more than five years since 
the four Zell Brothers of Portland, Oregon, took a bull 
by the horns and moved from a 20 year stand on one of 
the city’s busiest downtown corners to a secondary loca- 
tion off the beaten path. There were open forecasts that 
the Zells were committing business suicide. Just how 
wrong those forecasts were has answered several major 
problems that have bothered jewelers, large and small, 
the nation over. 

None of the “grand opening” stories of the new block- 
long store told what some astute Portland businessmen, 
jewelers and otherwise, privately thought of the Zells for 
giving up their prize corner, and mortgaging their future 
in an out of the way location. Even close friends pri- 
vately thought that the Zells, after building a business 
that grossed in the shadow of seven figures annually, had 
made a tragically wrong decision and were cutting their 
own throats. 

One of those who thought perhaps they actually had a 
good idea, luckily, was E. B. MacNaughton, president of 
the one of the state’s leading banking chains. He ap- 
proved an initial bank credit of $350,000 and “what may 
be needed within reason above that” to go ahead with 
purchase and major remodeling of the new site. 

The results make a story of vital interest to other 
jewelers because problems that led to the move are similar 
to those that long have plagued other proprietors. 
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MERCHANDISING 








by LAMAR NEWKIRK 








The move has resulted in several things, probably the 
most interesting being that sidewalk traffic count on the 
block bounding the store has increased three-fold in four 
years, and Zell’s gross jumped 25 per cent the first year 
and has been climbing steadily since. 

At this point it’s well to add that the Zell’s, from expe- 
rience, have learned that the fine print in a lease can 


This customer is getting a parking lot ticket, from nearby 
cooperative parking lot, validated by a clerk at Zell's. 
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become the biggest operational headache, even though 
you've read it carefully before signing and understood 
all the terms. 

To tell the whole story, some background is needed. 
Julius Zell, senior partner, tells it. 

“This business was started in 1912 in a store at NW 
6th Ave. and Glisan St., which was then a railroad sta- 
tion district. Most of our business came from train 
travelers who lay over. 

“About 1918 came the advent of buses. Trains ran 
more frequently, and the same type of shop as we had 
was established within the new Union Station. Our 
business suffered accordingly. 

“So, in 1920, we decided to invade the downtown dis- 
trict and cater to Portlanders rather than travelers. In 
1923 we moved further uptown. 

“In 1930 came the depression and with it the oppor- 
tunity to obtain a No. 1 corner at a minimum rental of 
$800 a month against a percentage lease basis of 8 per 
cent for the first $250,000, 9 per cent for the second 
$250,000 and 10 per cent for anything over $500,000. 

“There was thus no ceiling to this percentage arrange- 
ment. 

“We were then in the $250,000 bracket and we felt we 
had consummated a good lease. We found, however, 
that from the first month our volume exceeded our guar- 
antee, and until 1945 we were paying over $100,000 a 
year for rent in percentages. 

(That percentage really irritated the Zells, which ex- 
plains why they now call their store “operation ceiling 
zero’ because there is no worry about a lease ceiling.) 

“Once the building owners had a taste of this kind of 
income they wouldn’t compromise on a lower percentage 
lease. Instead they put the property on the market on 
the basis of our rental. We negotiated for the site and 
had the deal all but closed when an industrious realtor 
sold a California investor on the idea the property was 
a tremendous buy, particularly with our lease, assuring 
them there was no place for us to go. 
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Left: third floor gift department a} 
Zell's was last new department to be 
opened. In this corner of the sales 
area, imported giftware is displayed, 


Below: first floor windows in some of 
the departments are extensions of the 
sales floor, and displays look good 
from either outside or inside store 
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“The price was boosted $50,000 above the original 
asking figure by the new investor, who closed the deal’ 
and took possession. ? 

“We negotiated for a solid year with the new owner 
for a better lease, but he wouldn’t budge. We had an % 
ace in the hole, a piece of property 50 by 100 feet we 
had acquired a block away but which was in a third-rate | 
location. To make up in quantity what we lacked in 
quality we acquired the other half of the short block ” 
to have a frontage to offset the location. 

“When we made the announcement and terminated all 
leases the owner agreed to accept our previous offer and 
spend $100.000 in our remodeling program, but it was 
too late. 

“Then something nice happened. All our neighbors 
within three blocks of the newly-purchased site were so 
elated by our move and the improvements of the block 
that they all pledged to remodel and make the area a 
shopping district like it never had been before. They 
have all lived up to their promises and today these blocks 
that were considered third rate rental property are now 

(Please turn to page 118) 
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Mr. Robert Pond January 21, 1954 
120 East Washington St. 
Syracuse 2, N. Y. 





Dear Mr. Pond: 


For many years our firm carefully studied and merchandised ~ 
the diamond department. It was developed to a point, where 
its percentage of overall store sales far exceeded the 
national average for a one unit large volume operation. In 
its development, we followed the theory of limiting the 
diamond sales to diamond specialists. 


Attempting to further increase our volume, we turned to the 
Keepsake line. For years we had been saturated with Keepsake 
"ads" in all the national magazines. This then, we thought, 
would possibly give us the plus sales we wanted. 


We are happy to report Keepsake did this and much more. For 
the first time in our history other than diamond specialists 
waited upon prospective diamond sales. It was gratifying to 
see one of the junior salesmen sell a Keepsake set for $900. 
Incidents of this type were frequent and became an accepted 
fact. 


What else can be said but to say, since the handling of the 
Keepsake line, our methods of operation are being revised. 


One last thought--our sales of men's diamond wedding rings 
never did approach the present figure. While there may be 

a few men who do not recognize the name Keepsake, we have yet 
to find one woman failing to do so. Recognition and acceptance 
of the Keepsake name is the secret for the selling of higher 
priced men's diamond wedding bands. 


Very ly yours, 














0 at ae 
IAK:rke “IRVING A. KERNIS, VICE PRESIDENT 
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Increases Sales with Keepsake 


Norman Kernis, > . « 
President, 
Norman Jewelers, Inc. 


Irving Kernis, 
Vice President, 
Norman Jewelers, Inc. 
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A Window of Norman Jewelers in Chicago 
shows brilliant Keepsake displays direct- 


ing attention to Norman’s large assort- 
ment of Keepsake Rings. Only Keepsake Offers You 


All These Big Selling Advantages 





Sok 20 peda, Sescelialaat light alsin The biggest in diamond rings, Keepsake “dealer-localized”’ 
advertising works directly for the jeweler with a Keepsake franchise. 


So See eee Newspaper mats, point-of-sale displays, radio and TV spots, full- 


color movie playlets, outdoor posters, bus cards, literature for mail or counter, and 
special promotion features. 


QUALITY OF PRODUCT: Keepsake guaranteed perfect quality makes sales easier. 


oe ee Keepsake consistently outsells all other diamond rings and makes 


selling easier, especially in profitable higher-priced units. 





Discover What KEEPSAKE Will Do For Your Business! 


World’s Finest Quality 
Diamond Rings 











POND CO., INC., SYRACUSE 2, NEW YORK 
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D. E. Sanderson, vice president and director of sales, explained Oneida's sales policies to the teachers. 


Industry Plays Host to Educators 


Business-Education Day, sponsored by the U. S. Chamber of Commerce, is a day set 


aside to show the educators of our country the problems and responsibilities of 


American business. Recently Oneida Ltd. played host to teachers in Oneida, N. Y. 


‘Tix United States Chamber of Commerce, 
through its many local branches, has sponsored a Busi- 
ness-Education Day, a day set aside to show the educa- 
tors of our country a true insight into the problems and 
responsibilities of American business. Not just a factory 
tour, B-E Day was planned to instill in the instructors of 
our youth a belief in the policies and philosophies of the 
American Way of Life. This is another important part 
in the Chamber’s fight against Communism. 

Oneida, New York, selected Feb. 17, 1954, for its local 
celebration of B-E Day. Schools were closed, and teachers 
were invited to spend the day with the company of their 
selection. Oneida Ltd., with its vast silverware factories 
and offices in Oneida and Sherrill, N. Y., was the choice 


of most. 
This is the way Oneida Ltd.—one member of our own 


Above is an air view of Oneida Ltd's factory in Sherrill, N. Y., 
which was toured by the teachers during Business-Education Day. 
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The teachers were shown the intricacies of the manufac- 
ture of sterling, silverplate and stainless steel tablewares. 


jewelry industry—met the oppurtunity provided by the ~ 
U. S. Chamber of Commerce. 

Teachers and businessmen met at the Auditorium of 
Oneida High School. After a short welcoming and ~ 
briefing by officials of the local Chamber, the real work © 
of the day began. Oneida Ltd.’s group in its specially 
chartered bus was driven to the main factory in Sher- 
rill, N. Y. 

The educators were greeted by Hamilton Allen, works 

(Please turn to page 121) 
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Diamond Quality and Value that Win On-Sisht Approval 


DIAMONDS ENLARGED FOR DETAIl 
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DIAMOND SOLITAIBES and WEDDING RINGS 


Address Inquiries to 
JOHN J. COURTNEY & CO. 
452 FIFTH AVENUE, New York 





Traffic Building Idea 


(From page 88) 


to be traflic-getters and business producers in their own 
right. They keep a constant flow of traffic moving into 
the store and are very helpful in the sale of other mer- 
chandise.” 

Goldstein remarked that the greeting cards pay off 
exceptionally well during holiday periods when shoppers 
are in a mood to buy gifts and will decide upon jewelry 
after being exposed to store displays. 

Glickstein’s uses no particular promotional activity to 
publicize its card assortments, outside of seasonal dis- 
plays of greeting cards in windows. 

With each card purchase, the store gives the customer 
a date book which lists coming events that might require 
a gift purchase. Of course, jewelry is suggested as an 
ideal gift for these occasions. 

The Thruway Plaza, with its 40-odd stores, has a 
natural flow of traffic all the time. So a traffic-building 
item, like greeting cards, helps bring some of these poten- 
tial customers into the store, who might otherwise pass 
the store because they have no particular jewelry pur- 
chase in mind at the moment. 





Special Small Appliance Service 
Increases Jewelry Sales 


Searching for services that his customers will appre- 
ciate and being familiar with the shopping area where 
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he is located, have increased volume for N. A. LaBanca, 
owner of Clayton Jewelers, Clayton, Mo. 

Clayton is a suburb, several miles west of St. Louis, 
and is a wealthy area, with a central shopping section, 
In looking over his community, LaBanca discovered that 
there were no repair facilities for small electrical appli. 
ances, though the well-to-do atmosphere of the area would 
lead one to believe there would be. LaBanca found that 
most of his customers were annoyed at having to take an 
appliance into St. Louis for repairs. Since that time, this 
service has been a mainstay at Clayton Jewelers for more 
than 11 years. 

A small card in the corner of the jewelry store’s window 
announces these small home appliance repairs. All other 
advertising is by word of mouth. The service kept grow. 
ing to the point that it was impossible to carry out the 
repairs in the store, after only a few months’ time. Then 
jeweler LaBanca located an efficient repairman in Clayton 
who could turn out guaranteed repairs at home, usually 
within a 24-hour period. 

“It was simply an accommodation which the public 
appreciated,” LaBanca said. “We can trace a lot of im. 
pressive sales to the fact that a wealthy woman brought in 
her favorite toaster to be put back in service. It is seldom 
a servant who brings the appliance in for repair. The 
“lady of the house” brings it in, making worthwhile 
contacts possible.” 

Because of paper work involved in processing the appli- 
ances brought in and in transporting them to the repair- 
man, Clayton Jewelers adds 25 cents to each dollar 
involved in the repair. This amount goes to the store. 
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Rubies, Star Rubies, Sapphires, 
Star Sapphires, Emeralds, Catseyes 


Loose—or in exclusively designed 
Platinum Diamond Mountings... 


36 Years of Service to Leading Jewelers 
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610 FIFTH AVE., Rockefeller Center, New York 
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THE BIG 


The big “‘if’?? as JC-K’s April issue goes to press is 
whether the United States Senate and President Eisen- 
hower will approve the bill calling for a reduction of 
the Federal Excise Tax to 10 per cent. 


Aware that if, and when, such a reduction goes into 
effect jewelers will be faced with the problem of repric- 
ing many of their items, the JEWELERS’ CIRCULAR- 
KEYSTONE has anticipated this problem and has pre- 
pared two sets of charts for the convenience of its 


readers, which appear on the following pages. 


Chart number | lists “The ‘Old’ Selling Price Includ- 
ing 20% Federal Tax,” and “The ‘New’ Selling Price 
Including 10% Federal Tax.” 


Chart number 2 provides a list of selling prices (in- 
cluding 10 per cent tax) along with the base prices on 
such items. In connection with these figures are those 


giving the local sales taxes. 


Turn to Following 
Pages for Handy 
Tax Charts 
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77.00 64.17 6.42 70.59 
78.00 65.00 6.50 71.50 
79.00 65.83 6.58 72.4 
80.00 66.67 6.67 73. 34 
81.00 67.50 6.75. | 74.25 
82.00 68.33 6.83 75.16 
83.00 69.17 6.92 76.09 
84.00 70.00 7.00 77.00 
85.00 70.83 7.08 77.9] 
86.00 71.67 7.17 78.84 
87.00 72.50 7.25 79.75 
88.00 73.33 7.33 80.66 
89.00 aged +an oe ae 
Baky eed 3 - 50 
* 5. * ry 
92.00 76.67 7.67 84. 3u 
93.00 77.50 7.75 85.25 
94.00 78.33 7.83 86.16 
95.00 79.17 7.92 87.09 
96.00 80.00 8.00 88.00 
97.00 80.83 8.08 88 .9] 
98.00 81.67 8.17 89.84 
99 .00 82.50 8.25 90.75 
100.00 83.33 8.33 91.66 
P 84.17 8.42 92.59 
102.00 85.00 8.50 93.50 
103.00 85.83 8.58 94.4] 
104.00 86.67 8.67 95.34 
105.00 87.50 8.75 96.25 
106.00 88.33 8.83 97.16 
107.00 89.17 8.92 98.09 
108.00 90.00 9.00 99.00 
109.00 90.83 9.08 99.91 
110.00 91.67 9.17 100. 84 
TitT.QU -50 9.25 101.75 
112.00 93.33 9.33 102.66 
113.00 94.17 9.42 103.59 
114.00 95.00 9.50 104.50 
115.00 95.83 9.58 105.4] 
116.00 96. 67 9.67 106.34 
117.00 97.50 9.75 107.25 
118.00 98.33 9.83 108.16 
119.00 99.17 9.92 109.09 
120.00 100.90 10.00 110.00 
121.00 100.83 10.08 110.9] 
122.00 101.67 10.17 111.84 
123.00 102.50 10.25 112.75 
124.00 103.33 10.33 113.66 
125.00 104.17 10.42 114.59 
126.00 105.00 10.50 115.50 
127.00 105. 83 10.58 116.41 
128.00 106.67 10.67 117.3% 
129.00 107.50 10.75 118.25 
130.00 108.33 10.83 119.16 
131.00 109.17 10.92 120.09 
132.00 110.00 11.00 121.00 
133.00 110.83 11.08 121.91 
134.00 111.67 11.17 122. 84 
135.00 112.50 11.25 123.75 
136.00 113.33 11.33 124.66 
137.00 114.17 11.42 125.59 
139,00 E83 ge] stays 
140,00 116,67. 11.67 | 128.30 
































Another industry Service of The JEWELERS’ CIRCULAR-KEYSTONE 








CHART |! 
101d Selling |Base Selling | 10% Tax on|New Selling 
Price 20% Price Base Sell- Price 
Fed Tax inc| (No Tax) ing Price | 10% F.T.1. 

$ 1.00 $ .83 $ .08 $ .9! 
2.00 1.67 oS 1.84 
3.00 2.50 25 2.75 
4.00 3.33 33 3.66 
5.00 4.17 ~ 42 4.59 
6.00 5.00 .50 5.50 
7.00 5.83 58 6.41 
8.00 6.67 - 67 7.34 
9.00 7.50 75 8.25 
10.00 8.33 - 83 9.16 
11.00 9.17 92 10.09 
12.00 10.00 1.00 11.00 
13.00 10.83 1.08 11.91 
14.00 11.67 1.17 12.84 
15.00 12.50 1.25 13.75 
16.00 13.33 1.33 14.66 
17.00 14.17 1.42 15.59 
18.00 15.00 1.50 16.50 
19.00 15.83 1-98 769 
arb Ha 1.75 19.25 
22.00 18.33 1.83 20.16 
23.00 19.17 1.92 21.08 
24.00 20.00 2.00 22.00 
25.00 20.83 2.08 22.91 
26.00 21.67 2.17 23.84 
27.00 22.50 2.25 24.75 
28.00 23.38 2.33 25.66 
29.00 24.17 2.42 26.59 
25.00 2.50 27.50 
31. 25.83 2.58 28.41 
32.00 26.67 2.67 29.34 
33.00 27.50 2.75 30.25 
34.00 28. 33 2.83 31.16 
35.00 29.17 2.92 32.09 
36.00 30.00 3.00 33.00 
37.00 30.83 3.08 33.91 
$6.00 31.67 3.17 34. 84 
39.00 32.50 3.25 35.75 
40.00 33.33 3.33 36 .66 
41.00 34.17 3.42 37.59 
42.00 35.00 3.50 38.50 
43.00 35.83 3.58 39.41 
44.00 36.67 3.67 40.34 
45.00 37.50 3.75 41.25 
46.00 38.33 3.83 42.16 
§7.00 39.17 3.92 43.09 
48.00 40.00 4.00 44.00 
49.00 40.83 4.08 uu.9] 
50.00 Gi. u.17 45.84 
51.00 42. 4.25 46.75 
§2.00 43.33 4.33 47.66 
53.00 44.17 4.42 48.59 
54.00 ¥5.00 4.50 49.50 
55.00 45.83 4.58 50.41 
56.00 86.67 4.67 51.34 
57.00 47.50 4.75 52.25 
58.00 48.33 4.83 53.16 
59.00 49.17 4.92 54.09 
60.00 50.00 0 55.00 
61.00 50.83 . 55.91 
62.00 51.67 5.17 56.84 
63.00 52.50 5.25 57.75 
64.00 53.33 5.33 58.66 
65.00 54.17 5.42 59.59 
66.00 55.00 5.50 60.50 
67.00 55.83 5.58 61.41 
68.00 56.67 5.67 62.34 
69.00 57.50 5.75 63.25 
70.00 58.33 5.83 64. 16 

71.00 59.17 5.92 ‘ 
72.00 60.00 6.00 66.00 
73.00 60.83 6.08 66.91 
74.00 61.67 6.17 67.84 
75.00 62.50 6.25 68.75 

16.00 63.33 i 6.33 











The above chart provides the selling prices in dollars. 
The chart below provides selling prices for the most com- 
monly used dollar-fractions. 

The figures in the chart below can be added to those 
above where the amount of the item is not in even dollars. 





























Old Selling] Base Selling] 10% Tax on| New Selling} 
Price 20% Price Base Sell- Price 
Fed Tax Inc| (No Tax) Ing Price | 10% F.T. 1. 
$.25 $.21 $.02 $.23 
. 50 42 .O4 - 46 
75 63 - 06 69 
295 29 208 . 87 i 
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Jewelry Store Merchandise 
Subject to Excise Tax 








*Bill Folds *Frames (sterling or plated) *Perfume 
linens *Gems (genuine or imitation) «pencils (with precious 
* : metal 
*Clocks (over $5) mane Sag ) 
*Hollowware (sterling or * Silverware (plated flatware 
Clocks (under $5) plated) exempt) 
* Diamonds * Jewelry (except religious) *Trophies (precious metal) | 
“Emblems *Key Cases *Watch Bands (base metal | 
7 t ° i 
*Flatware (sterling) *Key Chains eed 


* *Watches (over $65) 
*Fountain Pens (with Luggage 


precious metal) “Opera Glasses Watches (under $65) 





* Indicates items that have been Federal Excise taxed at 20 per cent 


during recent years. 


Note: As we go to press there is before the United States 
Senate a tax bill which if passed by the Senate and signed by the 
President, will, on April 1, reduce the 20 per cent tax for all 
jewelry items to 10 per cent, leaving those now taxed at 10 per 


cent at the same rate. 
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The history of the emerald goes far back into 
antiquity. In Rabbinical legend it was one of the 
four stones bestowed by God on King Solomon, 
possession of which was said to have endowed the 
wise king with power over all creation. Historians 
relate that this beautiful gem was a favorite of 
Cleopatra and her mines near the shores of the 
Red Sea were the earliest source of the stones. 


The highest standard of color for the emerald 
is a clear, sharp green. Tones range from a light 
to dark velvety green. Unlike some other green 
stones, emeralds retain their purities of color under 
artificial light. The cut which bears its name, the 
emerald cut, is the usual cutting for these stones, 
although it is often brilliant cut. 


With all these attributes, the emerald makes a 
most appropriate gift for people born in May. 
Available in natural or synthetic emerald, or syn- 


thetic green spinel. 





BIRTHSTONE FOR MAY 


A Display 
of Emerald 


A May basket of lilies of the valley 
sets a Spring-like atmosphere for the 
display of emeralds. Green ribbons tie 
a bow on the basket with ends extend- 
ing to a display hand wearing ring and 
bracelet. Rings are arranged in holders 
on shallow, circular elevations. The 
copy story is lettered on display card 
to the left. 














Another Industry Service by JC-K—in Cooperation with the Jewelry Industry Council 
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The SUREST way to increase your 1954 profits. 
SELL MORE BIRTHSTONE RINGS|| 
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Man’‘s ring 


#60378 $] 950 


Your cost 







EACH MONTH! 


you get these 
additional 


SELLING AIDS 











Lady’s ring 


Your cost 


Just order 
4 rings like this 
for a total monthly EAS 

Girl's ring arnt NIG STEP iy 


' ' 2260383" 75845 $400 "*aty 
investment of just $30° Your cost $550 Your cost GARNe, e 
1230 Py 
That’s how to start! Ordering as little as one each of the adult and teen-age 139% 
rings brings, with the shipment, a beautiful, permanent window display, a Gite Posy 
display insert, a newspaper mat, a box for each ring with price tags. Each DISPLAY INSERT 5 ode 
month afterward you get another insert, mat and new rings. Thus, automatically Secale: enh anit : 
and without further effort on your part, you continue to feature birthstone rings, with your order at no 
you continue to sell them and profit! extra cost. 






with ring shipment 


















Teen-Age 


No obligation! You may terminate at any time! 
Send your order now! Start selling birthstone rings! 


NEWSPAPER MAT 
ine! furnished FREE each 


month with your order. 





pason Mars ' 









> h eee 
See t C Rings enlarged to show detail 

DIAMOND RINGS JEWELRY MANUFACTURERS SINCE 1894 
WEDDING RINGS 
“eas: | DAVIDSON & SONS 
STONE SET RINGS 
LINDE STARS 
“hn i ee JEWELRY CO., INC. 

20 WEST 47th ST., NEW YORK 36, N. Y. 
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TECHNICAL 


Introducing: Greened Amethyst 


There has been a discovery in Brazil of a new source of amethyst. 


When treated by heat this amethyst changes, for the first time, to a 


green color. It will be available to jewelers some time later in the year. 


L, Is interesting that today, after so many 
centuries in which jewelry has been worn, it should be 
possible for something new with commercially attractive 
qualities to turn up in the natural stone line. In recent 
years the jeweler has been offered synthetic gemstones 
but his enthusiasm for them has been kept within bounds. 
He has claimed a reluctance based upon their artificial 
nature as his excuse, using the argument that they were 
not natural stones and that he could not handle them. 
He need not feel this reticence with this stone, for it is 
the green counterpart of the topaz quartz his father and 
grandfather have sold. 





Above, an uncut amethyst specimen from Brazil. 


This generation has seen the discovery of several new 
minerals that might have made attractive jewelry stones 
(benitoite, brazilianite), but they were either too rare, 
too soft, or both, to find a place in the trade. He has 
seen one old stone (zircon) zoom to sudden popularity, 
arriving briefly at a point where for several years its im- 
ports exceeded those of all other common jewelry stones 
together (with the omission of diamonds). It was the 
result of the discovery of a new heat treatment that gave 
it a more attractive color (blue or white). Now, this 
coming summer, the jeweler is to be offered another new 
stone—one that should take its place with amethyst and 
topaz quartz as one of the staples of the trade. Actually, 
it is a new hue of that same mineral, a substance that 
has already shown its complete suitability for jewelry use. 

Before we tell any more about this new stone, let us 
survey the green stones that have been available up till 
now. No transparent natural green stones have ever been 
available to the manufacturing jeweler turning out a 
line of rings containing genuine stones to be sold at a 
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moderate price. That is why this announcement is so 
important, for the appearance of this stone promises to 
fill that gap in the jewelers’ stock. Of all the genuine 
green stones, tourmaline is probably the most abundant. 

There are two objections that have hindered the ac- 
ceptance of tourmaline: in the larger sizes it is fairly 
expensive, and when it is cut in those sizes, even after 
the most careful heat treatments, it is usually still much 
too dark. The two ends of green tourmalines are likely 
to be black, and all the reflections must come from the 
sides. Even so, tourmaline has never been abundant 
and a group of calibrated stones of more or less uniform 
quality would certainly be expensive, if they were avail- 
able at all, in numbers that were counted by the thou- 
sands. 

Green zircon is cloudy, rare, and expensive, and com- 
pletely unavailable in numbers. As a ring stone it tends 
toward brittleness and is not the best selection for hard 
use. Green garnet, demantoid shares with zircon the 
disadvantages of rarity and a lack of supplies. In addi- 
tion it is soft and extremely expensive. No quantity of 
demantoids has ever been available except in the form 
of the minute “olivine” brilliants used in rows in 19th 
century jewelry. 


EMERALDS AND PERIDOT 


Emeralds are the most abundant of precious stones, 
but they, too, are expensive and great numbers are un- 
available. Peridot is the mest widely used green stone, 
and some calibrated stones have been offered, but in ring 
sizes it is expensive. In addition, peridot is fragile, it 
is hazardous to mount and then is easily damaged in 
wear. 

The foregoing summary of the green stone market 
makes it clear that there has never been a really suitable 
natural stone of this hue available. High cost, lack of 
durability, darkness of tint, and an actual vacuum in 
supplies has left a gap at green in the manufacturers’ 
natural stone spectrum. Now at last, with this announce- 
ment of the discovery of a new deposit of a remarkable 
new occurrence of a quartz gemstone in green, the situa- 
tion has been rectified. Within the year we can expect to 
see the green quartz stones being offered by manufac- 
turers at prices comparable to those now in effect for good 
amethyst, aquamarine and topaz quartz. 

What is this new quartz stone? It’s not really a new 
stone, not in the sense of brazilianite and benitoite, it is 
just our old friend, coarsely crystallized quartz in a new 
attire. The same substance appears under half a dozen 

(Please turn to page 123) 
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THE SAINT PAUL COMPANIES’ 
JEWELERS’ BLOCK POLICY 


BOLD STATEMENT but true . . . a Jewelers’ 
Block Policy is the most sparkling protec- 
tive contract you can have. Block Coverage 
means complete coverage. One policy protects 
you against usual losses plus those special type 
losses peculiar to the jewelry industry. 


- YOUR OWN policy is written for your partic- 
ular operation—with the coverages you need. 
Get the most inclusive protection possible— 
a Saint Paul Companies’ Jewelers’ Block Policy. 


SEE YOUR SAINT PAUL AGENT OR BROKER 





PACIFIC DEPT. 
Mills Building 
San Francisco 6 


HOME OFFICE 
111 W. Fifth St. 
St. Paul 2, Minn. 


EASTERN DEPT. 
90 John Street 
New York 38, N. Y. 
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Teamwork Does It! 
(From page 86) 


in which each member of the committee would let dow, 
his or her hair, and really offer frank opinions ory gy 
gestions for whatever subject happened to be up for ik 
cussion. To accomplish this it was decided to hold, as, 
minimum, one meeting each month on the first Tuesq, 
after the 20th, providing all members could attend. Thi 
decision that all members must be present has hee 
important. 


First, it has meant that all subjects for discussion haye 
been thrashed out by all members, and all angles to egg} 
problem have been fully exposed to the satisfaction g 
each member. As a result, once a decision is made t 
pursue a specific course of action all members thorough) 
understand the background of the decision and are there. 
fore able to convincingly “sell” the rest of the employes 
on getting behind new projects and changes in policy, 

Secondly, the mere fact that each member knows that 
a meeting cannot be held unless he is present tends tp 
encourage the committee to work as a team and pre: 
cludes the possibility of committee action in the absence 
of a member who might have valuable suggestions for, 
or objections to, the subject under consideration. 


Each member of the committee has one vote (there are 
five members) and each member receives $10 for each 
meeting. This payment means that they are there for 
business. Our meetings start at 6:30 P.M. and normally 
last until 9 or 9:30. As soon as the store closes at 5:30 
P.M., we all go out to dinner, which is paid for by the 
store, and then return for the 6:30 deadline. 


Our store normally employs about 18 people. They 
break down, from the point of view of jobs, into the 
sales, office and repair departments. In order to obtain 
representatives from, and liaison with, each of these de. 
partments our Policy Committee consists of five members: 
Clark W. Hinsdale, jeweiry repairman; Mrs. Ethel R. 
Sherman, sales; Mrs. Sabina R. Smith, office manager; my 
father William S. Preston, and myself. This represents 
a combined total of jewelry store experience of over 100 
years. 


- The primary responsibilities of each member are to 
anticipate problems to the extent possible before they 





‘Remember Mama’—with a Gift 





"Remember Mama with a gift from Jacobs” was the theme 
of this attractive Mother's Day window created last year 
by S. Jacobs, Minneapolis, Minnesota. A minimum of jewelry 
items were shown, each of which stood out prominently. 
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own 


sien, 00 participate actively in all discussions, to study 
various projects which come up for discussion and report 
back at the next meeting, to put into practice, implement, 
and follow up the decisions of the Committee and to act 
between the various departments in the store 


among other things, the repainting of our store. In this 
instance that member assigned to primary responsibility 
obtained bids, color charts, etc., then checked with other 
members of the committee for confirmation. After an 
informal “OK” from the rest of the members the job 








as liaison 
Sup. and the Policy Committee. . —— was started. 
dis | am the chairman of the Committee while it is meet- 
aS j ‘ne and Mrs. Smith serves as secretary. SUBJECTS FOR DISCUSSION 
day in practice, as various subjects come up for discussion At our first meeting each member made suggestions 
This they are either dealt with on the spot or the chairman for discussion subjects just to get the ball rolling. This 
bes assigns a certain member or members to check into the list may be of interest because of the diversity of sub- 
situation and get the facts. Depending on the subject at jects considered: store wide meetings; credit policy; 
ave hand, the member with primary responsibility may ob- budgets; retirement; incentive selling; training of new 
ach tain the facts and discuss his findings informally with employees; vacations; soliciting of business or firm gifts; 
Of the other members soon after the meeting, in which case employee suggestion system; engraving charges; Friday 
ty q decision is made at that time, or a member may study night opening; methods of interviewing applicants for 
hly the problem and then report back at the next meeting. new positions; re-ordering stock items needed to fill in 
Te. For example, when the subject of more effective ways stock or satisfy customer wants. 
Ces for interviewing, screening, and hiring new employees Since that first meeting these subjects have been dealt 
came up at an early meeting, two members were assigned with one way or another. A few of the results we have 
hat the task of looking into the situation. As a result, at our obtained may be of interest. Store hours. After remain- 
to next meeting they turned up with employment forms used ing closed evenings for many years it was decided after 
re. by several chain stores in town, one used by a national investigation to stay open on Friday evenings. This has 
ce industrial firm, and one used during the interviewing of paid off. 
or, candidates for the State Police in the State of Vermont. Credit application jorms. A group of forms were ob- 
Those features of the various forms which we considered tained from various firms who have had much more ex- 
re best and most applicable to our particular operation were perience than we in charge accounts. The committee 
ch then pulled out and we ended up with an employment drew up a complete form which has worked well for us. 
or form which has been a real help in deciding whether or Engraving charges. A comprehensive price list of en- 
ly not to hire people who apply to us for employment. graving charges, both hand and machine, including re- 
7 On the other hand, at another meeting we discussed, finishing charges, was drawn up and adopted. The charges 
Ie — 
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p\ RACINE jg 


For the Largest Selections 
of Fine Dependable 


TIMERS 


Rely on RACINE 











€ \ 
“Uracy Counts: 


Write for the Latest 


RACINE CATALOG 


Featuring Timers and 
Chronographs for Every 


Sport and Technical Use 


x 


AVAILABLE THROUGH YOUR WHOLESALER 


* GUINAND TIMERS 
* GALLET TIMERS 
* GALLET CHRONOGRAPHS 


a JULES RACINE & COMPANY, INC. 


Specialists in Fine Timers — Since 1890 


20 WEST 47th STREET, NEW YORK 36, N.Y. 
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are the result of considerable thought and we helieye . 
quite realistic. 

Business magazines. It was suggested that COMMitty 
members receive THE JEWELERS’ CIRCULAR-KeEysroy, 
As a result, the store subscribed for the five members an 
each member receives his JC-K at his home. The mag, 
zine’s many worthwhile articles have helped key Det 
sonnel be alert to new ideas and methods of getting 





things done. 

Employee suggestions. \t was decided to pay $5 eag, 
month for the most worthwhile suggestion coming fron 
an employee (other than a member of the policy cop, 
mittee). Although this has sort of petered out, we (jj 
receive some good suggestions. 

New merchandise. A system of automatically reorde,. 
ing merchandise has been discussed and is in the proces 
of implementation. New merchandise going into sto¢ 
is delayed for two days in one section of the store so ql 
employees can become familiar with it. 

Watch bands. For a long time we were harassed with 
watch band repairs with the attendant expense of returp. 
ing them to the factory for repairs. It was decided to 
offer a trade-in on the old band when customers desire 
to have a band repaired. The number of bands being 
returned to the factory is now very small and our sale 
of new bands has increased. 

Each committee member is required to read JC-K each 
month. There has been a great deal of interest shown ip 
JC-K, not only by committee members, but by their 
husbands or wives. 

In closing, I would like to add that the present firm 
was founded Nov. 1, 1918, by my grandfather, Frank J, 
Preston, and my father. William 5. Preston. However, 
the Prestons have been in the jewelry business for well 
over 100 years, with by great grandfather Lafayette 
Preston’s store located originally in Castleton, Vermont. 





This Jeweler Went to College 


(From page 96) 


be nationally advertised. Off-brands won't move at any 
price. Nor will good, old names that haven't been adver 
tised recently. 

Diamonds and wedding sets are extremely good 
throughout the school year, and here again students want 
the best quality in whatever size they can afford. Because 
there are many married couples, silver flatware and 
hollowware and housewares such as china and crystal are 
good items. 

Pilat has found wire recorders to be a surprisingly 
good item, despite their relatively high cost. 

After a year of careful checking, Pilat started a gradual 
changeover in stock, to end up with only nationally aé- 
vertised merchandise with every item in the store carrying 
a price tag. 

SERVICE— his is extremely important in a campus store 
and it has a number of ramifications. The service of re 
pairing watches is tops as far as direct income is com 
cerned. Pilat figures at least 10 per cent of his gross 18 
watch repair, and he handles the work at the branch store. 

Next in direct results is free engraving of names. Pilat 
started this when he couldn’t get satisfactory work done 
and bought an engraving machine. Now this is one of the 
most important factors in the branch’s success. “Actually 
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the machine paid for itself within a few months,” he re- 
ports. “We engrave names free, especially on identifica- 
tion bracelets which are a very hot item in a store like 
this. But many students buy compacts and cigarette cases 
and want regular letters engraved on them, as much as 
50 words. We have a standard rate of 10 cents per letter 
on such messages, but in those longer ones we cut it down. 
ery simple operation since the machine uses 


Its a V 
matrices, and anyone can do the engraving after a little 
practice. 


CREDIT FOR COLLEGE STUDENTS 

crEDIT—On the face of it, according to Pilat, it would 
look as though charge accounts would be a problem be- 
cause students are here for nine months and after that 
they might never come back. Actually it has turned out 
to be no problem at all because these youngsters seem to 
despise credit. That's just in general, of course, and Pilat 
admits that actually there are a lot of charge accounts. 
But the proportion is low. 

“They hate credit and they have a high sense of honor,” 
cavs Pilat. “Usually they would rather wait to make their 
purchase until they can pay for all of it, or at least put 
more than 50 per cent down. And they are more conscious 
of their nine-month year than we are. They make it a 
point to allow plenty of leeway before the end of the year.” 

DISCOUNTS AND GIMMICKS—These simply do not work 
in a campus store, according to the experience of Kruger’s. 
“Students distrust discounts. They know what they are 
and why we run them, and they just don’t want to buy on 
those terms,” Pilat says. “Of course, they'll snap up a 
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discounted price on a good, nationally advertised item in 
a hurry, but we seldom run sales on that type of mer- 
chandise. 

“And as for gimmicks and stunts, it doesn’t matter 
how good they are. Students distrust them and won‘ bite. 
I ran a special trade deal just a short time ago and ad- 
vertised it very well. They could bring in their old watch- 
band and get a new one for practically nothing. I sold 
about 100 watchbands that week. and only a handfull of 
them were in response to the trade gimmick. They were 
just afraid of it. They figured the merchandise might be 
of lower quality or defective in some way.” 

Another time Pilat sent out some 12.500 credit cards 
offering a nationally advertised ballpoint pen with any 
purchase of $5 on credit. Less than 100 students took him 
up on it—“a ridiculous percentage in a campus store. 
Thousands should have responded. But they were skep- 
tical of the bargain.” 


HIRING NEW PERSONNEL 


PERSONNEL—Styles established by popular, well-known 
students are of utmost importance, according to Pilat. He 
first realized this when Dick Ochoa, the great Longhorn 
fullback, came in to buy a diamond ring. “In a short time 
after that, we sold more than $3,000 worth of diamonds 
directly traceable to Ochoa’s example. He didn’t advertise 
us. But there were that many students who wanted to buy 
here because he bought here. So I put him on the payroll, 
to come in a certain number of hours each week. 

“This policy leads to other complications. Having 
popular students in the store to attract their friends and 























admirers means noise around the place and a certain 
boisterousness not usually considered good for business. 
But in this case I know it’s worth it, because I’ve seen the 
results.” 

Pilat has a full-time watch maker, a full-time woman 
manager and a full-time maid. Beyond that he uses 
students part-time on an hourly basis, and stays on the 
floor himself most of the day. 

There are various other things Pilat noticed about 
working in a campus branch. There seemed to be a feeling 
among students that prices were higher (although they 
actually were the same or lower) than at the downtown 
store. A monthly advertising outlay of $300 so far has not 
succeeded in changing this misconception. He finds it pays 
to be very friendly with student customers, even to invite 
them to his home occasionally, to help convince them of 
his personal and business sincerity. 

He has found that they are experts, in theory at least, 
in his business. Many study gems or learn of them in 
geology classes. Many study marketing or metals. Engi- 
neers, for example, might challenge the construction of a 
ring setting. And he has found it absolutely necessary to 
play it straight with them. 

He also finds great opportunities. For instance, the 
university has some 400 students studying advertising, 
and they are very receptive to the idea of practical work. 
He is currently making plans for an advertising campaign 
to be worked up by the journalism department, with a 
good watch going as a prize to the planner of the best 
campaign. 





All in all, the venture has worked out more than saty, 


factorily and Kruger’s, newly educated, is happy it wey 
to college. 





A Merchandising Opportunity 


(From page 102) 


in great demand and set the tone of this part of down. 
town. 

“Now, you ask what happened to our business, 8 
increasing our space 150 per cent at about half the cog 
we were paying in rent, we were able to spend more op 
our windows, merchandising and advertising.” 

And here is Zell’s summary to advice for other jey. 
elers: 

“1. Do not tie yourself up on a percentage lease with. 
out a ceiling on the maximum rental. 

“2. No legitimate store can pay more than 5 per cent 
of its volume for rent. 

“3. If you are established and have all your eggs in 
one basket, as we did, it is advisable to procure a piece 
of property close by as a bargaining point and hedge, 
It is the greatest insurance policy you can have.” 

After four years in the new location, Zell’s was able 
to acquire a run-down hotel occupying an adjacent quar. 
ter block, remodel it into an exclusive dental building 
and add another feather to its plans to make the location 
a “top hat” neighborhood. 

The owner of an adjacent building, covering a quarter 
block across the street, spent $150,000 in the summer 
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952 remodeling and installing a new front to improve 

eighborhood. Another adjacent building was com- 
° r remodeled and modernized by the owners to house 
= coffee shop, among Portland’s top-ranking restau- 
rants. y ; 

Twenty-two stores 1n the neighborhood have formed 
a booster group that has leased or made agreements with 
, dozen parking lots in the immediate neighborhood to 

rovide easy parking for shoppers. The customer pays 
only 10 cents an hour for the first three hours, a fraction 
of the usual cost—if his parking ticket is validated by 
one of the cooperating stores. It costs the validating 
store 15 cents an hour, but, with parking a big problem 
‘n downtown Portland, as in other major metropolitan 
centers, it’s considered a minor expense. 

Another angle was the publicity from purchasing and 
remodeling of the three-story building at the new site. 
There was congratulatory editorials in the two major 
metropolitan dailies, accompanying news stories and 
pictures. The Zells figure they received at least $50,000 
worth of publicity in the year preceding the move. There 
were people at the grand opening who never before had 
entered Zell’s, and they numbered in the thousands. 


Because amortization and interest, plus taxes, amount 
to considerably less than the former rent, the store has 
been able to step up its newspaper advertising and also 
has been able to invest more in its window displays to 
keep up with, and help draw, increased traffic. 


When we toured the store with Julius Zell, part of the 
trip included a check on display windows. Two windows 


of 1 


showing diamond rings and silver were completely 
blocked by high school girls. Zell called them “future 
brides who'll be leaving their silver pattern and wedding 
gifts wishes with us in a very few years.” 

Three men are employed full time in a penthouse atop 
the three-story building to work exclusively on window 
and interior merchandising displays. People walk out 
of their way to view Zell’s windows, which are without 
“show business” attraction but are highly interesting dis- 
plays of merchandise. 

There’s never a sale in the store. If merchandise fails 
to move, a $25 item may be marked down to $15 and 
moved to another table, but nothing is ever said about it. 

Close touch with customers is a Zell principle inherited 
from previous locations and still a big asset. To really 
be in close touch, the Zells have at times had tape record- 
ers installed near the windows of their new store to catch 
customer reaction. They even placed stenographers at 
strategic spots around the store to take customer conver- 
sation in shorthand—making sure it was “in confidence” 
and no names attached. 


SOME TYPICAL CONVERSATIONS 

Some conversations have run like this: 

“Of course, this store is only for rich people.” 

“IT didn’t know you could buy waterproof watches for 
so little.” 

As a result, the Zells found, because of the ultra- 
modern new store, they had perhaps scared some people 
away. A new advertising program was developed. It 
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nd DEGREE MASONIC RINGS 


—To be worn with pride for a lifetime 


For the average Mason. the. culmination of his career is 
reached in the 32nd Degree, and he knows that this 
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Talks BIG in 1954! 
Full 100% Mark-Up with Bosca-Built. 


Never before such real, honest-to-goodness 
values! Finest leathers in all colors and finishes, 
Styled to sell NOW ... AND AT FULL 100% 
MARK-UP FOR YOU. HANDLE THE PROF- 
IT LINE FOR 1954 Fully guaranteed. Write or 
call for salesman. 
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Zipper, Leather 
Lined Key Cases 
Your Cost: $9.00 dz. up. 
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catered to customers who wanted to pay $50 or $100 fg 
a major gift. (The store already was excelled for thog 
who could afford to spend $500 or so.) 

“A reputation for quality can get out of hand,” points 
out Julius Zell. “We found we might become so gelf. 
centered we couldn’t realize the buying public wasn’t jy 
the $1000 purchase class. So we geared our advertising 
to point out there are Zell gifts as low as $2.50.” 

Ads were run in local newspapers emphasizing, “Com. 
pare our $100 diamonds.” 

Emphasis also was placed on the gift wrapping de. 
partment in the basement alongside vast storage bins that 
Portland girls have begun using as hope chests for silvey 
and allied articles purchased at Zell’s. 

The store will do its ultra gift wrapping job on a 
present that costs $2.50 when the wrapping costs half 
that amount. It figures its reputation is worth it, because 
such gift wrapping draws many customers—including 
mothers of brides who even ask for gift-wrapped empty 
boxes to be used as back drops for displays of wedding 
presents opened at the wedding. 

The Zells have overcome the burden of a second-rate 
location with amazing aplomb. It’s a first-rate location 
now. 





Portable Display Fits Front Door 


A glass and wood fixture which fits the front door of 
the Denver Jewelry Co., Denver, Colo., has paid extra 
dividends in “night selling” for the store. 


. & or, 





Consisting of four shelves, the fixture is made with a 
heavy blonde oak base and three plate glass tiers. It 
stands five feet high and simulates a showcase. During 
the day, it faces into the store as shown in the picture. 
At night it is turned around directly against the door 
or a few inches back of it. Merchandise is thus brought 
close to night-time shoppers’ eyes, and details can hold 
the attention of these potential customers. 

This handy fixture is usually employed to display 
sterling and plated hollowware, except in special seasonal 
events. Sales on these and related items have shown 4 
steady increase since this fixture was installed. 
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Industry Plays Host 


(From page 106) 


manager and director of manufacturing. Mr. Allen in his 
welcome stressed the importance of the Chamber of Com- 
merce program and Oneida Ltd.’s sincere desire to co- 
operate by demonstrating to the educato:s the inner work- 
ings of the American economic system. He concluded his 
-emarks with the statement that the teachers of today have 
a great responsibility and only by their own knowledge 
can they instill in our youth a true appreciation of the 
American Way of Life. 

After Mr. Allen’s welcome the teachers were divided 
into small groups and taken on a tour of the main fac- 
torv. After seeing the intricacies of the manufacture of 
sterling, silverplated and stainless steel flatware and ster- 
ling and silverplated hollowware, the educators were im- 
pressed when advised that they had just toured the largest 
single silverware factory in the world. 

Leaving the factory the bus toured the new company- 
sponsored housing development with its lots, roads, curb- 
ing, utilities and building allowances for all employees 
desiring to build their own homes and then stopped at 
the Club House. Here amidst the bowling alleys, audi- 
torium, archery range, billiard room and club rooms the 
educators were addressed by Jerry Wayland-Smith, direc- 
tor of non-manufacturing. Few words were needed to 
point out Oneida Ltd.’s belief in and practice of good 
employee relationship. 


PROBLEMS OF MARKETING 


After luncheon the entire group moved in to the sales 
conference room. Here they were addressed by D. E. 
Sanderson, vice-president and director of sales. Mr. 
Sanderson stressed the complex problems of marketing 
Oneida Ltd.’s more than forty trade-marks. He pointed 
out the size and importance of the various markets, the 
seasonal trends and the philosophies of the various meth- 
ods of distribution. Keynoted, too, was the truism that 
“nothing happens until the sale is made.” 

After Mr. Sanderson had concluded, Hamilton Allen 
again took the floor. His remarks were now attuned to 
Oneida Ltd.’s beliefs in industrial relations and plant 
expansion. In chart form he demonstrated the progress 
the company has made since 1941. Highlighted was the 
fact that Oneida Ltd.’s labor and material costs are up 
over 24 times yet the selling cost of silverware has in- 
creased only a fraction of this amount. 

The old proverb about building a better mousetrap is 
no longer true. No company—no matter how fine their 
product—can exist in today’s competitive market without 
the benefit of advertising and publicity. In the absence 
of Harley H. Noyes, vice-president and director of ad- 
vertising, Oneida Ltd.’s beliefs and practices in the ad- 
vertising and publicity fields were discussed by Harold F. 
Johnston, manager of publicity. Long an advocate of 
magazine advertising, Oneida Ltd.’s past and present 
campaigns were discussed. 

After the speakers concluded, it was the educators’ 
turn. Questions on all phases of business—manufactur- 
ing, employee relations, sales and advertising were hurled 
at a “panel of experts” made up of the executive heads of 
all divisions until all had been answered to their entire 
satisfaction. 
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GOLDEN OPPORTUNITY 


for high grade promotional minded 
salesman who is accustomed to high 
bracket earnings, to cover jewelry 
stores, department stores and spe- 
cialty shops in Pennsylvania, Dela- 
ware, Maryland and West Virginia. 
Established territory for ambitious 
man to have a permanent connec- 
tion with World’s largest and finest 
cultured pearl line. Give complete 


personal history in letter. 
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BOX "A., 511" 


Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17, N. Y. 
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bargoes, etc., has long been regarded in some quarters 
as simply a luxury industry, but each of us knows tha 
our industry is a true integral part of the America, 
economy. Not only Oneida Ltd.. but the entire jewelry 
industry, can be proud of the statement made by one of 
the teachers as she climbed back in the bus—“Today we 
have seen the real America!” 





Keeping His Store in the Public Eye 
The featured theme of JC-K’s March issue was “Keep 


Your Store in the Public Eye,” a series of articles devoted 
to publicity. A number of pages in this series was 
devoted to “how other jewelers have gotten publicity.” 

After the issue was put to press a highly unusual pub. 
licity-laden promotion was brovght to our attention, 
Jack Snow, president of the Snow chain of jewelry stores 
in Canada, sponsored the 1954 running of the “Inter. 
national Sled Dog Derby,” which won the acclaim of 
business men in general and his fellow jewelers in par. 
ticular. 

The U. S. Ambassadcr to Canada and Canada’s 
“Woman of the Year” gladly accepted invitations to be 
honorary starters of the race on the two days of its 
running in Ottawa. 

The Ambassador, the Hon. R. Douglas Stuart, agreed 
to present one of the two gold trophies to the winning 
musher on the final day, who was not expected to arrive 
at the finish line until 4 o’clock that afternoon, but he 
came there for the final start of the final lap at 12:30 P.M. 





Above, Emile Martel, famed Quebec City sled dog 
driver, captured the 1954 running of the derby, defeating 
a field of 24 other top-ranking mushers from the U. S. 
and Canada. Martel received two of his trophies, the 
Chateau Laurier gold cup and the Jack Snow gold 
trophy. On the left, holding the Chateau Laurier trophies, 
is U. S. Ambassador R. Douglas Stuart. Jack Snow, 
extreme right, holds the Snow trophy. 

Asked what his purpose was in putting up a hefty 
chunk of cash for prizes, promotions, etc., Snow replied, 
“A lot of people have asked me that. As a matter of 
fact, the derby in itself isn’t likely to sell a single dia- 
mond ring or wrist watch for me, and isn’t the sort of 
thing that brings customers. flocking into my stores. 
However, Ottawa and Ottawa district has been extremely 
good to me and this is my way of saying ‘thanks a lot’ 
to everyone.” 

The show was a tremendous prestige builder for both 
Jack Snow and the jewelry trade in general. 
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Proper Display Fixtures 
(From page 98) 


chandise. Appearance of the store interior can be 
changed merely by shifting these wall displays from time 
to time. 

Wall cabinets with shadow box effects also play an 
important role in the display technique. Each cabinet is 
devoted to a certain category of merchandise, such as 
watches, identification bracelets or lighters. The cabinets 
themselves have the same peg board backing, again per- 
mitting easy change in display arrangement. 

The base cabinets are of the open view type, having 
only one or two shelves, bringing merchandise as close 
as possible to the customer. The base cabinets are narrow, 
taking up a minimum of floor space. Hidden storage 
space 1s provided in the lower sections of these cabinets. 

Most of the base cabinet display space is devoted to 
costume jewelry and rings. 

All fixtures are in grey walnut and walls of the store 
are painted a Belvidere green, the same shade being used 
for interior of the shadow boxes. 





Introducing Greened Amethyst 
(From page 113) 


different color indications: rock crystal, cairngorm, 
amethyst, topaz quartz, citrine, rose quartz, and now, 
greened amethyst. The arrival of this new color on our 
market is the result of the accidental discovery of the 


unique color change exhibited by the amethyst quartz of 
a new amethyst deposit in Brazil, source of so many of 
our jewelry stones. 

Till now the most important quartz jewelry stones have 
been two: amethyst and topaz—or citrine quartz. To- 
gether with the less popular quartz varieties, these two 
colorful stones have constituted an important part of 
the manufacturing jewelers’ stock of genuine, moderately 
priced stones. Their abundance and their satisfactory 
wearing qualities have made them pre-eminent among 
jewelry stones for ring use. Their nomination as birth- 
stones reveals this, and enhances their popularity. 

In many ways, quartz is the ideal jewelry stone. Its 
large spectrum, now even more complete, gives to quartz 
the importance to the jeweler that it has earned for itself 
in Nature. Quartz is silicon oxide. It is, literally, the 
commonest of all minerals. Since quartz is so abundant, 
it is only natural that it should sometimes be found in 
attractive, colorful forms that have decorative value. In 
addition to its beauty, quartz has the hardness considered 
essential to a ringstone, and it does not have the brittle- 
ness nor the easy cleavage that characterizes other stones 
of equal hardness. As a matter of fact, 7, the hardness of 
quartz, forms the dividing line between the satisfactorily 
hard stones and the others, the stones which require 
special consideration in mounting and use. 

Amethyst is one of the oldest of jewelry stones, but is 
followed closely in popularity by “browned” amethyst, 
the so-called topaz quartz or citrine. This processed 
amethyst is, actually, the most important source of the 
really high quality topaz quartz, and its popularity and 
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New Toastmaster 1816 
Super Deluxe Toaster 





You'll see everything you need for profits in the 
A & G catalog . . . because this famous book of 
value has been a source of satisfaction to profit- 
wise jewelers since 1895. For America’s most 
profitable lines . . . backed by over 59 years of 
dependable service . . . rely on Aisenstein & 
Gordon, wholesale distributors of over 50 famous 
lines. 


P.S. If You Haven't Received Our 1954 Catalog, 
Send a Postcard Today! It's Free! 
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cost have always, naturally, paralleled that of the purple 
material. The most desirable of the golden-brown quartz; 
are those made from the amethyst from Rio Grande q, 
Sul, Brazil. Originally this is deep amethyst in color 
After their processing they form the deepest and richey 
colored (and most expensive) of the “topaz” stones of 
the trade. Bahia amethysts are similarly handled to make 
the lighter “Palmyra” topaz quartz. This color change 
is not characteristic of all amethysts. Experiments with 
specimens from other localities, while not extensive, hay: 
not produced the beautiful changes noted in several of 
the Brazilian localities. 

Now we have the new discovery, an occurrence jp 
Minas Gerais of another amethyst that changes color, 
but not to topaz color, on heating. There is, as yet, no 
explanation for the change noted in this remarkable 
material. Fortunately, however, it need not be a nine 
days wonder, but something of real merit for the trade. 
for the production from this deposit has been reasonably 
large. The manufacturing jeweler, who will soon have 
an opportunity to use some of these stones, thus has the 
assurance that he can count on a continuous supply of 
more or less uniform quality stones for, at least, several 
years. This is, of course, an important consideration in 
planning any wide use. 


UNIDENTIFIED GREEN QUARTZ 


In previous years there has been a sporadic green 
quartz stone on the market, with its identity often un. 
recognized. We do not know if it was greened amethyst, 
for nothing has ever been said about the origin of these 
occasional stones. Possibly there are other amethysts 
which also change to green on being given the “topazing” 
treatment, but still unrecognized. This discovery was 
accidental, and then required further experimentation 
with stones that were quite satisfactory amethysts at the 
outset. Even if there are such amethysts, there is no 
guarantee that they will assume the attractive, light green, 
tint that is now being obtained by the carefully controlled 
heating to which this material is exposed. The tint that 
is now being placed on the market has been achieved 
only after a series of experiments to determine the best 
means of handling the stones; it is not, like the “topaz 
treatment” —the automatic response to the crude heating 
processes in vogue in the interior of Brazil. Earlier 
stones of this find, improperly handled, do not have 
the clarity and brilliance to their green which is the trade- 
mark of greened amethyst. 


The discovery of the remarkable color change was 
accidental, but one of those accidents that come about 
only because an observant man was present at the right 
time and place. The mine itself is situated in Montezuma, 
about 37 miles from the Rio Pardo, in the state of Minas 
Gerais. Amethyst has not been generally mined in this 
district. Thirty years ago the deposit was first opened 
and some amethyst of fair quality was found near the 
surface. However, since it was far from other amethyst 
regions, no great effort was made to develop the deposit. 
If any attempt was made to heat the stones, it made no 
impression, so apparently no especially desirable results 
were achieved. The new color was not discovered until 
much later, only a few years ago. 


This portion of Minas Gerais is bare, dry, and rathez 
hilly. It is somewhat remote from settlements, and the 
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garimpeiros prepared their lunch on the site. A pros- 

ctor working around the deposit placed a few of the 
old reject amethystine masses together to make a fireplace 
over which he warmed his lunch on a fire built from a 
few twigs he had gathered. The pot warmed quickly over 
what must have been, fortunately, a small blaze. After he 
was finished, as the fire died out he kicked his rock pile 
apart, and to his surprise found that the once amethystine 
stones had turned green. 

News of the discovery got out to Belo Horiaonte, chief 
city of Minas Gerais, where they are always on the alert 
for something new. The small demand encouraged the 
owner to prepare a small lot of the better colored stones 
for a trial on the local market. But what to call it, what 
was it? No one recognized the material and when they 
were told that it was heated amethyst, just like topaz 
quartz, they were met with looks of disbelief. 

A few found buyers and then passed into other hands 
as tourmaline, green beryl, even as brazilianite. Up to 
now few have found their way into the North American 
market. 

Some of these few were shown in New York. Their 
reception was not unlike the initial response of the Rio 
dealers. A meaningless Brazilian name was given the 
stones, “prasiolita,” but this didn’t tell much nor did it 
help to enhance their popularity. To jewelers, who had 
never heard that quartz could occur in this color, the 
additional explanation that prasiolite was green quartz 
didn’t help very much. The mineralogist would have 
accepted this name, and he and the jeweler with a refrac- 
tometer could have quickly confirmed that it was quartz 
in a new color. 


"GREEN QUARTZ LAMPS" 


To the trade, however, “green quartz” meant something 
entirely different. For years dealers in Chinese goods 
have sold carved vases and lamp bases of fluorite, a 
material of more interest to the aluminum and steel indus- 
tries (for it is used in the purification of those metals, by 
the ton), under the name “green quartz lamps.” Since 
that is a soft substance, the jeweler cannot be blamed 
for his failure to become excited about the possibilities of 
the new “prasiolite.” 

The new occurrence at Montezuma is typical of the 
Minas-Bahia deposits. The vein is practically vertical, 
and made up of several streaks of quartz that aggregate 
2 to 4 feet across. It can be traced along the surface a 
distance of 200 feet. At the start mining took the form 
of open surface trenching of the most elementary sort. 
However, later development has required the change of 
the operation to a real mine, with a shaft sunk to a depth 
of 95 feet. Even now the working is primitive, with little 
blasting the rule, no mechanical drilling equipment and 
the lift is just a bucket on the end of a rope which runs 
around a windlass. Access is obtained by ladders. 

Most of the mining work is unproductive, penetrating 
solid vein quartz in search of occasional widenings of the 
vein where the open pockets are found. Pockets were 
encountered along the strike only every 30 to 50 feet. 
Once encountered, the opening lined with crystals was 
five to ten feet in extent. The individual crystals are not 
large. a few inches at most. Those who know amethyst 
will find them notable as being more prismatic, more 
elongated than most amethyst crusts, which usually con- 


FOR APRIL, 1954 














? 
$@ iy = on on 


Dear Friend: 


As you know there’s a Lux- 
ury Tax on Diamonds. A Dia- 
mond is a symbol of Love. 
Well, if a diamond is a symbol 
of love, and if there’s a luxury 
tax on diamonds, that means 
“Love is a Luxury.” 

Whether you think “Love is 
a Luxury” or whether I think 
“Love is a necessity” doesn’t really matter. The 
fact is, anyway you look at it, there’s a luxury tax 
on Diamonds. 

Now you know, it’s always been hard enough to 
sell Diamonds without a tax, but it’s “murder” with 
the tax. 

I’ve got a very interesting proposition for you. 

If you could save 20% on the purchase price of 
your diamonds, you could save your customers that 
20% which would offset the tax. If by the time 
this is published the tax is reduced to 10%, all the 
better for you. 

Well, I can save you approximately from 20-25% 
on Diamonds. Why? That’s simple. First of all, I 
am content with a very small profit. Also, my im- 
port and diamond-cutting connections are such that 
we are in a position to own our diamonds—at the 
very lowest prices. 

Whether you want a 2 ct. stone at $600.00 a ct. 
or a 2 ct. stone at $300.00 a carat, we have it. If 
you want “quarters” for $160.00 a carat, or if you 
want “quarters” for $100.00 a carat, we have them. 
10-pointers, thirds, halves, three-quarter carat-size, 
2-, 3-, 4-, or 5-carat stones, we have them in a variety 
of price ranges. Marquises, emerald-cuts, pear-shapes, 
yup, we’ve got ’em, and we can save you approxi- 
mately 20% on the prices you now pay. 

How do you know? Well that’s easy enough. 
Just write, wire, or call. Tell me what you’d like 
to see. Ill send them to you on memorandum for 
your inspection. If you want to, you can buy them; 
if not, you can send them back. You’re not obligated 
to buy. You have nothing to lose. 


Send for a memo. Tell me what you want to see. 
I'll send it and then, “you be the judge.” 





Cordially yours 


| 5, 


Leo Pevsner & Co. 
5 South Wabash Ave., 
Chicago 3, Ill. 

Phone Franklin 2-2928. 


P. S. We are closing out some Mounted Dia- 
mond Bridal Sets, which cost from $25.00 to $100.00 
per set at a 20% reduction. Some of these are in 
regular mountings and some in interlocking mount- 
ings. We will gladly send these on memo for your 
inspection. 
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Here's Your Key To 















FRATERNAL 
JEWELRY 
PROFITS 


ROM “Eastern Star” to “Eagles’”—‘Masonic” 

to “Mezuzahs’—"Odd Fellows” to “Owls” or 
any Fraternal emblem you can name, chances are 
it is illustrated or described in your Harvey & Otis 
catalog. Using it as you go after more emblem 
business will prove of great help as you order 
thru your wholesaler. Emblem business is big 
business for many smart jewelers. 


Harvey & Otis 


PROVIDENCE (3) RHODE ISLAND 
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IT TAKES 
TO 


NEW! 

GENUINE ONYX CATALOG 

2. Arlen’s complete 
line of genuine Onyx 
and Black and Gold 
Italian Marble—the 
“Ultimate” in trophy 
design. Now, the dis- 
tinction of Genuine 
Onyx can be used for 
awards, 


ARLEN TROPHY CO., INC. ’ 
50 Gold Street, Brooklyn 1, N. Y. 
Please rush me FREE Catalogs 





1954 GENERAL CATALOG 

1. Dozens of new 
sport figures; new wal- 
nut woods and marbe.. 
ette (a gem-like plastic 
material) are combined 
with “Rich-Glo” figures 
to create a striking line. 
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sist of a series of points. The color is only of moderat, 
intensity, and diminished by the almost colorless borde, 
zone which extends about 14 or an inch into the crystal, 
Their surfaces are dull and iron oxide stained. This sy,. 
face obscurity makes it difficult to appraise the interna] 
quality of the specimens and adds to the work of prepa. 
ration. As work has continued on the lower levels, the 
mining costs have, naturally, gone up, but the quality ha, 
improved at the same time. 

With topaz the heating process is usually conducted jp 
the field, for the conditions which bring about the change 
are not so critical as has been found to be the case with 
the greened amethyst. The greening treatment is cop. 
ducted in Rio, under the most carefully controlled con. 
ditions. The best material is first selected at the mine, 
and sorted into the various qualities. Experiments in Rio 
have shown that different types, which the eye of the 
expert has learned to recognize, require different process. 
ing to bring the desired color to the fore. The details of 
the treatment are rather technical; but the processing 
involves heating the stones to carefully predetermined 
temperatures for definite periods of time. The processing 
is conducted with the utmost care, for there is always 
the risk of shattering inherent in any such heat treatment, 
as well as the likelihood that feathers already present in 
the crystal will extend themselves across the flawless 
portion. Recovery of top quality green stones is only 
4, per cent of the raw material. The balance is either poor 
in color, too flawed to be usable except as baroques and 
cabochons, or a milky green. Some actually remains 
unchanged. 


CONTROLLED PRODUCTION-DISTRIBUTION 


After the treatment the stones are cut and sorted into 
several grades, depending upon their size and _ their 
quality. Since the U. S. forms the most discriminating 
market, the best have been, and will be, selected for dis- 
tribution to North American manufacturers, while the 
other grades are being shipped abroad to the less critical 
eyes of the foreign markets. The production and distribu- 
tion is expected to be strictly controlled; an undertaking 
that is practical only because the deposit is unique and in 
the hands of someone who understands the jewelry trade 
and its needs. With the North American market in mind, 
the producers have planned to cut the stones carefully 
and proportion them so that their stock will conform to 
the requirements of the large manufacturers of birthstone 
1ings. An attempt is being made to have all of the good 
quality stones cut into the desired calibrated sizes. 

This is really a very interesting development and one 
that it will be fascinating to follow. For one thing, it will 
show whether or not the jeweler is sincere in his insis- 
tance on genuine stones for his wares, or whether, in 
rejecting the synthetics he was really just looking for an 
excuse not to enlarge his market. The alert manufac- 
turing jeweler will welcome these additions to his line. 
Although the mine is now fairly deep and its future is 
uncertain, enough usable material has already been mined 
to assure the market of a stable supply for several years 
to come. As the work continues it is reasonably safe to 
predict that some additional stones will turn up. The 
final yield, after treatment, has run rather consistently. 
Since the amethyst that is used as the starting raw mate- 

(Please turn to page 201) 
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Inspirations from the Jewelry 
Designers Guild 


In last month’s issue, JC-K presented the first of a 
series of plates on jewelry designs. These designs were 
especially created by the Jewelry Designers Guild, 74 
W. 46th Street, New York. It was incorrectly stated 
that the Guild is a “croup of free-lance jewelry design- 


ers.” Rather, the Guild has among its members several 


free-lance designers. Other members design exclusively 
for the companies with which they are connected. 

The theme for 1954 jewelry designing is “More dia- 
monds set in platinum.” 





DESIGN NO. 1. A flower and leaf-effect brooch, 
which can be made up in platinum, or in gold; it con- 
tains marquise, round and baguette diamonds. 

DESIGN NO. 2. This is a flower brooch in modernistic 
trend, containing marquise, baguette and round dia- 
monds; it can be made up in platinum or in gold. 

DESIGN NO. 3. A pendant brooch which has a touch 
of the Renaissance, as well 2s a modernistic feeling. It 
contains baguette and round diamonds and is made of 
platinum. 

DESIGN NO. 4. This spray brooch, made in platinum, 
contains round, baguette and marquise diamonds and 
pearls. 

DESIGN NO. 5. A bow-effect brooch, made up in 
platinum containing round, baguette, marquise and pear- 
shaped diamonds and pearls. 

Inquiries are invited by the Guild for special order 
designs. Arrangements can be made by writing to the 
Guild’s headquarters in New York City. (This series 
of articles will be continued JC-K’s May issue.) 
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Marian Year 


Catalog 
Supplement 








. religious merchandise of interest 
to over 30,000,000 American Catholics 


Rosaries, Medals and Decade Bracelets de- 
signed especially for the Marian Year are 
receiving eager acceptance by the devoted. 


By stocking and displaying Di Roma mer- 
chandise of outstanding design and quality 
now, you will enjoy a substantial increase 


in Sales this year. 


To help you are New counter displays 
with unique Marian Year illustrations from 
Italy and special individual packaging for 
all Di Roma Items. 


Send for this MARIAN YEAR 
CATALOG Supplement NOW! 


Profusely illustrated with many new items this 
Catalog Supplement will make selections of fast 
sellers easy. Prompt delivery of Mail Orders 


assured. 


REMEMBER this is a TIME FOR GIVING... 
for Brides, Graduates, First Com- 
munions Confirmations and the 
Marian Year. For these events Di 
Roma items are ideal. 


Maurice J. KARPELES INC. 


K ARPELES ROSARY COMPANY 


73 Dorrance Street 
Providence 3, Rhode Island, U.S.A. 
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Showing Week 


Its Importance 


to Retailers 


A: you, ‘the retail jeweler, look 
through this special section devoted entirely 
to encouraging wholesale jewelry distributors 
to attend “Showing Week” which is to be 
held May Ist through May 8th at the Shera- 
ton-Biltmore Hotel in Providence, please 
keep in mind that you will greatly benefit by 
this tremendous showing activity. 

A large percentage of the top lines that 
your wholesale distributor will carry in the 
near future will be seen, admired and pur- 
chased during this week of distributor-pur- 
chasing. 

The New England Manufacturing Jewel- 
ers’ and Silversmiths’ Association, whose 450 
member companies employ 38,000 people, 
are spending millions of dollars a year ad- 
vertising their products made under the ban- 
ner of this association. They have pledged a 
long range effort to gain consumer recogni- 
tion for jewelry products, particularly those 
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by EMIL E. FACHON, President 
New England Manufacturing Jewelers’ 
And Silversmiths’ Association 


manufactured by members of our own asso- 
ciation. 

The most important buying date you will 
have this Fall with your distributor salesmen 
will be to see the costume jewelry, watch 
attachments, silverware, and allied jewelry 
products that will be purchased during 
‘“‘Showing Week” sponsored by the Showing 
division of our association in Providence, 
May Ist through May Sth. 


A Carefully Planned 
Preview of Fall 


Jewelry Fashions 
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q : what brings you to Providence ? 





Why the NEMJSA 
Show, of course! 



























































































































































List of Exhibitors at \EMJSA Show 









“WHOLESALERS SHOW TIME’ May Ist thru 


THE NEW ENGLAND MANUFACTURING JEWELERS’ AND SILVERSMITHS’ ASS’N. 
READIES SHERATON-BILTMORE HOTEL IN PROVIDENCE 


for Showing of Mew Yewelry to Wholesalers 








R-Z 


Room No. Room No. Room No. 
A C RE, FR ED Sen ec cccccccccsnescdccscevess 533 THE JEWELRY & CUTLERY QUEEN FASHION JEWELRY co, 
- New York, New York RE TI sh isialcnctacaienscesnsnsinecnevichss 621 New York, New York 
AMERICAN MANUFACTURING oat scan ex onic a saniceiehadinnstehiton 535 North Attleboro, Massachusetts 
a oe oss es cee eke spapananeetaeede 539-40 Providence, Rhode Island JEWELS BY SCITARELLI, ONC...........0... 801 
Cranston, Rhode Island DIAMOND PAPER BOX COMPANY.... 615-17 Providence, Rhode Island 
EE ey Re en 529 Providence, Rhode Island K. R. K. JEWELRY co. ivehsainbiaesceechicatwsane 529 
Providence, Rhode Island DOLAN & BULLOCK CO. ................cccccee 823 New York, New York R. Cc. NOVELTY co., INC. 
ANSON INCORPORATED ..................... 816-18 Providence, Rhode Island KESTENMAN BROS. MFG. CO.................. 639 New York, New York 
i : Irovidence > Isl: 
Providence, Rhode island DUANE JEWELS, INC. 0022200. 510 Providence, Rhode Island RICE WEINER & CO. 
ANTHONY CREATIONS, INC................ 609-11 Providence, Rhode Island PEDTEEe Gi GEE g BiB ioenn cc ccccccccvccceccss 520-22 Providence, Rhode Island 
PUSEIRORES, HRSES sane ic no cocsnihcekannsamsaons 719 Pawtucket, Rhode Island RIPLEY & GOWEN CO., INC, 
ATLAS MANUFACTURING CO.............. 733-35 Providence, Rhode Island KUHN & SCHNEIDER a hat Pi Sie 529 Attleboro, Massachusetts 
waren acegintcebcesra ELCANT JEWELRY CO., INC................. 731 a a, ew ae RITE GRADE CORP. 
ATTLEBORO PRINTING & EMBOSSING Providence, Rhode Island New York, New York 
Dh «i: ceniibi ahs ccuedebdamleitnseianeensnsabeaneues 803 : ROSS JEWELRY MFG. Co 
i 3 ‘ EMPIRE JEWELRY MFG. CO., INC........ 506 ° as 
- seein a aeptraL seman Providence, Rhode Island L-M Providence, Rhode Island 
A N - @ ee eeesesesessesessessseseesssess = 
Providence, Rhode Island EMROW JEWELRY CO. ............ eee $28 Rs: Tie. osc ctinacsciscinceccessncescscnssessnnness 530 CHARLES ROTHMAN CO., INC... 
; ; Providence, Rhode Island > . i et Providence, Rhode Island 
H. F. BARROWS CO 824-26 ’ Providence, Rhode Island 
‘North Attleboro, Massachusetts __ EVANS CASE CO. oo... eee 633-35 LAMOUREUX BROTHERS, INC................ 504 ROYAL JEWELRY MFG. Company 
; : North Attleboro, Massachusetts ‘onimi Rhode Island Providence, Rhode Island 
BERKAY JEWELRY CO., INC 821 ppapmmauenice 
aw Werk. teow Verk ee FAIRMONT JEWELRY COMPANY .......... 724-26 I  Sieierprieciediesmnaninnan 607 ie TI, ansssscnescatsetccamnn 
BEVERLY JEWELRY CO.. INC 335 Providence, Rhode Island Providence, Rhode Island New York, New York 
= ea Raggy a —< FINBERG MANUFACTURING Be nc sscssnscone 834 LAWRENCE MFG. INC. .. ..............000000000e 629 THE SAMSAN COMPANY _ 
THE S. 0. BIGNEY COMPANY ............. 716-18 LASTENG, TNERERNSaSS Providence, Rhode Island Peauhbenas, Ghaie teak 
North Attleboro, Massachusetts J. M. FISHER CO. ......... eee eeee reer eeeees 832 i i I, Cc irannnsncdinsescnccesdeSee.es 506 ' 
Attleboro, Massachusetts Providence, Rhode Island T. SARDELL! & SONS............... 
BILTMORE JEWELRY CO., INC................ 533 si ; Thornton, Rhode Island 
Providence, Rhode Island FOSTER METAL PRODUCTS, INC............ 721 LeSTAGE MFG. CO. ..... LEE en 833 
BOND JEWELRY COMPANY.................. 733-35 509-11 ; Attleboro, Massachusetts 
New York, New York FRANCINE, INC. .............. cee cceeeeeeeee . A. L. LINDROTH COMPANY.................... 732 
BRADLEY TIME CORPORATION 738 Providence, Rhode Island Attleboro Falls, Massachusetts R. F. SIMMONS CO.................. 
New York, New York | FRENCH JEWELRY COMPANY............. 509-11 LU-DELL MFG. CO. .0.........cccceceeceeeeee 516-18 AEERETS, TERSRREN 
BRIGGS, BATES & BACON CO 624-26 cheat taiaaaaiaaalaaaa vuinagemiennsdengzediagamaae SPEIDEL CORPORATION .. 
Attleboro, Massachusetts IE, GINO snintcccedccessccenscasvessansenens 710 MANO JEWELRY INC........... oa real 715-17 Providence, Rhode Island 
BUDLONG, DOCHERTY & Providence, Rhode Island Providence, Rhode Island SORRENTO FILIGREE BY CAMEO 
ARMSTRONG, INC... eee. 620-22 GENERAL CHAIN CO......................-+-. 616-18 MARATHON COMPANY .......................05. 840 Providence, Rhode Island 
Providence, Rhode Island North Atticbere, Massachussetts Attleboro, Massachusetts LOUIS STERN CORPORATION 
F. H. BUFFINTON CO............................ 508 GLAMOUR VANITIES INC....................... 610 MARLA PEARL NOVELTY CO.................. 534 Providence, Rhode Island 
Providence, Rhode Island Providence, Rhode Island Providence, Rhode Island 
BULLARD-PICKERING CO........................ 808 --Syoray~ satel 2s ys qyummaeamamaaealaaeaaa THE MASON BOX CO... eee: 835 Attleboro Falls, Massachusetts 
Providence, Rhode Island NEW SSS, HOW SOF Attleboro Falls, Massachusetts 
CAMEO MFG. CO., INC. o.oo eececceceeceeee, 634 GODDESS JEWELRY MFG. CO................ 533 POET Gonna snsnscrssvnesese 709-11 Se nitee Run” dae GT 
Providence, Rhode Island Providence, Rhode Island Providence, Rhode Island a ee 
CARDINAL NOVELTY JEWELERS _... 829-31 GOLDEN WHEEL CREATIONS................... 704 A. MICALLEF & CO. INC.................. 825-27 SUSAN JEWELRY CO. sescenscccan 
New York, New York Providence, Rhode Island Providence, Rhode Island Providence, Rhode Island 
CS Se ee eT 606 GOLDSTEIN-POLAND DIVISION ....... 625-27 MILGLO JEWELRY MFG. CO................... 619 SWIFT & FISHER INC............. 
Providence, Rhode Island Providence, Rhode Island New York, New York North Attleboro, Massachusetts 
D. R. CARNER CO., INC................... 804-06 A. F. GRENCE «2... ceee eee teeee ee eeeees 602 Se 529 TARA COMPANY ..............c0 
Providence, Rhode Island Butler, Pennsylvania New York, New York Providence, Rhode Island 
CATAMORE JEWELRY CO.........0000000........ 624 THE R. L. GRIFFITH & SON CO........... 836 ee 712 RKS .......... 
> . Sieg TAUNTON PEARL WO 
Providence, Rhode Island Providence, Rhode Island Plainville, Massachusetts Taunton, Massachusetts 
CENTURY JEWELRY CO....................00000085. 533 SN I iii aa ew aia aa er ie a ca 533 THIBODEAU CREATIONS ........... . 
New York, New York H-K New York, New York Johnston, Rhode Island 
CHARLES MFG. e Steep nsec scubu ike 
~-etenor mma 9 ope se tl —_ TRU-KAY MANUFACTURING COMPA 
; Providence, Rhode Island 
CHEEVER, TWEEDY & CO., INC........812-14 ee re te nnn nnnancasovintonanesasnes — N-Q 
North Attleboro, Massachusetts Providence, Rhode Island WED dcsdeackeaccaccescasdsassunsesssenenee 
CHIC JEWELRY CO. INC 523 es i vcdcsnsdsccacpeundtauvaredoensapenees 628 NORM-ART CREATIONS  .....oococcccccccccccucee 734 Providence, Rhode Island 
New York, New asaie lace aati ta atc Providence, Rhode Island Providence, Rhode Island VANCE JEWELRY MFG. CO. INC. 
I sc cnd ian nentnidioninanibnuenan 533 OSCAR CREATIONS, INC. Providence, Rhode Island 
CLAIRE JEWELRY CO........... 501 — , . 
E JEWELRY CO............... ee eeeeeeeeees New York, New York ..~—”——OP?#AMMERIQUE JEWELS ........................ 16. 
Providence, Rhode Island ones banana ee ee oo VAN DELL CORP... 
CLARK & COOMBS COMPANY .... 732 HARVEY & og oe aa ieee ecatangud 802 it — Providence, Rhode Island 
Providence, Rhode Island =} Providence, Rhode Island ORCHID JEWELRY COa.....ccccccccccccccccscccess 521 
THE ance Sentpaiey HARWOOD MFG co New York, New York VARGAS MFG. eager cccceces ’ 
idiidaniaat - et at F 3 ‘ovidence, slan 
Sontinaae tamian tanenss iets: (Division of W. & H. Jewelry Co.)....... 610 PALMER JEWELRY MFG. CO., INC........533 PROT ED, Se 
THE namemes nanan BOX CO Providence, Rhode Island New York, New York WEINER JEWELRY MFG. CO..... 
New Haven, Connecticut ie coalesce WALTER E. HAYWARD CO., INC.............. 828 I II oi sisensinsnsiiicccensnansaricsanoonns 535 Providence, Rhode Island 
CONTINENTAL JEWELRY Co 529 Attleboro, Massachusetts New York, New York ADOLPH WEINRANK, INC........- 
New York, New York Pe eee ic CURES © BOGE, BOB o........00-0000ccccceceeee00: 514 PEARSALL MANUFACTURING CO. INC.....723 New York, New York 
COPPER STUDIOS 52 ee ee ee Frevidence, Hnede satene WESTMINSTER JEWELRY MFG. CO..5 
New York, New —_- = © ° HOUSE OF RONMIEAN ................c0..c00000. $15-17 Rin Bic Pe Ge ccc ccscccvsscsccnccceccevcess 714 Providence, Rhode Island 
CRANSTON JEWELRY Co inc 538 Providence, Rhode Island North Attleboro, Massachusetts WHITE MFG. CO INC 
. Seoveceseveses e ** Sicveeeeraeeert 
Providence, Rhode ned THE HUDSON CO. . INC. ccveseevcccneeceoos 716-18 PETTELL’S INC. WETTTTIETITITITTTILITTTT Tree 519 North Attleboro, Massachusetts 
veer CuRTMAN CO ee _— North Attleboro, Massachusetts Providence, Rhode Island r were wre. C0 
** . Cor eerrerecccessoeese e ae e Oc csvevccnanerenee” 
Pusstieies, Ghade Selena IDEAL JEWELRY MFG. CO..................... 630 PHILIPS MFG. COMPANY....................055 623 Srevidence, Rhode leluul 
Providence, Rhode Island Brooklyn, New York 
D-G IMPERIAL PEARL CO., INC.............. 725-27 PITMAN & KEELER, INC... 636 ae be See pag 
at Providence, Rhode Island Attleboro, Massachusetts East Providence, 
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During the month of May the Rhode Island jewelry indus- 
try will sponsor a series of exhibits of the latest Fall styles in 
jewelry. The show, in which hundreds of jewelry manufac- 
turers will display their new lines for the Fall, will take place 


in the Sheraton-Biltmore Hotel. 


Because our State, and particularly the City of Provi- 
dence, is the recognized jewelry center of the world, I should 
like you and your business associates to visit our State and 


view these fine creations. 


Spring is a beautiful time of the year in New England, 
and if you will avail yourself of the opportunity to visit Rhode 
Island for the jewelry shows, I am sure you will take advantage 
also of the fine recreational facilities offered by our com- 


munity. 


Hon. Dennis J. Roberts. 
Governor, State of Rhode Island 





Since the New England Manufacturing Jewelers’ and Silversmiths’ Association 


came into existence over 50 years ago, it has endeavored to be an asset to the 


industry as a whole. Here’s a brief record of its services and achievements. 


Res outgrowth of a baseball game between 
Providence and New York jewelry manufacturers back 
in 1882, the New England Manufacturing Jewelers’ & 
Silversmiths’ Association has through the years assumed 
more serious and consequential functions. 

An example is “Showing Week” for wholesalers to be 
staged at the Sheraton-Biltmore Hotel in Providence, 
May 1 to 8. Two such shows a year—conducted by the 
association’s showing division—round out an all-inclu- 
sive service to the manufacturer, services which have 
been expanded since the NEMJ&SA came into existence 
as successor to the Providence Jewelers’ Club in 1903. 

These special shows are an extension of a sales service 
in which the association has been active for many years. 
A buyers’ service, centralized in the association’s head- 
quarters, the periodical publication of a buyers’ guide 
and the maintenance of an appointment service for 


Exhibited throughout the United States, this ‘treasure chest" 


display of products (below) made by members of New England 


Manufacturing Jewelers’ and Silversmiths’ Association helped 


to celebrate the association's fiftieth year as corporation. 
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wholesalers are further aids provided by the association, 
all of which contribute to a smoother functioning indus. 
try, which in turn benefits the retail jeweler, in better 
prices, more attractive values and more up-to-the-minute 
styling. 

This well-rounded program has been largely respon. 
sible for the growth of its members and the association 
itself. The NEMJ&SA now has about 450 members, all 
of whom are either manufacturers or manufacturers’ 
suppliers. Geographically, members extend from New 
England to California, from Arizona to Minnesota, 
although the bulk of membership is centered in New 
England. 

In addition to its sales promotion work, the NEMJ&SA 
has aided manufacturers in the purchasing and procure- 
ment of raw materials, equipment and services and, 
through its engineering advice and counsel, has assisted 
numerous plants in their operational programs. 

Its assistance in purchasing has been most conspicuous 
during periods of national emergency. By practically 
commuting between Providence and Washington during 
such times, the association executives have been able to 
help manufacturers directly—and retailers indirectly— 
on such intricate problems as metals control, the inter- 
pretation of government orders, and by working in 
Washington for the best interests of the jewelry industry. 

Procurement activities have helped the manufacturer 
to better understand tariff regulations and to know 


% 


Part of the association's training programs is jewelry design. 
Above is a design student with an instructor, Miss Selma Katz. 




























by ARTHUR RESEIGH 


sources of findings, electroplating, soldering and enamel- 
ing services within the industry. 

Its fight in Washington—particularly in the World 
War II and Korean periods—resulted in improvement 
of metal supplies to the manufacturer and _ actually 
resulted in keeping many manufacturers in the industry 
from closing their doors. 

Another service rendered related to silver legislation. 
The NEMJ&SA was instrumental in having bills pre- 
sented in Congress and it assisted the manufacturer in 
interpreting the legislation. 

On gold regulation it worked closely with the U.S. 
Mint in an effort to have the legislation practical from 
the manufacturer’s point of view. 

The association has been a helpful factor in manufac- 
turer activities. It has undertaken wage surveys, indus- 
trial engineering programs, home work legislation, and 
worked on the holiday law in Rhode Island. Further- 
more, it has maintained a file of labor contracts, been 
active on minimum wage legislation on the national level 
and has been represented on several committees dealing 
with unemployment compensation in Rhode Island. 

Not to be overlooked are the training programs of the 
association. Only a few months ago it was instrumental 
in establishing a training program in design, tool making 
and electroplating in Central High School, Providence, 
in cooperation with the city’s education officials. Thirty 
people were initially selected from the industry for 





To increase workers’ skill, a course is given in electroplating. 
Here a student is shown drawing gold as fellow students observe. 
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The NEMJ&SA has served as liaison between the industry and radio 
and television. A recent telecast entitled "Jewelry Center of the 
World" was an industry endeavor promoting a jewelry style show. 


attendance at the classes. The objective is to increase 
the skills of jewelry workers. NEMJ&SA has also helped 
sponsor and publicize classes in the Rhode Island Uni- 
versity extension program and at the Rhode Island 
School of Design. | 

At the close of World War II it worked closely with 
several technical associations, the American Society for 
Metals and the American Electroplating Society, in spon- 
soring training for disabled war veterans. 

Another phase of its work has been in the field of 
metals research. This has been of recent years and has 
been marked by the periodical publication of reports on 
metals, processes and different devices that can be used 
by the jewelry industry. Its most recent activity has 
been the sponsoring of a study at the University of 
Rhode Island on metals and substitute metals. 

The association long has been interested in quality 
standards that have applied to the jewelry industry and 
which ultimately were adopted by the Federal Trade 
Commission. It was initially responsible for the stand- 


(Continued on next page) 























Still another important phase of this association's work is its 
Metals Research Program, designed to aid jewelry manufacturers. 
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Under the auspices of the NEMJ&SA, a style show and fashion 


clinic was held last October at the Sheraton-Biltmore Hotel. 


ards set up by the Federal Bureau of Standards for 
gold-filled, rolled-gold plate, silver and karat gold items. 

Work on sales promotion has taken two directions: 
one is the expanded emphasis on:selling itself; the other 
is a program aimed at enhancing the saleability of the 
product of the low and medium-priced jewelry manufac- 
turer. This is being done by staging fashion shows and 
alerting the manufacturer to fashion and color trends. 

In line with this, the association has assisted and co- 
sponsored exhibits of various kinds. An example was 
the association’s 50th anniversary Treasure Chest which 
promoted jewelry in various sections of the country 
last year. It has also arranged displays on request by 
schools, libraries and local chambers of commerce. 

It has served as liaison between the industry and radio 
and television. Its part has been to furnish talent, 
speakers, written speeches and research material for 
programs, some of which were presented nationally. 

The association’s overall program includes working 
closely with such groups as the Jewelers Board of Trade, 
the Silver Users Association, the Retail Jewelers Tax 
Committee, the U.S. Department of Labor, the Federal 
Trade Commission, the Tariff Commission, military pro- 
curement agencies, the Commerce Department, and the 
Treasury on matters of vital importance to the jewelry 
industry as a whole. 

While its primary function is largely associated with 
the business end of the industry, the social side has not 
been entirely neglected. Some examples of its social 
activities are fashion shows, golf tournaments and the 
annual banquet, which this year attracted 800 guests. 

But the prime objective during the past half century 
has been to assist the manufacturer where assistance 
counts the most—in a business way. In order to service 
him effectively, it believes it is necessary to maintain a 
very strong association which in turn should make for 
an alert and efficient industry. 

To accomplish this it has served the industry as a link 
with all other segments of the trade—retail and whole- 
sale trade associations, various manufacturers’ groups 
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(Photo courtesy of “Providence Sunday Journal’) 


Joe Lancor, phone in hand, assists in the association's buy- 
ers’ service to make business appointments for wholesalers. 
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Illustrated are a few samples of educational 
and informative literature prepared by NEMJ&SA. 


and with special industry committees such as the Jewelry 
Vigilance Committee and the Jewelry Industry Council. 

A summary of the outstanding achievements of this 
association through the years would include: 

(1) Helped to prevent undue competition from 
abroad. 

(2) Raised and made more uniform qualities for 
standards of merchandise and standards of doing busi- 
ness. 

(3) Through its efforts on metals control and war 

(Please turn to page 163) 
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This is a Harwood watchband . . .j it says so 
right on the band. But the voice of quality is not found in 


Watchbands 


the trade-name . . . it is found and heard in the perform- 
. ance of the product over a period of years. The prestige of 
i this “voice of quality” cannot be purchased. It must be 
won by craftsmanship and attention to each little detail. 
Harwood watchbands speak clearly and compellingly for 


themselves wherever they appear by appointment on 


Z be Lay America’s finest watches . . . they are quality ! 
a. g 


This is a Harwood Leading Lady Flexible. 


There are no other flexible bracelets with all of the quality 
features found in Leading Lady Flexibles. Harwood design- 
ers see to this, and Harwood craftsmen are continually 
guarding these features and adding new ones. Again, the 
most compelling sales story you'll hear will come from 


product performance. 


nant This is a Jack’N Jill Set. Little girls were born to 
jock nuily Sets | a shaadi > wear lockets and bracelets like the Jack’N Jill set illustrated 
Whi AEN . .. and the unusual ability of our designers to capture the 
charm of the children themselves in Jack’N Jill jewelry has 


kept this fine name at the top from coast to coast. 


See The Quality Famous Harwood Lines 
In The Sheraton-Biltmore, Rooms 604-606 
Market Week; May 9th-20th, Providence, R. I. 





MANUFACTURING COMPANY 


ProvipEence, R. I. 


CHICAGO NEW YORK LOS ANGELES MIDDLE WEST SOUTH CABLE 
Irvin Fenton Lou Jacobs Al Trachman Sig Horovitz Bill Richards ADDRESS 
Highland Pk. 580 5th Ave. 448 So. Hill St. Home Office Home Office Harwood 
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by WINIFRED PARKER 


Illustrations on this page: 


King size cuff links for men and boys in 
sterling silver by Blackinton & Co., No. 
Aitleboro, Mass., have engine-turned edge 
design and open space for engraving. The 
set is priced to retail at $10.00, F.T.lI. 


Modern, abstract shape in men's jewelry by 
Kreisler. Hand engraved in 14K gold over- 
lay. Cuff links are $6; the tie bar is $4: 
the complete set retails for $10, F.T.I. 


Opposite page, reading clock-wise: 


Two-strand uniform simulated pearl neck- 
lace by Deltah retails at $5.50. Matching 
button earrings are priced to sell for $1. 


Imperial Pearl Syndicate features a youth- 
ful gold-filled necklace in two-toned tex- 
tured gold effect with cultured pearls. It 
is priced to retail for $40.00, plus tax. 


Volupte's "Bagatelle" compact is a perfect 
accessory item for every bag. Face powder 
and lipstick are side by side in separate 
compartments. Compact is $8.00, Keystone. 


"Circlette" bracelet in fine filigree by 
Kreisler makes dainty graduation gift to 
a girl. Available in pink, yellow, and in 
white colors with “duble-Lock" and safety 
chain. It retails at $9.95, tax included. 


Pin ensemble with matching bracelet disc 
by B. A. Ballou comes with a filigree edge 
and open-space for engraving. In sterling 
silver or gold-filled. Bracelet complete 
with pin $8, each pin $5, retail plus tax. 


"Fragonard" by Trifari is a twin pin en- 
semble; matching necklace drop (not shown) 
detaches from snake chain to form a trio 
of matched pins. Necklace with drop $7.50, 
each pin is $5, earrings are $5, Keystone. 








TD sere’s no need to tell jewelers that silyer. 
ware is an obvious gift for sweet girl graduates, nor tha 
watches are favorite graduation gifts for both boys and 
girls. (Top favorite according to recent surveys.) There's 
no need to tell jewelers that rings sell readily as mementos 
for this important gift-giving occasion, nor that pen and 
pencil sets move out of stores in a satisfactory flow of 
sales. Parents and close relatives can be counted upon to 
respond to your advertising of this kind of merchandise. 
at this time of year, but to sell ever greater quantities, he 
sure to stress fashion interest to the hilt—especially the 
bright new color appea! in watches. 

There are many other people besides parents and rela. 
tives who will be looking for graduation gifts, and grad. 
uates like to exchange presents among themselves, And 
there are many kinds of jewelry store items that can be 
siven an extra selling push, at this time of year, by 
concentrating on the fashion angle. There’s a wealth of 
material to work with in current jewelry styles, and the 
price point of the promotions we are about to suggest 
will depend wholly upon your type of customers, because 
there is no price tag on fashion ideas. You can use the 
following suggestions to sell fine jewelry to doting grand. 
parents for graduation giving, or for selling inexpensive 
trinkets which youngsters may give to each other. 

Fashion, we should always remember, is overly im- 
portant to boys and girls who are just beginning to cast 
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... lor Graduation Selling | 


off the chrysalis of conformity and they are delighted With 
styles brushed with the glamour of the grown-up worl 

Jewelry manufacturers have successfully adapted the 
newest jewelry style trends to the teen-age level, as you 
will see by the accompanying photographs. Retail jewel. 
ers can profit by promoting these fashions in their adye. 
tising and at the point of sale. 

Style trends adapted for girl graduates: Pin Importang. 
is one of the big features of spring and summer fashions 
Pins are worn in smart ensemble groupings of 2’s and 3’; 
They sparkle on the hips of suit jackets, outline Wide 
sleeves on suits and coats, are worn at shoulder-blade 
level for a flash of back interest, highlight tiny waistline, 
and frame portrait necklines on summer frocks. Pin ep. 
sembles are created with matched pins; matched pin and 
earrings; matched pin and bracelet charms; matched pin 
and necklace drops. Almost all of this jewelry is “cop. 
vertible” in design which is a good selling point for 
teeners. Pin ensembles add up to fashion interest {o; 
girl graduates and plus sales for jewelers! 

Earrings continue as a leading fashion for women and 
come in copy-cat styling for teen-agers. Diminished jp 

(Please turn to page 140) 




















































Reading counter clock-wise: 





An array of teen-age jewelry by Coro, Inc., includes star pin 
and earrings of simulated pearls, wide bangle bracelet and o 
charm bracelet with perfume dispenser. Each piece $1, retail 


Tassels for teen-age glamour! A high fashion design by Walter 
Lampl in 1/20-12K gold-filled. Necklace is $9.00, the brace 
let is $7.00, and earrings, $9.50. The prices e@re Keystone. 








Anson, Inc., Providence, is introducing a wide variety of un- 
usual ladies cuff links and matching earring sets. There are 24 
sets available. Sets are priced to retail from $5 to $6.50. 





Flex-Let's new identification bracelet with room for 4 pic 
tures designed especially for teen-agers. Photographs can 
be of parents, friends, etc. Boy's model in white is $9.95, 
retail; yellow, $12.50; girl's models, $8.95—$9.95, plus tax. 
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1.000000 NEW CUSTOMERS 
THAT'S THE STORY OF 
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A perfect way to carry 


JUST A YEAR AGO Speidel first intro- their loved ones picture o , 
duced the Photo-ident. Coming just w/ IT’S AN | Ma md 
before Graduation, and backed by a IDENTIFICATION BRACELET q ews 


nationwide TV advertising program, se ey | 
it proved a bonanza for jewelers — VITSA : gt | ; 
a new source of income that was like PICTURE LOCKET A os 
Found Money. eM T | 


The Speidel PHOTO-IDENT — with its 
secret photo compartment —is a 
“natural” as a gift to boys and girls 
graduating from schools and col- 
leges. Starting in April, one of the 
country’s top ranking TV shows 
“Name That Tune’ will bring the 
story of the Speidel Photo-Ident to 
literally millions of consumers all 
over America. 


Take advantage of this opportunity to 
bring customers to your own store. 
Order the 6 piece Speidel Photo-Ident 
Unit from your distributor and with it Pay 
you get a full color dramatic window AN, 4 

display illustrated at the right. Espe- YIN : Make aS 
cially designed for Graduation gift BS : Ky | Woniery ak. 
business. Special Graduation mats— Wp i), “sn ge at) Graduation 
all free are tailored to your own iO inds y | oe 
promotions. TAM ee Gift 

















Order as a GD/6 Photo-Ident Unit 

Includes 3 Ladies’ Photo-Idents and 3 Men’s Photo-Idents. Complete 
display furnished free with this Unit. 

Your cost of GD/6 Unit... ccs eceeeeeceeeeee, $37.80 


138 THE JEWELERS’ CIRCULAR-KEYSTONE 














FOR JEWELERS OF AMERICA 


| sPEIDELS NEW IDENT 


PE NS On 


THEN ..he cared 


-» his loved one’s picture in his watch | Gu 


NOW he wears a handsome 
peidel PICTURE a 


vf ITS AN IDENTIFICATION BRACELET 
wv ITS A PICTURE LOCKET 
< wv ITS A WATCH BAND 











Order as a PB/6 Picture Watchband Unit 

Includes 6 Men’s Picture Watchbands (4 yellow—2 white). Complete 
display furnished free with this Unit. 

Your cost of PB/6 Unit. ...........00c cece cece $45.00 
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FOR 
FATHER’S DAY 


Nearly every Dad has a wrist watch 
—and there are over 22,000,000 
dads! And now —with the Speidel 
Picture Watchband — every dad can 
have the extra thrill of carrying pic- 
tures of his loved ones wherever he 
goes. 





There’s nothing in the world that’s 
more ‘‘on the beam” for Father’s Day 
gift giving. And Speidel makes it its 
job to prove to your customers. We'll 
do it with power-packed sales mes- 
sages on “Name That Tune’ — the 
nationwide TV program that has such 
terrific impact it moves a quarter of 
a million people to write us letters 
every week! We’re ready, too, with 
the FREE handsome, high-style win- 
dow display shown at the left. And 
we're helping some more with special 
Father’s Day mat ads that make this 
promotion your very own! 


Don’t let others move in and grab this 
business. Just call your Speidel Dis- 
tributor now and tell him to count 
you in. 














... lor Graduation Selling 


(From page 136) 


size of course, but flaunting equal fashion importance! 
Matched earrings and cuff-links are another good duo for 
fashion promotion. 

Bracelets by armfuls maintain their fashion importance 
and are a natural promotion for girl graduates. The 
choice in style is unlimited and covers every’ design 
imaginable. Rigid circlets, flexible styles, charm brace- 
lets, wide cuffs, and new long “necklace” bracelets to 
wind about the wrists—just like they’re doing in Paris! 

Style trends adapted for boy graduates: “King size” 
cuff links! Cuff links are now conversation pieces and 
come in a wonderful variety of imaginative designs. (We 
bet you'll have to share these jumbo designs with the 
fair sex! ) 

“Demi-size” tie bars and cuff links—newly small in 
size to complement brief pointed collars and slim ties. 

“Edwardian look” —watch chains to drape across 
vests, watch fobs, charras, and a variety of pocket watches! 

“Victorian” styling of jewelry—elegant and bolder in 
design! Jewelry in a wave of imaginative designs to give 
a bright accent to the feeling of tailored restraint in men’s 
clothing and dark, subdued clothing colors. 





Reading clock-wise: 


Matched pin and necklace pendant in sterling silver by Dane- 
craft, Inc., features “Ocean Spray" design. Pendant removes 
from hand-crafted necklace for pin ensemble. Necklace with 
pendant $15, pin is $5, and earrings $5, retail, plus tax. 


“Sir-Gram," brand new initial buckle by Swank, together with 
top grain cowhide belt, features embossed edging and Floren- 
tine finish; is available in several colors. Retails at $3.50. 


A complete line of vest fobs featuring six different designs 
using a durable woven mesh chain has been introduced by 
Anson, Inc., Providence, R. |. The fob is priced to retail for $5.00. 


Demi-sized jewelry by Swank is based on the Edwardian trend 
in men's wear. "Geometric," illustrated, is one in a series 
of interesting designs. A set is priced to retail for $6.00. 
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Like the star of any show, with those extra qualities that 
spell perfection, Van Dell Gold filled jewelry is the 
standout performer wherever it is shown. A new fall 
line, designed for current fashion trends,will be on dis- 
play at the Fall Jewelry show at the Sheraton-Biltmore 
Hotel in Providence, starting May 1. Look for America’s 
Finest Gold Filled Jewelry — for the first in fashion sales. 


VAN DELL CORPORATION e PROVIDENCE 3 ¢ R. |. _. . . THRU WHOLESALERS 
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by VIRGINIA DIXON 































E ASHION is big business these days and 
every jeweler is in the fashion business! He is wise if 
he uses the fashion angle to promote his diamonds, his 
watches, his china and glassware—and practically any 
of his other stock because they all have fashion appeal; 
but he really must use fashion to sell the increasingly 
popular non-precious jewelry which is quite rightfully 
being called “fashion jewelry” today. This particular 
: type of merchandise is no longer being sold simply as a 
substitute for more expensive pieces, but has achieved a 
standing in its own right—for good design, and high 





Silhouette cut-outs covered in fabric are excellent for displaying pins, necklaces and earrings. 


Displaying Fashion Jewelry ... 


Every retail jeweler is in the fashion business! It is natural, therefore, 
when displaying popular-priced jewelry to emphasize such selling points as 


good design, high styling and fashion appropriateness of the merchandise. 


styling at a reasonable price and finds a ready market 
among well-dressed women. 

Even those women who have precious jewelry enjoy 
wearing these smart new pieces which they can renew 
with each costume change. Although men are not quite 
so fickle in their costume accessory changes, there is an 
increasing demand for fashion jewelry for them—wel 
designed sets which enhance the gentleman’s tailoring a 
well as fulfill the utilitarian purpose for which it 3s 
designed. 


While the jeweler should be accustomed to using 













"Is your jewelry as up-to-date as your car?" 
is the theme of this suggested window display 
designed to appeal in particular to the men. 
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the “Jeweler’s Jewelry” Line for the ’54 Fall Season 


will be unveiled 


to your Wholesaler at the 


NEMJSA Showing 
May Ist thru 8th 
Sheraton-Biltmore, Prov. 
Room 816-818 











Authorized Anson Distributors will View the Great New Men’s 
Jewelry Line and Sales Promotional Plans Designed to Help You 
Move Anson Merchandise 





e Anson’s latest success . . . man-tailored fashion crea- 
ioy tions for the ladies 
ew . 
re ¢ Anson’‘s all new Men’s Jewelry . . . the best line ever 
a e Anson’s new dynamic gift packaging 


‘ ¢ Anson’s compelling Point-of-Sale Displays plus other 
merchandising aids 


¢ Anson’‘s great and concentrated advertising program. 

It will include Nat’l Magazines, such as “Life”, “Look”, 

a “Collier's”, and others. Nat’l TV Coverage, Nat’! Radio 
Coverage. All this activity to break during the fall 
season, and to be sustained to the end of the year. 






Get the Complete Anson Story 


Atter the Show from your Wholesaler. Jewelry for men 








] ANSON INCORPORATED, PROVIDENCE, R. I. 
| See “Crusade” advertisement #2 in this issue. EY: CRORE RE See 
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fashion promotion from time to time for all his merchan- 
dise, this fashion jewelry for both men and women calls 
for a concentrated attack of fashion knowledge. Price 
appeal is important, too, but this is almost always secon- 
dary to fashion appeal. The lady doesn’t buy a new lapel 
pin because it costs only a dollar ninety-eight, but 
because it adds smartness to her suit. She will go higher 
in price if necessary to get a pin that exactly pleases her 
—or she may buy two inexpensive ones if she likes them 
both—but she won’t buy any no matter how inexpen- 
sive if she does not consider them fashion-right and 
suitab!e for her costume. 


TIE-IN WITH FASHION MAGAZINES 


So be sure to show prices—but first of all give the 
display variety, smartness and a fashion feeling. Fashion 
magazines and the fashion sections of women’s maga- 
zines can be useful not only in giving you ideas for these 
displays, but to be actually used as a part of the display. 
Especially feature any reference to the wearing of jewelry 
or any pictures showing jewelry accessories. Use lengths 
of dress and suit fabrics either draped or as covering for 
display pads or silhouette cut-outs against which jewelry 
pieces are shown. Miniature fashion mannikins are also 
excellent for these displays. Last year’s bride mannikin 
can frequently be given an up-to-date street or evening 
costume by someone clever with a needle. 

Fashion jewelry displays can quite properly be more 
crowded with merchandise than would be fitting for 
precious jewelry, especially since the idea of wide variety 
of choice is to be emphasized, but the crowding needn't 
be overdone. By grouping the pieces in ensembles and 
arranging the groups in an orderly pattern, a consider- 
able amount of merchandise can be shown without an 
appearance of confusion. Showing some pieces in boxes 
and using small gift-wrapped packages suggests the idea 
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Rectangular fabric-covered pads are perfect for displaying jewelry ensembles. 











MATERIALS NEEDED TO ASSEMBLE THESE DISPLAY$§ 


Material 
Sketch A 


Silhouette cut-outs 
Fabric for covering cut-outs 


Fabric for drapery 
Festoon rings 
Copy card 


Sketch B 
Display pads 
Fabric for covering pads 


Mannikin 


Copy scroll 
Sketch C 


Illustration of automobile 

Frame and ramp units 

Paper or fabric for covering 
units 

Copy cards 


ee 


Source 


Make in store 
Department store— 
dress goods 
Department store— 
dress goods 
Department store— 
Drapery, hardware 
Show card writer 





Make in store 

Department store— 
dress goods 

Redress old mannikin 
or get from display 
supply house 

Show card writer 


Automobile dealer 
Make in store 
Display supply house 


Show card writer 





of fashion jewelry as gift items. The gift idea is one 
that should be emphasized with this merchandise. 

To be successful in fashion jewelry promotion, it is 
important to build a reputation for always having the 
largest and latest selection of merchandise which makes 
continuous and consistent display very necessary. Since 
it is generally not possible to devote an entire window to 
fashion jewelry at all times, it would be well to set aside 
a small spot arrangement that could be used continuously 
for fashion jewelry and that would be changed fre 

(Please turn to page 162) 
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Wistasiases Sac: these fee aren Why not promote a line that is always busy? Religious 


tions and a complete range of 


others at the N.E.M.J.S.A. Show, jewelry knows no ''slack'' season . . . its your best in- 


Sheraton-Biltmore Hotel, Provi- 


dence, May 1-20th. surance against sales slumps! 


THE CATAMORE COMPANY 


231 PINE STREET. PROVIDENCE 3, R. I. 
ROSARIES 
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by A. W. LEWIN 











THE WHOLESALER 


THE RETAILER’S BUYER 


(A. W. Lewin is President of Lewin, Williams & Saylor, Inc., well-known ad- 
vertising agency that has served a number of prominent jewelry advertisers 







plays a strategic role as 





ee, | 


for many years. The firm is also advertising counsel for The National Whole- 
sale Jewelers’ Association.) 


i WAS talking recently to the head of an im- 
portant jewelry wholesale house. This gentleman is 
noted for his sound views and made an observation that 
registered with me. 

“The wholesalers’ salesmen cover their territories re- 
peatedly,” he said. “They and their retail customers get 
to know each other pretty intimately. In most cases, 
they work together on a very friendly basis. But once 
in a while they run across a jeweler who wonders how 
the wholesaler serves in the picture of retail jewelry 
distribution.” 

The pity is that a retailer can be profiting by whole- 
salers’ services which are of great value to him, and yet 
fail to appreciate how and why he is obtaining them. 
Therefore, not recognizing them, he cannot capitalize on 
them as he should. 

A case in point is the service about to be performed 
by hundreds of wholesalers. 

At great expense in time and money, wholesalers from 
all over the country will converge on Providence, R. I., 
during the period beginning May 1. At this time the 
curtain will go up on three “Wholesale Jewelry Market 
Weeks,” initiated by the opening week sponsored by the 
NEMJ & SA. 

Here the wholesalers will be performing a task of in- 
spection, selection and buying which every jeweler would 
like to do himself, but which virtually none could afford. 
(The market weeks referred to are limited to whole- 
salers. ) 


The wholesaler will study some 400 different lines 
exhibited during the three weeks of the show. His 
knowledge of style trends, markets, and business pros- 
pects will guide him in the type of goods selected and the 
quantities purchased. Each wholesaler, in applying his 
skill in these respects, will be actually acting for the 
retailer, weeding out the offerings and determining the 
quantities needed to provide his jewelers with enough 
(and not too much) of each item, when he needs them 
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locally for fall business. Thus the jeweler has the benefit 
of an expert screening of manufacturers’ offerings before 
he is called upon to pick from the wholesaler’s selection 
in the quantities he needs—of each item. 

The importance of this quantity factor is plainly evi- 
dent from the following material for which I am indebted 
to Mr. Theodore Gorenflo, Jr., of The Gorenflo Com. 
pany, wholesalers of Detroit, Michigan. He made an 
analysis of seven typical retailer orders which were 
handled by The Gorenflo Company. In these seven or- 
ders placed with his firm by jewelry retailers: 


one had 13 entries with 7 of them for one unit each 
99 99 ll 99 99 10 99 99 99 99 99 99 
99 99 13 99 99 10 99 99 99 99 939 99 
399 99 41 99 39 30 99 99 99 99 99 99 


99 99 10 99 99 B 99 99 39 99 99 99 
99 99 12 99 99 9 99 99 99 99 99 99 


99 99 4, 99 99 4, 99 99 99 99 399 99 


These are actual case histories which demonstrate one 
of the basic values delivered by the wholesaler as a mat- 
ter of accepted fact (too seldom recognized or appre 
ciated) which is of inestimable value to the retailer he 
serves. 

The benefits accruing from just this one service of the 
wholesaler are too many to enumerate here, but they 
are real and they have a direct bearing on the profits of 
the retailer. 

Therefore, retailers should remember that their whole- 
salers will be in Providence during May selecting new 
items about which they should inquire of their whole- 
salers on the following trip. 

The Wholesalers Buying Weeks in Providence are at 
exciting example of cooperation between manufacturers, 
wholesalers and retailers, each using their facilities, most 
effectively, in order to provide more efficient distribu- 
tion of better jewelry to the American public. 
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Carl-Art offe 

a wide and extensive variety 

of Charms — all sorts ¢ 

triguing designs — many me 

able — in Sterling Silver and 

14K. Most of the better 

wholesalers can fill your 

orders promptly. — 

Carl-Art presents with pride = 

‘an unusually exquisite line of :. = . 

Néck Pieces, Brooches, Ear- = 

rings and Bracelets. Many in 

Matching Sets, Distinguished 

for exclusive styling and su- 

perb craftsmanship. Be sure 

to see the complete lines at 

the N.E.M.J.A.&5.A. Showing 
at Sheraton-Biltmore 
Providence, R. |. 

May Ist through May 8th. 


JEWELRY SHOWING DIVISION 
: | 


THROUGH 
WHOLESALERS 
EXCLUSIVELY 


CEEKEEKKEE EEK EEK ELE EE EK EEK EE EEL EEL EL ELL ELK LEK 


CARL-A RT, TH+ 


PROVIDENCE 3, RHODE ISLAND 
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New Customers will come to 
your dtore to dee.... 


A new men’s line — designed and packaged exclusively 
for the Jewelers. It’s called “Jewelers Touch” men’s 
jewelry — and it’s fashioned after more costly gold 

filled and solid gold pieces but for you to 


sell at a popular price. 


Don’t forget the traditionally fine Hayward gold, 
gold filled and sterling pieces too — there just 
isn’t a finer line anywhere. 


Hayward for Cuff Links — Tie Slides — Buckles 


Zor Spring and Fall Sales 


Look — a beautiful new selection of 


popular priced antique reproduction 
tubular bracelets to round out the 
Hayward line of fine jewelry for 

the ladies. 


Unmatched in Quality 

Religious jewelry artistically designed for those who 
want the finest — this new Hayward line will give you a 
handsome selection to offer. More and more of 


your customers will be looking to you for their 


religious jewelry needs. 





Ask your Wholesaler to show you all the 
NEW Hayward offerings for ‘54 sales. 
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THE GREATEST CHARM LINE 
OF THE YEAR! 
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Member of 


Display complete with 40 different gold filled, 


cultured pearl charms and 10 gold filled bracelets. 


Charles Kiothman ©o., 


72 CLIFFORD STREET PROVIDENCE 3, R. I. 












































































in COSTUME JEWELRY 
For: 


% SERVICE As You Want 









* QUALITY As You Like 
* PRICED To Sell 

%* DELIVERY As Promised 
| *% ORIGINAL CREATIONS 


* RETAIL AND 
CONSUMER ACCEPTANCE 


See the Big ~ Line e NEMJSA Show e May Ist thru 8the Room 510, Sheraton-Biltmore 










W/E JEWELS 


861 BROAD ST. © PROVIDENCE 7, R. I. 
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A. Micallef & Co.ine. 


PROVIDENCE 


g PINE STREET 


© 


| CROWN 
' HOTEL & 


ESTABLISHED i219 


A. Micallef € Co. ince. 


L988 PINE STREET 
PROVIDENCE © RHODE ISLANE 























BDA 


extends to the 
Jewelry 
Wholesale 
Distributors 

a most cordial 
Welcome... 


to the big 
NEMJSA 
Showing 
May Ist 
thru 8th 


SHERATON- 
BILTMORE 
PROVIDENCE 
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BuDLONGDOCHERTY& ARMSTRONG 


INCORPORATED 
) 


100 SOUTH STREET © PROVIDENCE 3, R. I. 


‘ FRANK R. BUDLONG EDGAR M. DOCHERTY GEORGE A. ARMSTRONG 
CY SLOCUM AL G. BENARD FRED A. HALLER 








10K GOLD RINGS and JEWELRY THROUGH BDA WHOLESALE DISTRIBUTORS ONLY 
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No. C/1045 
shown here 








DON’T MISS 
THE NEWEST GOLD-FILLED PICTURE FRAMES — 
OF THE NEW RATTLES — TEETHING RINGS 


AT THE SHOW 


In Rooms 812 and 814 Cheever-Tweedy will be showing combinations of Cee-Tee baby 
lockets, bracelets, and crosses with NEW gold filled picture frames, teething rings, and 
rattles. These double and triple sets of non-tarnish G.F. items are designed to gain for 
jewelers their share of gift business based on the record birth rates of recent years. 


Gift boxed, from $8.00 up. Through wholesale trade only. 


HEEVER-TWEEDY & CO., Ine. 
NORTH ATTLEBORO, MASS. Since 1880 
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want a peek 


at Anthony’s 


Panis Portfolio’ 


It will be WIDE OPEN at the Show 


It’s busting at the seams with new, sparkling 





imported design creations, just chock full 

of top flight continental styles that will 

storm the American market. Only Anthony has it; 
we're being cozy, careful and extra cautious, 
keeping everything under wraps until you ask 

to see our line at the Show. This is an 


Anthony exclusive, absolutely not available 





anywhere else in the trade. 

You MUST SEE this revolutionary new approach 
to costume jewelry styling. It’s impossible 

to describe; all the superlatives in any 

language just can’t do justice. Your key to 

this Portfolio lies in an appointment with us 


in rooms 609 and 611 Sheraton-Biltmore Providence 


or at our factory show rooms. 


Selling through leading Wholesalers ONLY. 


Van 


Ce es 7-4 O NS 





50 Aleppo Street, Providence 9, R. I. 


THE JEWELERS’ CIRCULAR-KEYSTONE 


154 











<i this tiny Trade Mark 
means 92 years of progressive 


ring manufacturing 
leadersiip . 
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We guard our reputation carefully be- 


7 . 
= — 


cause nothing is more important to us than 
making certain that whenever you feature 
the C & C trade mark you can be confident 
in knowing that almost a century of qual- 
ity, design, and craftsmanship is behind 
you 100%. 


Wholesclers: 


Feature the line of rings you can depend on for 
full profits, new designs, and quality. See the new 
C & C line at the Jewelry Show, May Ist through 
8th. 


Retailer: 


. | Ask your wholesaler to show you the complete line 

2302/1 | \ sof _ Rolled Gold Plate, Gold Filled, and Sterling 

a C & C rings. There is a surprise in store for you if 
you haven’t seen our new line. 


CLARK & COOMBS CO. 


162 CLIFFORD STREET 


Manufacturing Quality Rings Since 1862 
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A CARNER ORIGINAL 
Metal and Pearl 
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You'll see them in Room 804—806 
at the NEMJSA Show 
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A CARNER ORIGINAL 
4 Metal and Rhinestone 
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Full line of Drops, Buttons and Showers - 
in the beautiful Carner finish 
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Manufacturing Jewelers 


D. R Corner Co., Inc. an 
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106 HOSPITAL STREET, PROVIDENCE 3, R.1. A CARNER ORIGINAL 
Metal 
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HE ORIGINAL and FASTEST GROWING LINE 

OF TAILORED COSTUME JEWELRY ...... 

created and packaged exclusively 
for the retail jeweler 








with the famous guaranteed 


TING FINISH 


sensationally new . . . lightweight... . 
permanently finished high lustre in gold, 
silver plus assorted colors. 


DON’T MISS OUR NOVEL 
“TIE-IN WITH TARA” 


OFFER THE ENTIRE TARA LINE OF NEW 
Ask us tear FALL 1954 STYLES WILL BE ON 
° DISPLAY AT THE N.E.M.J.S.A. SHOW 
tails when 
de — MAY Ist thru 8th 


you visit us SHERATON-BILTMORE HOTEL — PROVIDENCE 
at the Show 


FOR APRIL, 1954 





akhowdt 1851-1954 


For over a century the Top Line in Baby 





and Misses quality jewelry with ll 
leading Wholesalers and Retailers the 
Country over. 


THE H. F. BARROWS CO. 


NORTH ATTLEBORO, MASSACHUSETTS 


New 
“Rosary Ident" 


Come in and see the 
new “Rosary Ident” at 
the Jewelry Show. 


Photo Idents, Men's ‘ & 
and Ladies’ Jewelry. 


ORIGINAL 7 
CARMEN BRACELET 4 


Briggs, Bates & Bacon Co. 
ATTLEBORO, MASS. 





JEWELRY for MEN 











FINE QUALITY 
STYLED TO SELL 
YOUR LINE FOR THIS FALL 
ON DISPLAY IN ROOM 823 


DOLAN & BULLOCK CO. 


FINBERG 


10K Gold Rings—Signets in- 
cluding Gent's sizes 


10K Lockets 


Gold Filled Lockets and 


e 10K Gold and GF. 
Bracelets 


Earrings 


Sets of Earrings and Neck- 
laces in 10K Gold 


Attleboro, Mass. 


e 10K Gold Rings for 
Baby, Miss, Ladies 


FINBERG MFG. CO. 


YOUR DISTINCTIVE COSTUNE 


LINE for THIS FALL... 


WILL BE SHOWN IN ROOMS 509 & 511 
SHERATON-BILTMORE 
MAY 1st thru 8th 


FRANCINE, INC. 


166 DOYLE AVE., PROVIDENCE, R. I. 





“> SPECIALIZING in EARRINGS| 
for PIERCED EARS | 





including HOOP EARRINGS 


IN K.G.P., 10K and I4K GOLD 


sain | “RL. GRIFFITH € SOM 
MAY Company | 
Ist thru EsT'D 1879 INCORPORATEO 107 
8th PROVIDENCE, R. I. | 


WE'LL BE 








—.. OUR 75TH ANNIVERSARY YEAR {| 








IMPERIAL 


The Costume Line with Sales Appeal Desigt 


WILL BE SHOWN IN 
Room 725 & 727 Sheraton-Biltmore, May Ist thru &t 


WE'LL BE LOOKING FOR YOU 


IMPERIAL PEARL CO., INC 


7 BEVERLY ST., PROVIDENCE, R. I. : 
JACK GLICK © ALBERT MARCELLO @ ALFRED MARCEL 





OFFERING 


A COMPLETE NEW FALL LINE 
of ORIGINAL CREATIONS 


in TAILORED JEWELRY 


Mano Hewels ’ Ses 


40 CLIFFORD ST. PROVIDENCE, R. I. DEXTER |-til 
LARRY DEL RICCO 


ROOMS 718 & 717 
SHERATON-BILTMCRE HARRY PAOLINO 
MAY 1st thru 8th HARRY MEYER 











See "Photo-Links" 
By 


PITMAN & KEELER 
ROOM 636 
Don't miss this FIRST 


and other new items. 
YOUR HOSTS 
Arthur C. “Artie’’ McGie 
Arthur "Pat'' Patterson 
Lawrence P. "Pert'' Keeler 





will be glad to see you and show you our 
complete line. 


1954 


a LINE 


AT THE JEWELRY SHOW 


Ripley & Gowen Co., Inc. 
ATTLEBORO, MASSACHUSETTS — 








MR. WHOLESALER: 


You are cordially invited to Preview and 
Inspect the most attractive line of Gold 
Rings we've ever created. 
We'll be in Room 604 
SHERATON-BILTMORE at the 
BIG JEWELRY SHOWING, 
MAY Ist thru 8th 


THE SAMSAN COMPANY 


158 PINE ST., PROVIDENCE, R. I. 


PASCO SAMMARTINO HOWARD SEEBECK 
ANTHONY SANCHIRICO HARRY MITCHELL 








STURDY 
GOLD FILLED JEWELRY 


Rooms 616 and 618 


Don't miss our NEW items at $20.00 per dozen. 


J. F. STURDY'S SONS CO. 
Attleboro Falls, Mass. 


Gold Colored ALUMINUM JEWELRY 


See the spectacular aluminum 
NEW numbers in the Paul Carver line 
manufactured and guaranteed by 


J. F. Sturdy’s Sons Co., Attleboro Falls, Mass. 
ROOMS 616 & 618 


O > ie 


Do You Know 


New Life Has Been Added to 


White Mig. c. Gao. 


Showing a general line of high styled gold filled 
fashion jewelry at the Providence Jewelry Show 
May Ist through May 8th. Be sure to come in to see 
us—there is a surprise in store for you. 


ROOM 638 


WHITE MFG. CO., INC., North AHleboro, Mass. 
Lawrence M. Bayan — Graham W. White 





Come fo see: 


WRIGHT MFG. CO. 


Originators of the popular dollar retail cloisonne 
jewelry. 


THE HUDSON CO. INC. 


Showing a new outstanding costume line. 


S. O. BIGNEY CO. 


NORTH ATTLEBORO e MASSACHUSETTS 


The highlights of the 


Wholesale Buyers Market 


will be featured in the June issue 


of Jewelers Circular-Keystone 


which issue will be distributed at 
the National Wholesale Jewelers 


Association Convention 
Edgewater Beach Hotel Chicago June 2-3-4 





SUITE 709 - 711 ¢ PROV. SHERATON - BILTMORE HOTEL © MAY 1 - 8 
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THE METALART COMPANY 


ART 365 EDDY STREET PROVIDENCE 3, R. I. 




















Manufacturers of Truli-Fine Jewelry Creations 


~~ 
WELCOME, MR. WHOLESALER! 


See our complete line of 


GOLD FILLED, STERLING & 10 KT. GOLD JEWELRY 


at the N.E.M.J. & S$. SHOW 
Sheraton-Biltmore Hotel, May 1-8 


_ Als QON COMPANY, INC. 


86 WEST EXCHANGE ST. PROVIDENCE, R. I. 





The Line that Is Priced Right for Volume Sales. 





MANUFACTURING SALES ASSOCIATION SHOW, MAY 9-20 
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Key Reel zips in and out FAST, §@ Bobby Pin Box 14 kt. gold 





Travel Brush, strong bristles, Reel Pencil, reel it 





safety catch for keys. 





lock it, reel it in. 





attractive Snap Back cover. plated, spring pop-up cover. 


a 
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‘% a sell-out wherever it is displayed. 


> 





&. Smartly designed — 14 kt. gold 


eo 





plated finish, sturdy metal jacket. 





z Zips to the letter of 





A .4 





one’s choice on pages ruled 





and alphabetically arranged — 


$1.00 retail, no federal tax 
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Here’s the Hottest Line of Profit Makers <EVER! 


Nationally advertised, modern packaging, newspaper mats, 


A functional file type index. 





>» 


direct mail stuffers, and smart point of purchase displays 
make the Petite American Personals the most completely 
promoted and merchandised line of gadgets available. 


Order a complete assortment today — Thru Your Wholesaler 


See it at the May Shows or at our factory 


tite American 


FASHIONED PERSONALS 





_ . * 
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American Manufacturing Company * Park Ave. at Wellington * Cranston, Rhode Island 
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Displaying Fashion Jewelry 
(From page 144) 


quently. Get people in the habit of looking in that spot 
for the newest pieces. A similar small display inside 
the store is also a good idea. 

Silhouette cut-outs of head and shoulders covered in 
fabric serve excellently to display pin and earring and 
necklace and earring sets. A number of these cut-outs 
covered in contrasting colors of fabric make a dramatic 
arrangement for a full window display as shown in 
sketch A. They can also be used individually for spot 
displays. In the large window, the cut-outs are supported 
on rectangular elevations or easeled panels of varying 
heights covered in matching fabric. A drapery of soft 
fabric hangs against the background. Additional jewelry 
is pinned to the elevations or the panels and laid on the 
window floor. A copy card is pinned against the fabric 
drapery. A simple pattern can be used for cutting out the 
silhouettes. reversing it for the two sides of the window. 
Heavy cardboard or beaverboard can be used and lightly 
padded under the fabric covering to make it easier to 
pin on the jewelry. Dress fabrics may be used for cover- 
ing or velvet or velveteen may be used if preferred. Half 
the units might be covered in white and half in black— 
or any other combination of contrasting colors. The 
fabric drape should carry out the color scheme of the 
silhouettes. 

Rectangular fabric covered pads display ensembles of 
jewelry in window sketch B with a small fashion manni- 
kin to give personality to the arrangement. Mannikin 








and pads are arranged on window steps with other 
jewelry in gift boxes. A few small gift wrapped pack. 
ages are scattered here and ihere. Decorative stars may 
be scattered across the background. Velvet may be used 
for covering the square pads, but the fashion emphasis 
will be greater if dress fabrics are used. The same fabric 
in different colors, or a variety of fabrics to suit different 
types of jewelry would give interest, but care must be 
taken that the arrangement does not become confused. 
Choose colors that are harmonious and avoid materials 
with many different patterns. The little mannikin should 
be wearing jewelry, of course . . . if possible, miniature 
pieces in proper scale. Some ingenuity and a variety of 
colored beads can usually produce some quite effective 
miniature jewelry. 


Since men do not react as readily as the ladies to 
obvious fashion appeal, some other interest may be called 
on for attention value. A large illustration of a handsome 
new automobile # used in Sketch C as an eye-catcher 
with the copy theme “Is your Jewelry as up-to-date as 
your Car?” Sporting events, hunting, fishing, boating 
and many other masculine interests can be called on to 
supply themes for men’s jewelry display. Rectangular 
frames with small ramps extending from them serve as 
display units for the jewelry in this window. The 
enlarged photograph or poster of the car is framed to 
match the display units. One of your local automobile 
dealers should be willing to supply the picture in return 
for a credit line. Identifying copy cards are tacked to 
the corners of each frame. Color scheme should be con- 
servatively masculine. 











Hlunning New Designs for ‘D4 by 


WO 
In tune with the latest tastes We 
and preferences . . . perfectly of 
constructed . . . and competi- 


tively priced for volume sales! 

















Daintily slim and trim, with em- Rugged and masculine. Available with Companion piece to the ‘‘Foto- 
bossed,. three-tone hand engraved, Rhodium or Hamilton gold plated Dente’’, and available in the same 
and stone-set heart centers. Hinged, fronts, stanless steel backs. With finishes. Attachments to fit a 
spring-chain construction. Hamilton S-link expansion band, gift boxed, watches. With S-link expansion band, 
gold plated finish. Gift boxed. $4.50. gift boxed, $3.75. 





Stone-Set, $6.75; Three-Tone, $6.75 
Embossed, 35.25 








The Folo-Den® 


for LADIES 








The Fe 





The above are also available with these link designs at no added cost: 





fo-Dente js e Foleo Pande \ 


for MEN St 

















ALTERNATING 
CARVED PLAIN DOMED 
LINKS AND CARVED 
LINKS 














12K Gold Filled Bracelet and 
Plaque, $6.75; In Hamilton Gold 
Plated, $6.00; With Sterling Sil- 
ver Bracelet and Plaque,$6.75. 


Fashionable, tapered design, with 
slender expansion band of heart 
or plain links with stainless steel 


backs. Gift boxed. With 1/20- 
Man ufactur (ng Jewelers Since 1933 


EASTERN OFFICE 
Open — Awaiting 
Appointment of 
Representative 


PRICES KEYSTONE % SOLD THROUGH WHOLESALERS ONLY 
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See the complete 1954 Hall of Providence 
line at the NEMJSA Convention, May | to 
8, Room 628, Sheraton-Biltmore Hotel, 
Providence. 


PACIFIC COAST OFFICE 
Harry Diamond 
215 West Sth Street 
Los Angeles 13, Cal. 


MID-WEST OFFICE 
Albert N. Davis 

29 East Madison Street 
Chicago 3, Ill. 


J.M. HALL COMPANY x 85 SPRAGUE ST., PROVIDENCE 7, R.l. 
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A Half Century of Service 
(From page 132) 


work kept the industry in existence and thriving during 
periods of national emergency; also, through work with 
control agencies assisted in a rapid and profitable transi- 
tion of production from peace to war and from war to 


eace. 
; (4) Assisted the jewelry industry by minimizing its 
seasonal slumps, both by promoting sales of jewelry at 
periods other than Christmas and by stabilizing labor 
conditions and furnishing information on labor and 
fashion. 

(5) Promoted and helped establish Rhode Island and 
southeastern Massachusetts as the “Jewelry Center of 
the World.” 

The association has also been an active participant in 
jewelry industry endeavors to eliminate the 20 per cent 
excise tax. 

The New England Manufacturing Jewelers’ & Silver- 
smiths’ Association has gained a national reputation for 
its activities on behalf of low and medium-priced jewelry 
manufacturers. It is ready to make the next 50 years 
even more beneficial to the jewelry industry. 





Additional Exhibitors for NEMJ&SA 


Jewelry Showing 


(See page 128D for other exhibitors ) 
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RARRINURIPS 








KEARRINURIPS 


INCREASE YOUR EARRING SALES 





Stop losing earring sales to customers 
who resist because they object to 
either clip or screw backs. 

EarrinGrips applied to any mounting 
give complete comfort and security. 
So, you sell more earrings and sell a 
companion product at the same time 
with very little added effort. 


KEARRINURIPS 


TARE THE -GRIFG OF Ge 
EARRING CUSTOMERS 











Smiling, satisfied customers are 
your best advertisement. And 
every gal loves earrings .. . 
welcomes the comfort-giving 
security of EarrinGrips. They 
make it a pleasure to wear ear- 
rings ... assure a firm fit with- 
out painful pressure. 


EARRINURIPS 


RELIEVE PRESSURE +» PREVENT SLIPPING 








Here's a product that does what it 
| was designed to do! EarrinGrips 
) } assure genuine comfort and security 
to every earring 
customer ... on 
either clips or 
screw-backs. 


EarrinGrips 
cover screws 





EarrinGrips 
fit over clips 


EVERY TIME 





2 SALES INSTEAD OF 1] 





Check your stock of EarrinGrips today! If you're 

one of the few who do not handle them, we offer 

— shipment plus these sales-making dealer 

aids... 

e DEMONSTRATION SETS e AD MATS 

e DUMMY DISPLAY PACKAGES e STATEMENT ENCLOSURES 
e ATTRACTIVE COUNTER OR WINDOW CARD 


DORSAY PRODUCTS 


ISI9 Broadway, New York 23, N. Y. 















WATCHES 





BEBER ERB. FOR 
RBREE REE 


RSE > et 
gener CREE FERS 


ect aa AML EE TODAS 


BPI el OOP 





This watch display was designed to appeal to customers who buy brand name watches. 


EEE cea 


A jeweler’s experiment proves... 


Watch Customers are ‘Brand-Conscious’ 


A LTHOUGH taking emphasis away from 
brands in watch merchandising and placing it instead on 
the store name may benefit jewelers under special cir- 
cumstances, we have determined here at Armstrong’s that 
“sticking to brands all the way” will pay the most con- 
sistently profitable results. 

Our belief is based upon experience gained in both 
types of promotion. Experimentally, we attempted to 
sell the store name rather than the watch brand name, 
and gave the system adequate time to insure a fair trial. 
Results were largely as we expected. Though some cus- 
tomers are likely to be interested in a watch on its eye 
appeal plus store guarantee, by far the majority are 
“brands conscious” and will continue to remain that way. 

Since that experience several years ago, we have de- 
liberately built our entire watch merchandising program 
on the fact that we carry ten of the nation’s best known 
watch lines, and constantly hammer the fact home in 
every form of advertising. All of our window displays, 
for example, feature the ten watch brand inventory, no 
matter what the basic display theme may be, and every 
radio spot brings in the fact at least twice. We devote 
at least twice as much display space within the store to 
watches, as compared with our competitors, and here 
again, the reason is simply to show the prospect a com- 
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by ROBERT ARMSTRONG 
Waco, Texas, Jeweler 


(As told to Robert Latimer) 


plete choice in each of the ten manufacturer’s lines rep. 
resented. We believe that the size of our watch brand 
selection is well known to most Waco residents, and 
therefore that we will be recommended to newcomers, 
to gift purchasers, or others who have no preconceived 
notions on where to buy. 

One of the most important factors in building up such 
a reputation is the consistency with which our watch 
brands appear in window display. No matter whether 
the display planned is large or small, there must be sev 
eral samples of each brand involved. Since our windows 
are not large, and follow the “gallery” type, with a long 
row of small windows on either side of the store, it has 
often been difficult to accomplish this wide choice and 
still present an eye appealing window. Nevertheless, 
there must be several watches from our lowest-price 
line, as well as the most expensive, to catch interest. 

For example, in a typical, non-seasonal watch window, 
of the type we use whenever there is no particular stres 
on other items, we give brands immediate emphasis willl 

(Please turn to page 166) 
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es-maker' 


It’s terrific! 





Every 
teen-ager 
wants one!!! 


The hottest 
teen-age 


Here’s sure-fire, gift item in 
immediate sales! : ia | Americal?! 
This powerful, bb » | a Cash in on 
colorful, vas a “8 te ie ’ e by mounting 
appealing ye > , demand and 


MERCHANDISE ~~ % GRADUATION 
DISPLAY... —__———__ business!!! 


CREATE SALES: 


ORDER 
Fi a with your TODay; 


minimum order of 6 Picture Album Idents: FLEX-LET 580 Fifth Avenue, New York 36, N. Y. 
Rush FREE full-color Ident Display and: 


No. 385 No. 360 
No. 395_______No. 365 


EE 


ADDRESS_____ 
$72 7OIL. 
you cet... $72.70 i _gtaTE 


CITY mand 
YOUR COST, ONLY. . 927.25 
a Aare ee ee See 
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Famous Diamonds of the World 
DARYA-I-NUR 


The “Sea of Light,” a gem of the utmost clarity weigh- 
ing 186 carats, is reputed to have been one of the eyes 
of the famous Peacock Throne of the Moguls. It was 
carried off to Persia by Nadir Shah, a humbly-born 
maker of sheepskin clothing turned warrior, who plun- 


dered Delhi in 1739. 





a a € 
-}- 


= hers =. 


KAR artis 
o< Teas 


> 
4 





The Darya-i-Nur and another diamond called the Taj- 
e-Mah (“Crown of the Moon”) which weighs 146 carats, 
are set in a pair of bracelets said to be worth four mil- 
lion dollars. The Taj-e-Mah is Indian cut, in rosette 
form, and was also part of Nadir Shah’s loot in 1739. 
Sir John Malcolm, the English diplomat and admin- 
istrator, who saw both of the bracelet stones in 1827, 
the year he became Governor of Bombay, reported that 
the Darya-i-Nur had the finest luster of any diamond 
in the world. 

Then in 1851, according to the official catalog of the 
Great Exhibition at the Crystal Palace in London that 
year, the gem was displayed among the jewelry in the 
Indian section. It was shown in an armlet with ten other 
diamonds around it. 





Watch Customers... 


(From page 164) 


a poster-type sign. Hand lettered by an artist on a white 
background, the sign asks “Which Watch Name Do You 
Prefer?” This is followed by the statement “At Arm- 
strong’s, You'll find the Watch to suit your Taste... 
at a price to suit your Budget.” Below, on two levels 
formed by draping black velvet over plywood steps, are 
the top watch lines carried in stock, all in their cases, 
while the space problem is solved in the window by show- 
ing eight other brands simply laid out on the window 
floor. 

Other window displays are wrapped around the slogan 
“Name Your Brand” or “Watch Time is Armstrong 
Time.” Occasionally we show a fine imported clock 
along with the watch display because of the potent draw- 


166 


ing power of beautiful gift clocks. For the most part, 
however, the accent is on the wide choice of watch brands 
involved. 

Within the store, the two oversize counter cases which 
display the watch stock are actually divided up into tep 
“Zones” each of which bears only the products of one 
manufacturer. We switch locations from time to time, 
to prevent any staleness, and often deliberately place the 
lower priced watches alongside the top bracket models, 
We feel that we can well afford to do so, for the combina. 
tion of display and advertising outlined above has re. 
sulted in selling more of our most expensive watches 
than our lowest priced bracket. 

We believe such a record since the end of World War 
II has been made chiefly because the public is convinced 
of the wisdom of buying known brands. The fact that 
the bulk of our volume is in the top end of our inventory 
is simply good “tradeup” selling. We never question the 
prospect’s choice of brands, but immediately attempt to 
interest him in the finest watch models included in that 
brand. If his original choice was a brand made up almost 
entirely of low or moderately priced types, the switch- 
over to a finer line can be easily made. However the 
decision is his, and we never attempt to sell up a better 
priced line to the point of overselling. 


RECORD OF WATCH SALES 


We keep a continuous record of our watch sales for 
an unusual purpose. The record is set up to indicate 
trends in watch buying, particularly from a brands stand- 
point. We review this record once monthly, compare 
sales from month to month for the year before, and pay 
particular attention to the brands which have sold most 
profitably. Then, naturally, we make use of that in- 
formation in shaping our watch inventory. The ten 
separate stocks may vary quite a bit over a year’s time, 
as we increase or cut down on dollar value of the in- 
ventory. The influences which bring about a change in 
public watch brand preferences are huge promotional 
campaigns by the manufacturer, a particularly popular 
watch design, or even the free flow of money in the 
area. 

We invest advertising or display on every brand of 
watches with precisely the same dignity and eye appeal. 
It is extremely important, we have found, to leave the 
brand choice entirely up to the customer. Leaning one 
way or another would eventually stagnate the sale of 
some brands. 

Some years ago I visited an outstanding Tennessee 
jewelry store which orders its entire watch inventory 
with the name of the firm as the brand. The store had 
an outstanding watch repair department, and a fine repu- 
tation for efficiency, quality of products, etc. Therefore, 
the customer bought merely a “watch” rather than a 
brand of watch. 

My natural reaction, however, was to question what 
the customer unfamiliar to the store’s policy would do, 
if he was in search of a popular brand of watch much 
advertised throughout the land. I believe that this store 
is at a disadvantage in selling to the customer who 
knows little of guarantees or reputation, and instead, 
wants a familiar brand of watch whose name is perma 
nently imbedded in his consciousness. 

Brands promotion has been effective for my store and 
we don’t propose to alter the plan in any way. 
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the incomparable 


EXECUTIVE 


with the revolutionary 
new “‘Open Look”’ 


Crafted like 
solid gold jewelry 


by FLEX-LET 


Open frames connect the broad, 
bold, flexible end-links... fluted 
center expansion links add 
beauty and brilliance, and spar- 
kle with every turn of the wrist. 


*12.95 +. 1. 


Cave Finds 
fr 6 3 
Round Watches 


FLEX-LET 
ong Lie 
WATCH BANDS 


FLEX-LET in Canada—NORLE, LTD., 637 Craig St. W., Montreal 3 
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a gg CREATE SALES! 
ORDER TODAY! 


FLEX-LET 


580 FIFTH AVENUE, N. Y. 36 


Rush my FREE Counter Presentation Display 
with the “EXECUTIVE” assortment. 


STORE NAME 
ADDRESS 


— — §_ 
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An Association Needed 


“Another man said: ‘I have been in business here seven years. Dur- 
ing that time not one of the older jewelers has ever spoken to me. 
I do not know a single jeweler in this city, except one or two by sight. 


I think an organization would be a good thing.’ ” 
(November 4, 1903) 


To Enliven Summer Business 

“When you are going away on your well-earned summer vacation, 
don’t slip out of town without the knowledge of the newspaper 
reporter ... and when you come home, tell that same reporter... 


thus getting free ads.” 
(November 4, 1903) 


Whiting & Davis Ad 


“Baby bracelets—sterling and sterling roman. As holiday sellers, 
a gift for the baby is always desirable, and this bracelet has that some- 


thing about it which appeals to purchasers.” 
(November 4, 1903) 


Fashionable Imports 


“A number of real bronze jewel boxes and cabinet caskets, lined 
with white, pink and purple satin, have just been received from 
Europe. The rosebud, cupids, the female head, and a number of other 
motifs characteristic of French designs are mingled to form an 
artistic ensemble.”’ 

(November 4, 1903) 


No Diamonds Were Produced 


“Von Hasslinger described a series of experiments conducted by 
himself for the production of diamonds from carbon introduced into 
a composition of fused silicates prepared so as to approximate the 
chemical constitution of the rock at the Kimberley mines.” 


(November 4 1903) 


At the St. Louis Fair 


“Displays should be international in taste ... (but) The American 
is the man to capture. His numbers count, and, man for man, his 
purchasing power excels. He is sharp-witted, too, quick to see an 
advantage or a defect. He will be at St. Louis, millions strong, more 
ready to buy than ever, with less sectional prejudice and more cash 
than ever before.” 

(November 4, 1903) 
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Attleboro Notes 


“Night shipments of jewelry from the 
Attleboros have been so large the past 
week that the two trains on which they 
usually leave for the south and west 
have been unable to hold the quantity 
of packages, and a third later train has 
been pressed into service.” 


(November 4, 1903) 


Philadelphia Notes 


“Announcement is’ formally made 
that Samuel Kind & Sons, now at 928 
Chestnut St., will move to the large 
handsome store of H. Muhr’s Sons, The 
latter house, long prominent in _ the 
trade, will then go out of business for- 


ever.” 
(November 4, 1903) 


Boston Notes 


“The Sunday Herald devoted an et 
lire page to half-tone illustrations and 
descriptions of the remarkable series of 
small yachts that have been owned by 
Lawrence F. Percival, son of D. € 
Percival, Sr., head of the well-known 
jewelry house.” 


(November 11, 1903) 


Pittsburgh Notes 


“John M. Roberts sold last week & 
handsome crescent brooch of special de 
sign, containing three large diamonds, 
for $1,200.” 

(November 117, 1903) 


4 


Chicago Notes 
“Benj. Allen, of Benj. Allen & @, 


who has been making an extensive tip 
through England and the Continent, a 
companied by his daughter, Mrs. Phelps 
B. Hoyt, her husband and little gitl 
sailed for home Friday on the Oceanic. 


(November 11, 1903) 
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FABULOUS 


WALUES THAT DEFY COMPARISON... 


=. |/$350 


rt, 
FWELRY FASHIONS | 
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STOPS SHOPPERS! 
@ CREATES SALES: 
© BUILDS TRAFFIC! 


now bring new 
MEN’S JEWELRY SALES 


into your store! MEN’S JEWELRY FASHIONS 


FREE » FLEX-LET 


FLEX-LET CORPORATION 
580 Fifth Avenue, New York 36, N. Y. 


Rush us FREE 3-dimensional, full color merchandise display unit 
with the Beau Brummel fastest-movin® assortment as listed. 


te icmeccsssncrniniiiniesiaiiitinanesianinaiisitiiaiiiniaianiaasialei aceite 


you GET... $124.251T.1. ADDRESS 
YOUR COST ... %47.20 CITY STATE 


SpUEITP PUTT Tetiianisonsnsevesccnenicsiiiahia iittala 
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This model in the new Bulova "23" series 
of watches, featuring 23 jewels, is self- 
winding, certified ‘waterproof,’ and has an 
unbreakable mainspring. I+ is $59.50 retail. 





Gruen's "Caliente'’ has four diamonds with 
this finely sculptured, gold filled case. It 
retails at $71.50, and other models in 
the Caliente series are from $65 to $135. 


Eton Jewelry Co., 56 W. 45 St., N. Y. 36, 
offers "4 Way Flex,’ a band sold only by 
mail. With stainless steel back, 1/20 12K 
gold-filled top, it is $14.95 retail, F. T. !. 








ae 
- mae 


This watchband by Speidel is "Buttons and 
Bows,’ which is the spritely design motif 
carried out in its styling. In yellow or 
white, the band is $10.95 retail, F. T. |. 


A photo-ident bracelet by the Drema Mfg. 
Co., 22 W. 19 St., N. Y. Il, is rhodium 
finished, has a stainless steel band and 
holds four pictures. Retail price is $6.50. 


[hey Te 





. They re yours 





Representative of the 1954 Longines line 
is the "President McKinley,'' shown here. 
This wristwatch in I4K gold is designed 
to retail at the price of $165, F. T. |. 


The "Prima Donna" for women by Flex-Let 
has gleaming jet black jewel-tone inlays 
set in a gold filled expansidn band. In 
yellow or white, it retails at $8.95, F. T. |. 





THE JEWELERS’ CIRCULAR-KEYSTONE 
































to profit by. . . 





"Topper" is a General Electric kitchen 
clock with an angular ring design on the 
dial and a_ shatter-resistant crystal. In 
red, blue, yellow or gray, $3.98 retail. 


Tissot's watch for Rotarians has dial en- 
graved in blue and gold. It retails for 
$90 in a stainless steel or gold-filled 
water-resistant case; $160 in I4K gold. 
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At left, Elgin's "Thornton" has 14K gold- 
filled case and high curved crystal. The 
self-winding “Dante is in stainless steel. 
Both these watches retail at $71.50, F. T. I. 


Haddon's model 80 "Golden Visionette’ is 
heavily plated in 24K gold, has see-thru 
dial with gold-filled arabic numerals. 7!/2" 


high, the model is $15.95 retail plus tax. 





A Danish grandmother clock five ft. high 
has 14 days springwork, is in cream color, 
mahogany or walnut. $295 retail, F. T. I., 
from Devay & Co., 580 Fifth Ave., N. Y. 








A wall clock by Herschede is in a square 
case with a honey toned finish and West- 
minster chimes. The clock measures 12" 
square. It is designed to retail at $60. 


Le Coultre offers two couturier models in 
ladies’ watches, the "Doris'’ (left) and the 
“Rennie. Each has gold-filled cases, and 
each model retails at $71.50, F. T. lI. 
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A new sterling pattern by Lunt is “Summer 
Song" featuring a modern design that has 


warmth and femininity. Retail 


price is 


$37.50 for a six piece place setting, F. T. !. 


Reed & Barton's "Classic Rose’ pattern in 
sterling has an intermediate size knife and 
fork, called '"place-size.'' Six piece place 
setting is priced at $33.75 retail, F. T. |. 


‘Rose Motif’ by Stieff is sterling flatware 
with a single, simple rose pattern basically 
modern in feeling, by Jose Barata. Six piece 
place setting retails at $28.50, F. T. I. 


Community's "Melon" silverplate tea and 
coffee service features hand chasing, au- 
thentic Sheffield reproduction and a scroll 
and leaf motif. Retails at $325 plus tax. 


General Mills nine cup automatic coffee 
maker, one of four new items in the Betty 
Crocker line, has a "Tru-Perk Flavor Dial’ 
for coffee strength. Retails for $27.95. 








They Te 


. They're yours 





Wm. Rogers & Son offers "Victorian Rose" 
in silverplate with traditional Victorian 
styling and modern sculpturing. 52 piece 
service for eight has $54.75 retail price. 


Elgin American's "Carry-ette" has powder 
case, lipstick and an accessory section. 
Other models have a dram of perfume or a 
music box. They retail from $8.75 to $25. 
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Windsor Creations, a division of Sturdy 
Bros, Chartley, Mass., offers a bracelet 
of mother-of-pearl on high polished gold. 
$9 Keystone; button earrings to match, $3. 


Volupte offers a high-fashioned tiny pill 
box and an interesting conversation piece. 
An engine-turned model retails at $2, and 
another style with a sliding door, $1.50. 





FOR APRIL, 1954 


to profit by. .. 





A lady's ring by Botell Ring Co., N. Y., 
has a cultured pearl set in hand carved 
black onyx in shape of a flower. In 10K 
gold mounting, it retails for about $46. 


Large cuff links of Brazilian agate set in 
sterling silver come in ovals, squares or 
rectangles. $18.50 retail, F. T. |., from the 
Ed Harris Co., 4311 N. 24 St., Phoenix, Ariz. 





Animal novelties for the “young in heart’ 


1/20 12K gold 


are in sterling silver or 


filled by Forstner. Pin prices start at $5.75, 
and bracelet prices start at $8.50, F. T. I. 





A rosary case by F. Whitaker Co. is black 
morocco leatherette on a snap catch box 
in booklet style, with gold stamping on 
the cover. The rosary case retails for $2.20. 


Hugo Bosca Co., Springfield, Ohio, offers 
the "Monofold" initial monogram billfold, 
with removable leather pass case, in eight 
colors for men or women. It is $5 retail. 
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Something new in fine cutlery... 


INTRODUCING NEW 
ARVEL HALL ses. s-- 0: 
TEAK FORKS 





rd 


ideal companion piece for 
ever-popular Steak Knife. 


Cheese Knives—$15.00; No. 55 
$21.50; No. 95-—5-piece . 
sets from $6.50 to $145 


® Matchless Quality 
Endorsed by Emily Post 


Unconditional Guarantee New companion piece doubles 


Nationally Advertised fi . f | Hy : ij 
Over 77 Sets from $6.50 to $145.00 C | 
3 Distinctive Handle Styles p r0 It Imp t ct 0 a Ive a ine 
Attractively Gift Packaged Overnight this fast-selling line is twice as profitable. Why? — 
Because this smart, new Steak Fork is a terrific item. Any- 
one and everyone who owns a steak knife now .. . who 
buys one later . . . automatically becomes a red-hot prospect 
for it. Everyone who’s seen it has raved. And you will, too. 
Order early. The supply is still limited. Just another reason 
FINE CUTLERY why Carvel Hall Cutlery is the world’s finest and fastest- 
moving cutlery line. 
by Briddell — 


DEALERS: Write or phone for name of your nearest Carvel Hall Distributor | 
CHAS. D. BRIDDELL, INC., CRISFIELD, MARYLAND © 
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Beginning in April jewelers intensify their 
promotions of silverware, directed primarily 
at brides-to-be. Also, silver is a_ sterling 


gift suggestion for Mother’s Day shoppers. 


Ron is generally the time of year in which 
women take renewed interest in their homes. Spring 
cleaning is the order of the day; friends and relatives 
are invited to dinner and parties, which is an opportu- 
nity for the gracious hostess to display proudly all the 
fineries of home entertaining. 

But the prospective bride, with an eye to the future, 
is busily gathering desired items for her new home: 
silver, china and glass. So, it is natural that jewelers 
should closely associate April with intensive silver promo- 
tions. It is logical and necessary! 

Illustrated on this page are several excellent silver 
window displays. In one window, Long’s, Boston, feat- 
ured a parade of sterling patterns. This display was 
tied-in with Mother’s Day. 

Another display dramatically introduced a new sterling 
pattern. Created by Jacobs, Minneapolis, the display also 
pointed up the wide variety of patterns carried by the 
store. 

The third display, by Smith Patterson’s, Boston, was 
keyed to the theme, “Why not give her a silver shower?” 
At the same time, this well known firm made an appeal 
for people to join its silver club. 
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Jacobs, Minneapolis, created this display last year to introduce a new sterling pattern. 











Silver in the Window... 








This impressive window display by Long's, Boston, featured a 
parade of sterling silver patterns. In the center foreground 
of the window was shown several silver brush and comb sels 


The theme of this eloquent display, below, was "Why not give 
her a silver shower." Created by Smith Patterson's, Boston, 
the display featured sterling silver flatware and hollowware 
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POOLE SILVER 


poy Biter 60 vears 





: fine names 
imsilver 










A basic business premise with Poole 






is to build into each piece of 






silver the ultimate in beauty, design 





and usefulness. This has won for 






the company and its products the 








No. 5020 CHAFING DISH 






Retail $100.00 confidence of dealers and consumers 
Has hot water pan, dish and 
cover which enables use as alike, and has established the name 







three separate dishes. 






Poole among the fine names in silver. 




















LANCASTER ROSE TEA SERVICE 
consists of coffee, tea, sugar, cream and tray 


No. 400 — 5 pe. set Retail $220.00 
Kettle (extra) Retail $100.00 Waste (extra) Retail $ 20.00 


Y 


POOLE SILVER COMPANY ¢ TAUNTON « MASS. 
tt o> Boo eT. 


NEW YORK: 366 Fifth Ave. CHICAGO: 29 E. Madison St. 
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“Constellation” pattern of stars appears 
on new coupe shape in Pasco Bavarian 
china from the Lorenz Hutschenreuther fac- 
tory; 5-pc. place setting $15.50 retail. From 
Paul A. Straub & Co., Inc., New York. 


Newest piece in silverplated Prine Erik 
group, with its Scandanavian styling, is 
this 3-qt. bowl, 9!/2"" wide and 534" high; 
retail about $30. Created by Sheffield 
Silver Co. (made in U.S.A.), of New York. 





Table-Top Fashions| 





Coffee pot in the "Jewel" shape, with its 
lacy embossment,: painted with the "Bill- 
ingsley Rose" design, one of Spode's most 
popular patterns; pot is 8-cup capacity. 
From Copeland & Thompson, Inc., New York. 


Linked chain effect in fine gold with ivy 
leaves in brown is this "Rhythm" pattern 
on new modern shape in pure white Franco- 
nia china; 5-pe. setting retails at $15. 
From Herman C. Kupper, Inc., of New York. 








They’re New 












Delicately drawn new "Greenbrier" pattern 
appears in soft tones of gray and green, 
in new raised enamel effect; on Priscilla 
shape; 5-pc. setting retails for $14.75, 
From Haviland & Co., Inc., of New York. 





In Royal Leerdam glass from Holland, this 
"Black Tulip" wine set in soft smoky color; 
decanter retails for $9; wines, $18 a doz; 
in crystal, called ‘White Tulip." From A. 
J. Van Dugteren & Sons, Inc., New York. 
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"Carousel" pattern on new, white-bodied 
coupe shape has random treatment of 
stylized flowers in gay colors with charcoal 
accents; 5-pc. setting is $11.75 retail. 
Created by Syracuse China, Syracuse, N. Y. 





Items from “Coronet gift assortment in 
Heinrich china, white with gold band and 
gold stars, or black with white inside. 
Upper items, $10.50 retail; others, $5.50. 
From Geo. Borgfeldt Corp., of New York. 
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Home Accessories 


"Primrose'' pattern in pale pink, yellow, 
and turquoise on new coupe shape in Ad- 
derley bone china; hollow items gray or 
pink on outside; 5-pcs. are $16.25 retail. 
From Ridgway & Adderely, Inc.; New York. 


Two new stemware designs in Swedish glass 
have opaque white feet; "Splendor," left, 
has crystal bowl, retail $18 a doz.; "“Fan- 
tasy,' $36 a doz., has gold-tinted lines. 
From Stanley Corcoran, Inc., of New York. 


ST PBAK TOF 
s KSA\ON 











“Spring Zephyr" in English bone china ap- 
pears in pale green and gold; same design 
in cinnamon and gold is "Autumn Breezes;" 
5-pc. setting in either color retails at 
$19.75: From Doulton & Co., Inc., N. Y. C. 


Newest pieces from Karl Hagenauer in Aus- 
tria—rooster and hen in either light or 
dark tones of wood combined with bronze; 
hen is 7!/44" in height, the rooster, 11'/>". 
From Hudson Art Importing Co., Inc., N. Y. 





worth $3.8 billions 


things 
should know 


about She sweet-talks. Under the froth, she’s plenty determined, 


uses a light touch to get what she wants: a bouquet, a boy, 


(8 
d rt a diamond ring. 
She plans. Takes no chance with the future. Builds a home in 


her hope chest—bdefore there’s a “Mrs.” in front of her name, 





















She listens. Intently! Stirred by even a whisper—f it’s 4 
voice she can trust... like Seventeen’s. 


She buys. Never stops spending! Bestows her cash and affection 
on people and stores who care about her—and tell her about 
it, in Seventeen. 


$3.8 billions: yearly earnings and 
allowances of 734 million teen-age girls 


The one best way to reach the 7,500,000 young women in their teens. 
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Now in wholesale stock in New York...available for immediate delivery 





REMBRANDE s2s80 


Rembrandt is derived from the 18th century and translated into today’s terms. Hand-painted under 
the glaze in subtle colors and vigorous design, Rembrandt will add charm to Traditional 


settings and character to Contemporary decor. 


Rembrandt is available in full dinnerware from individual ashtrays to soup tureens, 


from New York stock. 


WHOLESALE DISTRIBUTORS 


Copeland & Thompson, Inc., 206 FIFTH AVENUE, NEW YORK 10, NEW YORK 
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The large wall display was built to fit in glass front near the entrance. 


Special Wall Unit Creates 


by HAZEL PARMER 


Extra Space for China Displays 


Waen the customer walks by Henry 
Nolin’s jewelry store in Lewiston, Maine, there is an 
excellent chance of her being stopped in her footsteps by 
a big shadow wall display on his store front, which con- 
tains fine china, figurines, clocks or gift items. Until he 
put it to better use, Nolin’s store front was just a big 
plate glass window through which could be seen various 
island display counters that run down the center of the 
store. 

The shadow wall display is made of pine board shelves 
one-half inch thick and a foot deep. White paint was used 
for the finish. Built by a local carpenter to the exact 
measure of the window, the rack rests on the floor and 
is tightly locked at the top by two hooks. This makes sure 
that shelves are not shaken by the door, and the depth of 
a foot provides ample space for the objects displayed on 
the shelves. 

Before Nolin had the shadow wall built his name had 
been painted at the top of the window and framed with a 
gold-leaf design. The display shelves were left open at that 
point so the name continued to show to a good advantage. 
The first shelf was dropped low enough to permit placing 
of two small figurines at each side of the looped gold leaf 
which encloses the name. 

The display, which at present is fine china, is changed 
periodically. At one time each compartment is filled with 

(Please turn to page 199) 
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fees 


This silver display is arranged to exhibit 40 different 
sterling patterns which can be easily examined by the 
customer. The drawers below are for additional pieces. 





THE JEWELERS’ CIRCULAR-KEYSTONE 

















FOR APRIL, 1954 





















“Rondo” circles snowy white bone 
china with a rhythmic pattern of scrolls in 
pure gold and a gold band. its simple elegance 
' would be equally at home with French, 

English or Modern furnishings. 
5-pc. setting to retail at $22.50. 






“Autumn Breezes” in warm browns and 
“Spring Zephyr” in soft greens both have the same 
graceful pattern of foliage tipped 
in reat gold. A band in the same muted color 
as the pattern sets off the whiteness of the 
bone china. 5-pc. setting to retail at $19.75. 











PROFIT ROYALLY with JAOUal Moulton 


For the first time you have something really new to offer your 
customers in fine English bone china . . . new patterns created 
especially for the American market by one of America’s leading 
designers. All selected in nation-wide consumer tests. All with 
the glint and gleam that’s top news in the decorating world today. 
Who but Royal Doulton with its generations of skill at applying 


fine gold decoration could turn out designs so delicate and perfect 
in every detail? Who but Royal Doulton could bring you china 
so gleaming white, so flawlessly glazed? Here is truly the finest 


English craftsmanship—the strongest, whitest, most finely de- 
tailed china in the world, restyled today for American homes. 


DOULTON & CO., INC., 11 EAST 26th STREET, NEW YORK 10, N. Y, 
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ELECTRICAL APPLIANCE: 


by BEN KRUSE 


Appliance sales are big enough at Norman's to rate this 26 foot window and also another 10 foot window. 


Appliance Sales Keep 


Instalment Accounts Active 


- year, as in every year since the end 
of World War II, Norman Jewelers, Chicago, will ring 
up an increase in jewelry sales of between 10 and 20 
per cent. 

Two special conditions contribute toward making this 
increase particularly interesting: 

1. The general trend in the area for stores of Norman’s 
type is toward a slight decrease in jewelry sales. 

2. Norman’s is not a new store which hit a lucky loca- 
tion. The firm has been doing business on the same street 
in Chicago’s south side since owner Norman Kernis first 
opened shop in 1939. If anything, competition is tougher 
today than ever. It should be borne in mind that the 
South Halsted St. neighborhood which is under discus- 
sion contains more than a dozen jewelry stores within a 
three-block area. 

Another important fact worth noting in connection 
with this business trend is that sales in Norman’s appli- 
ance department have been off fractionally every year 
since 1948, with the exception of the short-lived stimulus 
following the outbreak of hostilities in Korea. 

Tying the appliance and jewelry factors together in the 
picture of his overall operation, owner Kernis comes up 
with the unshakable belief that appliances, especially 
small, traffic items, are indispensable to any metropolitan 
credit jewelry operation. 

“My jewelry sales are up today,” Kernis says, “largely 
because appliance sales enabled us to keep as many as 
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1,000 customers at a time on our books during periods 
when they were not in the markct for jewelry merchanm 
dise. Keeping these accounts active has kept us in af 
ideal position to make jewelry sales.” 

(Please turn to page 197) 
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Small radios have a good portion of the display space in the tu 


appliance department because of their current high sales rate. } 


THE JEWELERS’ CIRCULAR-KEYSTONE) 




















For the first time— in all the years that English Bone China has 

enjoyed international prestige—a modern, rimless coupe Is now available in twelve 
magnificent patterns by Adderley—makers of fine bone china for RON ELIA 

since 1789... Several of these patterns may be enchantingly mix-matched 

with pink or gray, solid color, hollow-ware. 





Blossom— an exquisite pattern of quince blossoms—a : 

symbol of Spring. The superb rendering of the delicate | 
lossoms and tendrils—in shades of shell pink— . Fe 

gives this pattern a contemporary feeling, = 

while retaining the dignity and beauty 

of Criental flower painting. 

5-niece place setting $19.25 


RIDGWAY & ADBERLEY INC. 
129 Fifth Avenue, New York 3, N.Y. | 
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by MADELINE LOVE 


6] > oN’T be afraid of your fine china.” 

“The busy life is the best life even for sterling.” 

These two quotations are from different sources, but 
they both emphasize one of the most important char- 
acteristics of fine—or jewelry-store quality—tableware. 
And that characteristic is usability, durability, the capac- 
ity to stand up under day-by-day usage and still retain 
its beauty. 

The quotation on sterling silver comes from a brand- 
new booklet called “Sterling to Live With” just issued 
by the Sterling Silversmiths Guild of America. Written 








by Sarah Tomerlin Lee, it is a comprehensive survey of 
the whole field of sterling silver, its background, its use 
its care—all, as noted above, built around the idea that 
silver should be brought out of the chest and seq 
constantly. “Use it but don’t abuse it,” says the booklet, 
urging that it be given a simple routine of care. But jt 
also stresses the fact that the thousand tiny lines which 
appear on the surface of sterling as it is used through 
the years, give it that patina which “‘is to sterling what 
character is to a face.” 

Now china, of course, does not acquire a patina, no, 
is it, like sterling, indestructible in normal use. But jt 
has a permanence of its own. Good quality china—anq 
we are talking about china, not earthenware—is amaz. 
ingly strong and tough, with a hard glaze that will not 
easily scratch, mar, or crackle. It is made to be used 
daily and not just to be looked at through the glass doors 
of a china cabinet. 

In line with this, the quotation above, “Don’t be 
afraid of your fine china,” is the heading for a 6-page 
editorial feature in the May issue of “Living for Young 
Homemakers.” To get material for the feature, editors 
of the magazine went through the Syracuse china factory 
in Syracuse, N. Y., picturing processes and getting as 
complete a story as possible on the reasons for the dura. 
bility—and desirability—of fine china. And the Syracuse 
factory is tying in with the magazine feature with a 
prestige promotion called “Beauty That Works for a 
Living,” backing it up not only with national advertising 
but offering to retailers a kit containing many merchan- 
dising aids, display suggestions, advertising ideas, and 


























































TAPE EEE GE EREREEBRMS 9 TIPE 


Sate z 
eee * 
a a ter nainasnnnnmasennes PO ceo Oe eS 
# ea egos LEFE ISS 

LEEPER ERT GEE RE ASSETS oe 


PAUJWL A. 


19 East 26th Street 





S TRA U B 
Fst. 1915 


NATIONALLY ADVERTISED 


Yah 


Bavarian China Appearing in April Issue 
of 
House BEAUTIFUL 
MopERN BRIDE 
is 


She Ef, in 


Pattern No. 2270 
by 
TIRSCHENREUTH 


Crisp pen scroll border with Jet pin dots, 
bands and trim in palladium. 


Available in place settings 


OPEN STOCK 


94 and 64 Piece Sets 
& Co... InNC. 


New York 10. N. Y. 
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Unmistakably 


SWEDISH in Craftsmans 


Unmistakably 


MERICAN in Design! | 


Exquisite, hand made fancy crystal and stemware, 
with clean, uncluttered lines — designed by 
Frederic D. Farrell. Merchandised to answer your needs. 


@ New in-stock service! © Prompt shipment! 
® A full 50% profit for you! 


Exclusive 
American Representative for 
Bing & Grondahl Porcelain 


D. STANLEY CORCORA y INC., 7 W. 30th St., New York 1, N. Y. 


West Coast: Jim E. Mattox Co. « Brack Shops « 527 West Seventh Street (Room 502) «+ Los Angeles 14, Calif. 
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% tips on store-wide coordination with the fine-china theme 
SD here's a price and a pattern to suit every BRIDE... * * # 


all under one roof at 
Ebeling & Reuss Company 


HELEN BOBES 





Mess HELEN Boses, formerly china, glass and silye 
buyer at James McCreery Co., New York, has 
joined the staff of the Midhurst and Ridgway & Adderley 
group of dinnerware distributing companies in Ney 
York and Chicago. Miss Bobes will be chiefly concerned 
with Booth’s English dinnerware, Hallcraft, and the ney 
Adderley bone china coupe shape dinnerware. 


* * % 


OQ™ to a flying start is the traveling exhibit of home. 
furnishings items from the four Scandinavian 
countries—Sweden, Norway, Finland and Denmark— 
which opened at the Richmond Museum of Fine Arts in 
mid-January and will tour museums in the United 
States and Canada through the next two years, remaining 
about a month in each place. Throughout March, it 
appeared in the Baltimore Museum of Art, and on April 
20 it goes to the Brooklyn Museum in Brooklyn, N. Y, 
Later in the year, the exhibit will be on display in Hart. 
ford, Conn., Manchester, N. H., Cleveland, 0O., and 
Toronto, Canada. 

“Design in Scandinavia” is the name of the exhibit, 
If you're buying with the | _ and most of the pieces displaced are glassware, ceramics, 
bride in mind — come to silver and stainless steel. Famous names in all of these 
Ebeling & Reuss. The platinum ) ee fields are represented, and the exhibit presents a perfect 
dominated patterns shown = opportunity for a merchandising tie-up by retailers in the 
here are just a few of the many oo <0 cities where it appears. 
ecolentia Wreselaurlatavembestevesacae - o * * 4% 
dinnerware EXCLUSIVES : . 
carried in open stock by from the celebrated kilns of 


Ebeling & Reuss 1 ase auc Carl Schumann of Bavaria ; . ; . 
sampling of the kind of PLATINUM ELEGANCE honor at a testimonial dinner given at the Manhattan 


collection that has earned 535.00 ‘otal per place tation Club, New York, by a group of his old friends and co- 
or them this reputation workers. Mr. Staelin went with Borgefeldt at the age of 


from the world renowned kilns of 
Heinrich & Co. of Bavaria 
PLATINUM WAVE 
$15.00 retail per place setting 





: “rend STAELIN, who has retired after 63 years’ ser- 
vice with the Geo. Borgfeldt Corp., was guest of 


since 1886 wre 16, devoting nearly all of his years since in the import 
ee ao) | china division, as buyer and department head. 

For fine dinnerware, it’s = 1 : * * 4 

Ebeling & Reuss Company.” ‘ . : i — GREEMAN and R. F. Brodegaard have been 
# cs elected to the board of directors of the Eastern Manv- 


Prices listed are RETAIL, for 5 


| facturers and Importers Exhibit, Inc., which stages the 
prece place selling. All patterns y- 


Chicago Gift Show. William J. Carey, president of Dou 
5 : ee — ton & Co., Inc., was re-elected to another term as director. 
Write for complete detatts. Sas i ditevantionals Sa John T. Rossetti, one of the founders, who retired from 
nn oe the board after 30 years’ of service, has been presented 

kilns of Jaeger of Bavaria ‘ ' ' ; 
with a sterling silver tray as a momento of his work tor 


MALVERN — 
$10.00 retail per place setting the association. 


are offered on an exclusive basis. 


* * * 


EBELING & REUSS COMPANY ee in brown and blue is a new folder available 
Established 1886 through Fondeville & Co., Inc., New York, on its line 


MAIN OFFICE, 707 CHESTNUT STREET, PHILADELPHIA 6, PA. of Royal Tettau china from Bavaria, dating back t 


NEW YORK 10 CHICAGO 54 Toe Wiahscee 1794. the Royal Tettau factory was founded by King 
225 Fifth Avenue 1557 Merchandise Mart 527 W. 7th Street Frederic William, who was a great benefactor of the 
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the LIFT that gets 


fine china off Ue elf, 


Now..the push you need to boost your fine china sales UP .. 
where they belong! Syracuse’ big coordinated promotion .. for big profits: 


BIG 6-PAGE FEATURE EDITORIAL (full color and black-and-white ) 

in May issue of LIVING for Young Homemakers! Titled, “Don’t Be Afraid 
of Your Fine China,” it tells 1.500.000 young marrieds throughout 

the country .. what makes fine china strong .. hard. . long-lived. 

Why it is a good investment. A strong, long-needed story, it’s designed 

to bring fine china out of cupboards ..and onto dining tables. 

To increase fine china sales.. for you! 


BIG 4-PAGE SPREAD OF SYRACUSE FULL COLOR ADS in the 
same issue of LIVING! Featuring leading Syracuse patterns ..every one 
consumer-tested for maximum sales appeal .. quick turnover. 


BIG COMPLETE TIE-IN MERCHANDISING KIT with proven 
selling ideas for window displays, local ads, publicity releases. 
sales training ..and storewide coordination, if desired! 


Here’s your chance to lift fine china off the shelf .. yours and your customers! 


Stock .. feature... SELL SYRACUSE. It’s in the news! 


PROFIT MORE IN ‘S4...WITH 


SYRACUSE, 


SvYRACUSE, N E W Yor K 


FIRST ItN AMERICAN FINE CHINA 


FOR APRIL, 1954 


Why SYRACUSE 


+ il 
is above ’em all! 
~~ 7 » 3 i? 
‘ > 


Nee been 











a “sti ee 
Strongest Body! Syracuse is a 
true hard-body china (not por- 
ous) with toughness, durability, 
density far beyond Federal 
specifications. Can actually 
split pine! Never absorbs! 
Never discolors! Never swells! 


















Hardest Glaze! Syracuse glaze 
is fired at extreme high tem- 
perature . . completely covers 
body and foot. Is smooth, lus- 
trous, almost impossible to 
scratch or mar. Guaranteed not 
to craze or crackle! 























True China Translucence! 
Syracuse has no glass content 
in the body..no brittleness! No 
substitute materials to attain 
transiucence. Syracuse exclu- 
sive formula . . rigid quality 
controls produce a china that 
is uniquely white, clear, strong. 












Best value at any price! !t’s been 
Syracuse policy for over 80 
years to produce the world’s 
finest china . . sell it at the 
fairest prices. No wonder more 
Syracuse is made and sold . . 
than any other American fine 
china today! 
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ceramic arts. In his heyday, Napoleon incorporated 
AL TETT AU the factory into his domain and held it from 1806 to 
ROY 1810, when he was forced to return it to the King of 
Bavaria. It has always been famous for its high quality 
Just recently, a new and modern coupe shape, with 
series of striking decorations, has been added to its list 


of products. The Fondeville firm has exclusive distriby. 
tion of the china. 
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owe KNOWLES, niece of the jeweler to Queen Eliza. 
beth II of England, looks at the “Bunnykins” set of 
Royal Doulton children’s ware which the queen selected 
for the small Prince Charles and Princess Anne. Made 
of sturdy earthenware, it is decorated with miniature 
scenes of English country life dominated by a rabbit 
character and his friends, designed by Barbara Vernon, 
and it comes in a series of bowls, plates, mugs, etc. It is 
marketed in this country by Doulton & Co., Inc., of 
New York. 


# # * 





mere MoRGENTHAU has been appointed head of 
the Raynor Import Division of Richards-Morgenthau, 
of New York. Mr. Morgenthau was at one time export 
- - ; manager of the Diehl Manufacturing Co. and is a former 

ROYA - TETTAU i china ar its most vice president of the import-export firm of Stern-Morgen- 
superb in quality and in beauty, with decora- thau. 


tions in a wide variety of styles. 


"DAWN ROSE"—on Spiral shape 


* # # 


| ian for more china, glass and gift shows have been 
announced for the summer and fall season. Set 
for July are the National China, Glass and Pottery Show 
at the New Yorker Hotel, New York, July 18 to 23; 
RMD Washington Gift Show, Hotel Willard, July 25 to 28; 
a Southeastern China, Glass and Gift Show, Municipal 
— Auditorium in Atlanta, Ga., July 18 to 21. The Chicago 
Gift Show is set for August 2 to 13 in the LaSalle 


Large Selection of Patterns Hotel and the Palmer House and on the same dates, the 
Carried in New York Stock Merchandise Mart China, Glass, Pottery and Gift Show 
for will be held. The Buffalo Gift Show is scheduled for 

Immediate Delivery the Hotel Statler, August 8 to 11; the “Buyers’ Mardi 


Gras” Gift Show in New Orleans, August 8 to 11; the 
Pittsburgh Gift Show at the William Penn Hotel, August 


F ON D EVILLE & CO. INC. 15 to 18; Western Jewelry and Silverware Show, Bilt 


more Hotel, Los Angeles, August 15 to 18; Kansas City 


149 Fifth Avenue New York 10, N. Y. Gift Show, Municipal Auditorium, August 15 to 1% 
New York Gift Show, Statler and New Yorker Hotels, 
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and Zippo is helping NALLY GUARANTEED 






Treen Le 
boost your profits UNCON 





















Here’s the famous Zippo Profit Booster (PB2490). 
’ Distinctive solid walnut case. A powerful selling tool 


We’ve taken ads in Life and The Saturday in small space. Order now from your wholesaler! 
Evening Post to remind your customers that Zippos 
are perfect gifts for the big days ahead—Mother’s 
Day, Father’s Day and the June graduations. NOW — new profit 


That means sales for you! More and more 
people are learning that money can’t buy a better 











Opportunities in 


quality gift than Zippo. It pleases men, delights genuine Zippo Fluid 
| and Flints! 


women. It makes friends for you even as it in- 
creases your profits, because it works so faithfully 
and is backed by a sensational “work forever” 
| guarantee. 

Just keep your Zippos well displayed and your 
stock complete. And don’t forget to order a stock 
of the free repair bags that save you all the service 
troubles that so often follow the sale of other 
lighters. Your wholesaler and we at Zippo will co- 
operate for the biggest springtime Zippo sales 
| you’ve ever known. 





Quick, sure lights for all lighters. 
Won't clog or crumble. In unique 
Dial-A-Flint container. More for the 
money, too—6 for 15c. 


Lasts so MUCH longer... burns 
cleaner. Customers come back. For 
, all lighters. Retails at 25c. 


Genuine Zippo Fluid and Flints 
are being advertised... promoted 
... pushed! Striking new counter 
displays are ready for you now! 
Order from your wholesaler! 


or “ solu = el — — Er 














GUARANTEED TO WORK FOREVER 


ZIPPO MANUFACTURING COMPANY, BRADFORD, PA. 
In Canada: Zippo Manufacturing Co., Canada Ltd., Niagara Falls, Ontario 
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BLACK TULIP BY LEERDAM winner of coveted awards for design and 
color. Also available in White Tulip. Write for complete listings. 


Icelip pitcher $3.25 
Decanter, cordial size 3.75 
Decanter, wine size 4.50 


Goblets, 11 oz. the dozen 9.00 


A. J. Van Dugteren & Sons, 134 Fifth Ave., New York 11, N. Y. 


ROYAL LEERDAM 


UNRIVALLED MODERN GLASS 























August 22 to 27; 225 Fifth Avenue Market Week. New 
York, August 22 to 26. Boston Gift Show, Hotel Statle, 
September 13 to 17; Denver Gift and Jewelry Show 
Hotel Albany, September 23 to 26 (this is a change of 
dates) ; Philadelphia Gift Show, Hotel Benjamin Fran. 
lin, October 10 to 13. 





NSPECTING the new line of Syroco wall clocks are Law. 

rence Eabon, assistant buyer, and Mrs. Tillie Fischer. 
buyer of lamps and pictures for Higbee Co., Cleveland, 
at the galleries of the Syracuse Ornamental Co., at 225 
Fifth Avenue, New York. Shown at the right are Ger. 
aldine Smith, director of the galleries, and Harry Laylon, 
chief designer for the factory. The new line includes a 
widely diversified series of styles, and Syroco has just 
brought out a 42-page catalogue showing not only the 
clocks but its many other products, including, mirrors, 
accessories, sconces, wall brackets, etc. Bound in black 
and gold, the two inside covers show groups of clocks 
and accessories done in full color. 


% * % 


l 


eee Pottery, of Cincinnati, O., has named 
the S. P. Skinner Co., Inc., as its national dis- 
tributor. Founded in 1880, Rookwood has long been 
famous for its fine artware. The full line will be shown 
in the Skinner showrooms and at the various gift shows. 





An Unusual Simulated Pearl Display 





This unusual window display by Henry Birks, Toronto, Canada, 

featured "lustrous simulated pearls." Necklaces were shown 

on large shell-shaped plaques, which were suspended in mid- 

air. An orange-colored net draped down over them from 
the ceiling to the floor. 
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SIRS ears 


why just seal ———— 
when you can 


Ae eee 
See 


Why stop selling when the sale is complete and you wrap your packages? 
Unlike ordinary tying material, Print-Ad-String is ready to carry all the 
quality and prestige of your store name and your trade mark, in your 
exact colors, to countless potential new customers.'Ties better too, because 
it is made from sturdy long cotton fibers, that won’t stretch, slip or 
snap. Another big advantage — Print-Ad-String is flat — it will not 

cut or damage your packages like ordinary string. No other tie... 
no other wrapping does so much for your store, and for your customer. 

















FREE! See why so many fine businesses have switched to 
Print-Ad-String. Send for the Print-Ad-String Styling Kit that 
shows you how you can have your own name, design and colors in 
Print-Ad-String. Included are actual samples with imprints. 


of 


eNO 


. 
* 
> 
¥ 
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, 


New Print-Ad-String Dispenser available 
to users of Print-Ad-String at nominal cost. 





CHICAGO PRINTED STRING COMPANY 
2300 West Logan Bivd., Chicago 47, Illinois 

Gentlemen: At no cost or obligation to me please 

(_] Send me your Print-Ad-String Package Styling Kit 

[J Have your Package Stylist call on me. 










My Name and Title 












Company 
Address__ 
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Cc ity Zone State 





ee Ee ee ee 





POR APRIL; 1954 193 


roel onafe in leather by WALES 


for a powerful FATHER’S DAY Promotion 


"Set" for sales ... a new selling innovation 
from Wales. A combination of two wanted items, 
mastercrafted leather billfold and strikingly 
styled matched leather tie bar and cuff links. 
Together, they offer you an unbeatable 
sales builder for fast Father's Day volume. 
Styled to the man's taste and the women's eye, ‘ 


this first from Wales, “Jewelcrafts"’ in Leather, josh 


is sure to set the pace for Father's Day. 
SEND FOR OUR NEW FULL COLOR CATALOG 


Stock up now! 








THE NEW "JEWELCRAFTS" 





IN LEATHER 

Tie Clasp and Cuff Links 
Beautifully Hand Polished 
with Leather Inlaid, Boxed 
with Matching Wallet in 
Smart Silk lined Gift 


Ox. 
FROM $10.00 
RETAIL Plus Tax 


COLUMBIA WALESCRAFT. LTD. 
22 W. 32no STREET. N.Y.1, N.Y. 


WALES 











FRANCONIA CHINA 


One of Europe’s Finest 
aang 


< ASA. 
6t@uanr 


NATIONALLY 
ADVERTISED 


in Leading 
Home & Brides’ 


Magazines 


BEAUTIFUL 
TRANSLUCENT 


"Blossoms 
of Spring” 


A fantasy of flowers—Magnolia, 
Tulip Tree & Azalea—soft, natural 
hues on delicate ivory tinted china 
in modern shape. 5-pc. Place Set- 
ting with 10!/."" dinner plate: 
$9.95* 


"Dresden Flowers’ 


Gay multi-colors on pure white 
china in Louis XIV shape with rich 
gold ornamentation. 5-pc. Place 
ei with 103,"' dinner plate: 
! 


FRANCONIA CHINA, 
imported from BA- 
VARIA, is HIGH in 
quality and LOW in 
cost—-patterns range 
from $6.95 to $17.00 for 
5-pc. Place Settings— 


oll N.Y. Open Stock. *Slightly higher South & West 


39-41 West 23rd St. 
HERMAN C. KUPPER, INC. mee SO York 10, N. Y. 
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350-380 SOUTH RAYMOND 


PASADENA, CALIFORNIA 


cr 
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and... “if’ you prefer a conventional rose motif, this pattern is your answer 
'e0 


tones of cocoa to match the narrow cocoa color band. Available in regular, flu 


or coupe shape at $15.50 a 5-piece place setting. Write for your free leaflet 
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Rapidly increasing its popularity 
“TEMPO” 


by *Royal Vienna Augarten 


Since its introduction “Tempo” has been steadily winning 
approval with dealers and their customers. This refresh- 
ingly new and modern dinnerware is made of the finest 
white translucent china by a factory famous for quality 
for over two centuries. 5-plece place setting $13.00 retail. 


SEE THE COMPLETE OPEN-STOCK DINNERWARE IN THIS 
AND IN OUR EQUALLY LOVELY HAND PAINTED PATTERNS. 
*T. M. Reg. 


Aldeon Art Smport ing Ce , SY, " 


225 Fifth Avenue New York 10, N. Y. 
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gift sets 


to move these elegant sets from 
your store. 


Barbara Bates offers tremendous 
variety, the most complete price 
range, and the most sales produc- 
ing line ever thought possible... 


Cases of Roman Stripe, Crushed 
velvet, Crystelle velvet, the famous 
golden “Midas Mesh”, Black 
brocade, Leather, and Pleated 
crepe to mention a few. Retail 
Prices from $2.00 to $30.00. 


Advertising, merchandising and 
Publicity in all important media 


For example, set shown above 
(#336) can be seen in the Decem- 
ber, 1953 issue of Esquire Maga- 
zine on Page 34. It’s a Man's set 
with peccary grain case, red moire 
lining, containing six essentials 
for men—lIt’s sturdy, compact 
And there’s a smart lady’s set to 
match (#335). Suggested retail 
$12.50 for the man’s set. 


Get on the bandwagon, these sets are selling 


fast —Write to ( RT ce 


C. J. Bates & Son 
Chester, Conn. 
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ORCHARD 


Hand-painted earthenware from Jtaly 


The bold fresh design of BLACK ORCHARD is a 
magnificent example of popular contemporary 
styling. Dramatic white fruit on gleaming black 
with a delicate white tracing of leaves and 
tendrils. Dinnerware is on the favored coupe 
shape. Available in full dinnerware, and salad 
bowls, chop dishes, canape trays, TV sets, etc. 
BLACK ORCHARD is sure to have a great appeal 
for young moderns today ! 
Available in open stock for immediate 
delivery. Prices and samples on request. 
5-piece place setting $6.50 retail; slightly 
higher in the far West. 


Exclusive U.S. Representative 


& 

Fisher, Bruce & Co. 
One of America’s Largest Open Stock Dinnerware Houses 
221 Market St., Philadelphia 6, Pa. 

1107 Broadway, New York 10, N.Y. 


















“ETIQUETTE” 


from 


HEINRICH & CO. 


This new design follows the curve of 

the coupe shape with a _ distinctive ‘ 
deckle-edge effect done in fine coin 

gold, on white Bavarian china. 


S-pc. Setting—App. $13.00 retail 


GEO. BORGFELDT 
CORPORATION 


Established 1881 


44-60 E. 23RD ST., NEW YORK 10, N. Y. 


712 S. Olive St. (Merch. Mart) 44 York St. 
Los Angeles, Calif. Teronto, Ont., Canade 
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Bring’em Back | 


It doesn’t matter if the purchase is 
made as a gift for someone special, 
or for the customer’s own use, the 
boxes and wrappings you use 
can do much to enhance the 

value of the jewelry or gift- 
and thus bring satis- 




























Mail Coupon 


for FREE CATALOG! 


“THE PACKAGE IS PART OF THE PURCHASE” 


PILTORIAL PAPER PACKAGE CORPORATION 


SOUTH LAKE STREET 


15116 MERCHANDISE MART 232 
AURORA. ILLINOIS 


CH (AGO LLINOIS 





Pictorial Paper 
Package Corp. 


Aurora, Illinois 


MAIL COUPON NOW 


including prices, and discounts covering your complete 


f 
i 
[ 
i 
Please send complete catalog of gift and jewelry boxes, i 
line of packaging needs. . 

[ 


oseereewrewewreeweeaeneereevreeaee eee eeeeeen ee eeeqeaweeeeee eee 
“enrneee ee @eeeneeseeneeeee#eeeneee@eneeeneeeeneeeneen#ee#e#ee#es: 

“et eeev#ee5nxe#e#e#eeuwe#eeeeese#eeneeeeneneeeneeeeeeeeneeeeeeeeee 
“eeeeeeeeenoneeaenvneeeee 











,_ = ———_ 


Stainless Steel Blades 


by “Vorthampton 


For New Goods or Repairs 
























B. Cap Lifter (Hook Type 
D. Cheese Scoop 


A. Bottle Opener (Ring Type) 
C. Knife Blade (Medium) 


Leading silversmiths and repair shops look to 
Northampton for finely finished forged stain- 
less steel blades. Unequalled for quality, 


beauty and craftsmanship since 1871, North- 
ampton offers a wide variety of specialty items 
in addition to a complete line of tableware. 
Prices and illustrations gladly furnished. 





NORTHAMPTON CUTLERY COMPANY « 
NORTHAMPTON 2, MASS: e@ ESTABLISHED 1671 














ettieieenet 


offers you 
complete plans on 


“HOW TO SET-UP 
AND OPERATE 
A PROFITABLE 
STAINLESS STEEL 
DEPARTMENT” 


Write for 


your copy today 
Dept. JK 














SELL AMERICA'S MOST 
PROFITABLE LINE OF 
10 KT. AND GOLD FILLED 


EARRINGS & BRACELETS 
JMS Jewelry Manufacturing Co. 


256 LIBERTY STREET, BLOOMFIELD, NEW JERSEY 
World’s Largest Manufacturer of Quality Earrings ¥% 
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Appliance Sales 
(From page 184) 


Many of the more than 2,000 customers who are cur- 
rently paying for diamonds, watches, rings and other 
jewelry items on Norman accounts have remained cus- 
tomers of this store mainly because it had a good selec- 
tion of name brand appliances during periods when these 
tems were relatively scarce. 


The overall marketing picture has changed consider- 


ably since THE JEWELERS’ CIRCULAR-KEYSTONE 
reviewed Norman’s appliance operation in 1950 (“Appli- 
ances—Silent Salesmen of Jewelry,” June, 1950). Stated 
quite bluntly, the pricing structure on appliances has 
weakened considerably. This is especially true in Chi- 
cago, where television has proved an especially successful 
advertising medium for a fist-full of fast-talking operators 
who have taken to selling prices, rather than merchandise. 

In Norman’s own words, “The appliance pricing situa- 
tion is completely out of hand. Manufacturers can’t even 
control prices on their own merchandise anymore.” 

This situation, however, does not necessarily mean that 
jewelers should slack off on their appliance sales, accord- 
ing to Norman. He himself did not build a seven-figure 
sales volume through reluctance to sell any type of mer- 
chandise. The situation has to be appraised for what it is, 
he feels, and then a jeweler’s policies have to be tailored 
accordingly. 

Norman’s operations offer a good insight into the gen- 
eral appliance picture because the firm does such a com- 
prehensive job in this department. The store’s stock in 


this section runs the full gamut, from table-top appliances 
all the way up to refrigerators, gas and electric ranges 
and washing machines. 

In a market where price cutting is rampant across the 
board, Norman has found it best to cut down on his stock 
of major appliances and to increase his efforts on small 
traffic appliances. The psychology behind this reasoning 
is both simple and sound. Price cutting, by and large, 
is a percentage proposition. If another dealer cuts, for 
example, 15 per cent off the retail price of a refrigerator 
the saving to a consumer will run somewhere between $30 
and $50. Fr this kind of mony, the customer will find 
it worthwhile to travel crosstown or uptown and to take 
a chance on doing business with a deaier whom he does 
not know. 

However, applying the same percentage to an item sell- 
ing for $20 or $25, the stakes, as far as the consumer’s 
pocketbook is concerned, are much smaller. Most cus- 
tomers will think two or three times before inconvenienc- 
ing themselves over these smaller amounts. An important 
extra consideration on small appliances is that a customer 
who already has a working account with a credit jeweler 
in the neighborhood where he shops regularly will place 
considerable value on the convenience of being able to 
add the new purchase to his account without the fuss 
and red tape connected with establishing credit with a 
new dealer. 

From the jeweler’s point of view, of course, a keystone 
of credit selling centers on keeping as many accounts as 
possible active. 

Still another point, which Norman feels no jeweler 
should overlook, is that traffic appliances are heavily ad- 








GOLD ° SILVER ° 


\ 


Strictly Refiner® 
Not Manufacturer® 
of Jewelry 










21 West 46th Street 





Metals of Guaranteed Purity| 


PLATINUM ° 
IRIDIUM * RUTHENIUM * RHODIUM ° OSMIUM 


W. solscit your Sweeps » a 


Filings—Scrap Gold and 


Your Ol Gold Shipments 


Kastenhuber & Lehrfeld, Ine. 


| Tel. JU 2-2320 
* Est. 1895 * 





PALLADIUM 


Platinum—Metals 


WILL RECEIVE 
Special Aten lion 





New York 19, N. Y.Hi 
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The lighter with 
the flame you aim... 
the Beattie Jet Lighter 


out in front for jewelers’ profits! 






TILTED jet 


flame for pipes 












UPRIGHT 
for cigars and 
cigarettes 





























The Beattie Jet Lighter with a two-way 

flame gives you two-way sales support, too! 

The Beattie Jet is backed by years of 

national advertising. And it’s the only lighter of its 
kind with thousands of enthusiastic users 

acting as “salesmen” for you. This means fast 
turnover and the profits that go with it. So keep 
the Beattie Jet Lighter out where your customers 
can see it. Watch it sell itself! 


The Flame 


you aim 





Why Beattie Jet Lighters sell so easily... 


1. Two flames—jet for pipes—regular for cigars 
and cigarettes. 

. The only jet lighter that works on standard 
lighter fuel, always at hand. 

. Wick lasts indefinitely. 

. Longest flint. 

. Easy to fuel—holds more, too. 

. Guaranteed to work. 

. 10 models retailing from $6.85 to $27.50. 

8. Consistently advertised. 


For full information or display material write to 


Amo hd 


~) 


19 East 48th Street, J New York City 


*BEATTIE Ta a INC. 














W. R.C. 
EAR WIRES 
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= | See Your WRC CATALOG for many other 
styles to meet every requirement. Made in 
Brass, Sterling, 1/20 12 Kt. G.F. and Gold. 












from your 
Materia] 
jobber. 


W. R. COBB Company 


101 Sabin St. 


New York Office 
320 Fifth Avenue 


Providence, R. I. 
Chicago Office 


29 East Madison Street 
OF YOUR |g 


0 
80 QO CUSTOMERS 


% Guide them to an ''ORIGINAL" 


TREASURE DOME w:.nex 


@ Nationally Advertised @ Proven Sales 
: Of everlasting GENUINE DUPONT LUCITE 

. . . break resistant . . . with crystal 

clearness seldom found in glass . . . with 
polished hardwood bases of mahogany, 
ebony or blond. An _ heirloom. watch 
becomes a modern, useful timepiece. 
(Develop extra repair jobs.) 


NOW AVAILABLE AT YOUR JOBBER 
-... Or write Carol Beatty, Dept. 104-0, 
7410 Santa Monica Blvd., Los Angeles 46, 


California. 





*Patent Pending 















Patent Pending 
—— $4.00 KEYSTONE — 














SALESMEN WANTED 


Excellent opportunities in Eastern and Mid-Western 
territories with manufacturer of established line of 
jewelry. Call on wholesale trade with missionary work 
in key areas. Salary, expenses and bonus. Right men 


can plan on $15,000 minimum annual earnings. 


Please send qualifications to 


MARKETING RESEARCH ASSOCIATES 


P. O. Box No. 677, Providence, R. I. 
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vertised merchandise for which consumer demands have 
been created even before the customer enters the store. 
\Jmost invariably, customers have been pre-sold on their 
appliances before they came to Norman s to look at them. 

\side from all the other advantages listed here, Nor- 
, js convinced that appliances continue to represent a 
trong potential for a self-supporting, independent de- 
partment. Some idea of the potential to which Norman 
‘. referring can be seen in the following figures for ap- 
sliances sold during last year’s Christmas season in his 
tore: 125 electric mixers; 150 fryers; more than 50 
asters; and more than 250 clock-radios. 

In his final appraisal, Norman will admit that selling 
appliances is nowhere near as profitable as selling jewelry. 
But he never loses sight of the fact that his appliance 
jepartment is his store's major source of new jewelry 
ystomers. This, coupled with the fact that this depart- 
nent has always shown a satisfactory profit, leaves no 
“oom for question or doubt as to its value—even its 


man 


necessity. 


—_— ll  - 


Special Wall Unit 


(From page 182) 


figurines, and at another time a clock will occupy each. 
When the Christmas season approaches, Nolin puts in a 
large variety of carefully selected gift items. 

This very wide selection enables people to make their 
decisions before entering the store. Items so displayed 
are quickly sold as the whole line has already been shown. 
Many impulse sales are made as a result of the display. 

In addition to the window on the right side which is 
shown in the photograph, there is another on the left of 
the same size. The shadow wall is actually additional dis- 
play space. 

Many different patterns in silverware are shown to 
great advantage inside the Nolin jewelry store by a dis- 
play that covers half of the back wall. The silverware 
pieces are backed by velvet squares to which they are 
attached by elastic, and arranged to slope back gradually 
from the bottom to the top. Forty different patterns in 
most of the well-known brands are displayed by an ar- 
rangement five squares high and eight squares wide. 
Drawers were constructed below the display for storage 
of additional pieces of each pattern. 

The silver is not arranged by brand, but rather by al- 
ternating plain and ornate patterns. Nolin finds this the 
- attractive arrangement due to the wide variety of 
esign. 





Sterling, Silverplate or Stainless? 


Manufacturers—and very often their salesmen—have 
become so enthusiastic about their own product, whether 
sterling silver. silverplate or stainless steel, that they tend 
lo underestimate or ignore the other component parts of 
of the overall tableware market. 

There is no such thing as a 100 per cent sterling 
market or silverplate or stainless steel market, points 
out D, E. Sanderson, vice president and director of sales 
of Oneida Ltd.. but there is a tableware market. Interest 
will vary in the individual store, but with the present 
return to competitive selling no store—and no salesman 











How You Can Get a High Price 


for Your 


Trade-In’ Watches 


Mr. Jeweler: 


Like most jewelers, you no 
doubt have a number of “‘trade- 
in’ or used watches. These 
represent dead stock until they 
are converted into cash. Evea the profit on the sale 
of a new watch depends upon the price you receive 


on your “trade-in” watch. 





Right now we can pay you more than usually for 
every used watch you have on hand. We have 
agreed to supply a large number of men’s and wo- 
men’s used watches to an exporter who is in the 
business of selling rebuilt watches to foreign trade. 


Here is our proposition. 


We suggest that you ship to us all used watches you 
have on hand. When we receive these watches, we 
will immediately mail you a check in full for the 
watches. To fully protect you, we will also keep 
your watches intact for ten days after the check is 
mailed to you. If for any reason the check is noi 
satisfactory, you can return it within ten days and 
we will at once return your watches. 


Our check to you should be larger than you would 
ordinarily expect. We must have the wafches--— 
quickly—and can afford to pay a better than avet- 
age price—a higher price than is paid by anyone 
else we know of. 


For references and financial responsibility we refer 
you to the Jewelers Board of Trade, or the Exchange 
National Bank of Chicago. 


Send us your used watches. We will mail you a 
check immediately and we will hold your watches 
intact for ten days. If you are not pleased with your 
check (and we know you will be) you can return 
the check within ten days and we will return your 
watches. 


Yours sincerely, 


Ly lamers 


Leo Pevsner & Co., 
5 South Wabash Ave., 
Chicago 3, Ill. 


Phone Franklin 2-2928. 


P. S. Please see our ““Tax On Love” advertise- 
ment elsewhere in this issue. 





within that store—should ignore or “sell down” one or 
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33 million” potential 






BIRTHSTONE RINGS 
Created by Gran 


playing 
card customers! 





STYLE NO.843 shows a STYLE NO.844 shows a _— STYLE NO. 845 shows 
Rose Zircon encrusted Peridot encrusted with Zircon encrusted with 
with a gold birthsign a gold birthsign of Leo gold birthsign of Sag. 





of Libra for those born _ the Lion ee 7 ete Pay those born 
j September 24 to Octo- July 22 to August 21. Ovember 23 to De. 
Use this to your ae cember 21. 


olgehibexeloh Zelahioler-meolelalare 


Created in modern, beautifully de. 
signed mountings, in 10K yellow or 
white gold with brilliantly lustrous 
synthetic birthstones, permanently 
encrusted with correct Zodiac birth. 
signs in 22K gold. 

Available in sets of 12 for ladies 
or gents in attractive plastic display 
case, they are a fast moving profit- 
able addition for birthday anniver- 

— = sary sales the year ’round. 
STYLE NO. 509. a heavy Ask to see these unique and exclu- 
gents ring, shows a synthet- sive birthstone rings. Display signs, 


ic ruby, encrusted with a illustrated folders, newspaper mats 
gold birthsign of Cancer, for 


the coming gift-season! 
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4 furnished to help you promote this 
. 7 ‘ Jul i 
’ ’ ¢ M1 Sodiae motit is carried addition to the wellknown “GRAN” 
MOTHER S 3 j out in side designs. line of fine finish Emblem Jewelry. 
4 une : 
: GRADUATION GRAN and COMPANY, INC. 
DAY | 546 S. Meridian St., Indianapolis 25, Ind. 
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AUCTION SALE WANTED 
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june 20 IN SUMMER RESORT 
ee SHOWERS and 
WEDDING If you operate an established jewelry store in a summer 


resort town, we can reduce unwanted stock, gain new cus 
tomers and make substantial profits for you by conducting an 
ethical auction sale. If you prefer, we will buy your store 


GIFTS 





*Kem Card ads will be seen all year 














complete. 
round by 33 million consumers in ee We can offer highest references. 
these national publications: WE HAVE DONE IT BEFORE AND WE CAN DO IT AGAIN! 
i ALVIN FREEMOUNT 
a AUCTIONEER & APPRAISER 
°e EBONY 9 So. Pennsylvania Ave. Atlantic City, N. J. 
© HOLIDAY 


vv, 





© HOUSE BEAUTIFUL 

® LADIES’ HOME JOURNAL 
e NEW YORKER 

e SATURDAY EVENING POST 
e TRUE 


SELL AMERICA'S MOST 
PROFITABLE LINE OF 

eee 10 KT. AND GOLD FILLED 
Concste, Sambo, Bolivia and Pincchle during | MARLO Oh AGM ad OU od ddA 


peak promotional periods ... and every other 
JMS Jewelry Manufacturing Co. 


day of the year for round-the-calendar profits. 
Write for complete details. 

256 LIBERTY STREET, BLOOMFIELD, NEW JERSEY 

KEM PLASTIC PLAYING CARDS, INC. World’s Largest Manufacturer of Quality Earrings 


595 Madison Avenue, New York 22, N.Y. 
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more of the components that make up the tableware 


market. . . | 
Today the customer is again the boss, and the wise 


merchant should be prepared to fill her every wish, but 
-onflicting claims will often delay her decision to buy. 

Oneida commissioned Harvey and Howe, Inc., pub- 
lishers of “What’s New in Home Economics” to write 
and publish in their magazine a twenty-page manual on 
“Tableware for Today’s Living.” This new manual 
clearly outlines the advantages of each type of tableware 
but strictly refrains from recommending one over the 
other. Thus. the consumer is left with a pride of owner- 
ship—no matter what her choice—and her purpose and 
pocketbook will dictate that choice, not the misplaced 
enthusiasm of the s:.les person. 

“Tableware for ‘luday’s Living” was published com- 
plete in the February issue of “What’s New in Home 
kconomics’ which goes to every practicing home econo- 
mist in the country—not just the teachers in high 
schools and colleges but to the leaders of Home Bureaus 
and 4-H Clubs and to the home economists attached to 
the utility companies. 

To assist jewelers Oneida, Ltd., is now making avail- 
able additional copies of this manual through the mem- 
hers of the firm’s sales forces. 





Introducing Greened Amethyst 


(From page 126) 


rial has a well-established quality and price, it is obvious 
that there will be no great fluctuation in the price of the 
sreened amethyst, and that the price and the supply will 
remain firm. Peridot and emeralds could have such con- 
trol, but actually, in practice, only diamonds have a 
stability in the marketing end that will make this new 
material similarly outstanding. The price will be in the 
range of the better quality calibrated amethysts. 

The working and wearing qualities of this new stone 
are, naturally. the same as those of the long accepted 
amethyst and topaz quartz, so there is no need for the 
manufacturer to work out a new experience or technique 
in the setting of this stone. The retail jeweler, in turn, 
can stock it with assurance, secure in the knowledge that 
itis a stone of proven durability, and that its price is as 
stable as that of the amethyst he has so long handled 
with confidence. 

The green color of greened amethyst is pleasing, and 
its availability will be good. There is no reason that we 
can see now why greened amethyst should not prove 
a valuable addition to the jewelers’ line in the coming 
years; for it adds to his stock a new green stone that will 
be something original for him to show and to talk about. 

When will it be on the market? Cut stones are arriving 
this month. and it should probably be ready for Christmas 
1954. The control that Nature has made possible with 
this stone has encouraged the mine owners, Th. Badin de 
Minerios, Ltda. to cooperate with the jewelry trade in 
hastening the acceptance of the stone. They are pre- 
pared to print, and make available to the manufacturing 
jewelers (who can pass them on to retailers for their own 
Imprint) a small brochure giving the facts about the new 
stone, and the fascinating account of its discovery. This 
farsighted idea should go far toward adding to the popu- 
lar interest in the stone. 
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by tightening controls 
with MONARCH 














mechanical 
price- marking 


Legible, tamperproof price-marking of every item is one of 
the best safeguards against stock discrepancies, price mis- 
takes and lost profit. Every unticketed item in the store is a 
temptation to dishonesty and carelessness. 






Monarch price-marking saves 
hours of tedious work. Monarch 
price-marking tickets, tags and 
labels are furnished with your firm 
name printed at the top, and are 
unconditionally guaranteed for 
uniform quality and accurate 
count. 


Monarch Pathfinder—biggest 
help at lowest cost— economical 
to use, easy to operate. Anyone 
can learn quickly. Sturdy, com- 
pact, portable. 


Monarch Junior hand-operated 
price-marking machine is ideal 
choice for chain units. Strong and 
durable, light enough to carry 
anywhere in the store. (Also avail- 
able with motor drive.) 


JUNIOR 


Monarch Junior “60”’ is 
versatile; also hand-oper- _...... @iie 
ated. Price-marks 74 sizes 2 . 

and styles of tickets, tags > “= 
and labels, including Senso 
gummed labels that need no 
moistening; also stock con- 
trol tags from one setting of 


type. 


JUNIOR 
"60" 





ILLUSTRATED FOLDERS AND SAMPLE TICKETS, TAGS AND LABELS ARE YOURS 
FOR THE ASKING—WITHOUT OBLIGATION. 


The MONARCH Marking System Company 
216 S. Torrence St., Dayton 3, Ohio 
2010 West 62nd Street @ Los Angeles 47, California 


The Monarch Marking System Ltd. 
26 Duncan St., Toronto 2-B Ont. Canada 


Drop us a card today. 
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In its smart, rigid, genuine 
morocco case it's a sturdy, 
accurate trave! clock. Re- 
moved from the case, it's a 
decorative, modern boudoir 
clock. No. 32/501—Assorted 
colors, precision 7 jewel 30 








internationally 


famous 


as 





hour movement, black dial, 
luminous figures, and hands. 
Highly polished gilt finish. 
Gift packaged. Dimensions: 
3°' x 23%4''. Clock Size: 2° x 
2. Retail Price 095 















31/305. 


mensions: 





WALL CLOCKS © NOVELTY CLOCKS 


65 Madison Avenue 





trous gilt finish. 








DUOTYPE 
Travel Alarm 
and 


Boudoir Clock 











CHIME CLOCKS 


Send for Literature. Visit our Showrooms 


FRED J. KOCH IMPORTER & DISTRIBUTOR 


New York 16, N. Y. 


built 


and dots. 


MINIATURE BOUDOIR ALARM—No. 
Precision 
and long life dependability. 
30 hour movement with distinctive gilt 
colored dial, legible raised numerals, 
luminous hands 
Ivory or Black Enamel finish with lus- 
Gift packaged. Di- 
3%,'' x 2%". 


for beauty 
7 jewel 


Case in 


Retail Price, 
$12.10 


CUCKOO CLOCKS 
































PLASTIC TAGS 


dramatic, outstanding 

are all sizes, add 
UL TOU MON OMNIA HE 

attached, 
with free 


tih-. Qui (KI) a 


easily marked \ 


Stylus or pen 


WATCH BAND TAGS 


; peo 01 ge tic imprinted 


with your own identifications. 


ATTACHED to 


277 Halsey St., Newark 2, NJ. 
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Now, the prestige of YOUR OWN Imprinted String Tags. of 


METALLIC FOIL 


ha no more than ordinary imprinted taqs 


the FINEST JEWELRY in AMERICA jewelry tags by 
ARCH CROWN assure you the finest craftsmanship and prestige. 


7a CROWNTARS Peas 

















MAIL ORDER 


( Sine Special Cuter Sewiee) 
A \A>_ ae 


creating...repairing ... designing 
JEWELRY OF ALL DESCRIPTION 


Master jewelers for four generations 


Serving retail jewelers throughout the nation 
SEND FOR FREE CATALOGUE 


ELIAS L. PRESS ano sons 


68 NASSAU ST. NEW YORK 38, N. Y. 
Tel—Digby 4-6852-3-4 


Our safe and premises are guarded by Holmes Electric Protection— 
also—insured with The Jewelers Block Policy. 





neice 


SALESMEN WANTED—We hove c Service that you can sell. /# will not Interfere 
with your lines—if interested, write for details. 











St. Joseph of Copertino 
F lying Medallion 


designed by 
C. Paul Jennewein 





This medallion, not limited to a single creed, and 
made famous during World War II, as a special 
guardian of air travelers, is available again for the 
first time since 1946. 


Comes in dime, quarter, and dollar sizes in bronze, 
Sterling silver, gold plate, and 14 KT. gold. 


@ Write for price list @ 


AIRBORNE MEDALLION CO. 


104 East 56th St. New York 22, N. Y. PL. 5-4818 
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"THE BIG IF". As this issue goes to press, the bill which will reduce jewelry 
excise taxes (HR8224) is under consideration by the United States Senate. This 
bill has been passed by the House of Representatives. If passed by the Senate 
and signed by the President, jewelers will be faced with the problem of repric- 
ing many of their items. JC-K has anticipated this problem and has prepared 
two sets of charts to facilitate this job for the retailer. The charts appear 
on pages 109 to 1l2. 


REMINDER TO WHOLESALE JEWELERS. Wholesale Jewelery Buyers Market opens on May 1 at 
the Sheraton-Biltmore Hotel in Providence. Preview of new Fall fashions will be 
viewed by, it is anticipated, over 3000 wholesalers. 


ELGIN ANNOUNCES 20% PRICE PROMOTION. In reSponse "to jewelers’ demands for action 
to stimulate watch sales," Elgin National Watch Co. is launching on April 22nd 
a short-term 20 per cent reduction on its entire line "to help the trade 
liquidate excess inventories on an orderly basis." Prices will be returned to 
their regular schedules when the promotion ends June 5th. 


CONGRESS REQUESTED TO RESUME BUSINESS CENSUS. A last minute drive is under way in 
Washington to persuade Congress to authorize the Census Bureau to go ahead with 
a business census, including retail and wholesale establishments. Funds for 
this project were stricken from the federal budget last year. A request to 
resume the business census was sent to Congress in March, Supported by a report 
and recommendation from a special review committee composed of economic experts 
from both buSiness and labor. 


D. C. MERCHANTS PROPOSE FAIR TRADE LAW. In early March, the District of Columbia 
Business Practices Council was seeking to have a minimum-pricing bill, already 
prepared, introduced in both the House and Senate. At the same time, it was 
urging manufacturers to give Support by releasing their products only through 
legitimate channels. (For a report on price cutting in Washington, turn to 
page 82.) 


REPORT DUE ON GLASS IMPORTS. New recommendations regarding import duties on hand- 
blown glassware were being readied last month by the U. S. Tariff Commission. 
The commission split on the question last year and dropped the matter in the 
lap of the White House. The case was returned to the agency for further study. 
Domestic manufacturers and labor locals submitted a report intended to show 
that imports are seriously injuring the domestic industry. 


BOOST IN MINIMUM WAGE ASKED. New pressure for raising the national minimum wage is 
being felt at the U. S. Labor Dept. A conference of state labor officials and 
union officers is urging Labor Secretary Mitchell to increase the present 
75=cent minimum to $1.25 per hour as soon as possible. AS a matter of prac- 
tical politics, it is doubtful if Congress will act this year to increase the 
7d-cent minimum. A number of firms cannot afford an increase under present 
market conditions. 
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Proposed Fair Trade Law Prepared 
By Merchants in District of Columbia 


Grass roots support and manufacturers’ 
aid are being sought earnestly by Wash- 
ington jewelers and other retailers in their 
campaign to get a fair trade law for the 
District of Columbia. 

Legitimate merchants in the District 
know it is necessary to convince the public 
of the long-term advantages of dealing with 
established retailers in order to make their 
fair trade program successful. 

Many consumers, they realize, see only 
the immediate cash savings involved in 
buying merchandise from discount houses, 
while ignoring the consideration that these 
walk-up shops are not able to back up 
their sales of such items as watches and 
appliances by offering—as do competing 
retailers—routine maintenance services. 

To prove the lasting benefits of trading 
with conventional retail stores is extremely 
difficult, one jeweler in Washington points 
out, when potential buyers find cut-rate 
establishments in virtually every part of 
the city. Moreover, retailers find their job 
complicated by continued reports that more 
large discount houses are considering a 
move to the District from which they could 
mail merchandise into fair trade areas. 

In early March, the District of Columbia 
Business Practices Council was aiming its 
fair trade maneuvers in two directions. The 





group was seeking to have a minimum- 
pricing bill, already prepared, introduced 
in both the House and Senate. At the same 
time, it was urging manufacturers to give 
support by releasing their products only 
through legitimate channels. 

The Council perceives that introduction 
of a fair trade bill is only an introductory 
step in providing a law for the District. A 
spokesman for the group predicts a long 
and trying fight to overcome opposition in 
Congress and among some Washington ele- 
ments. 

This effort would be simplified by the co- 
operation, at least partly in the form of ed- 
ucational advertising, of manufacturing 
firms. Among Council members, however, 
there is an awareness that producers of 
many articles are having their own difficul- 
ties with surplus stocks which they feel 
must be disposed of without delay. 

While it is uncertain whether fair trade 
for Washington will be voted on in Con- 
gress this year, one obvious fact is that 
discount establishments are already seri- 
ously threatening public confidence in the 
reputable merchant. He now faces the 
gloomy prospect of several years of care- 
ful rebuilding to restore his relations with 
consumers to the cordial conditions of 
earlier times. 





Quick Senate Action 
Expected on Bill to 
Cut Jewelry Excise Tax 


As this issue went to press, Senate ap- 
proval was expected momentarily on a bill 
that would cut from 20 per cent to 10 
per cent the retail excise levies on jewelry, 
furs, luggage and toilet preparations. 

The Senate Finance Committee approved 
the bill on March 19 after voting a long 
list of changes in the House-approved 
version. Principal changes provided more 
liberal treatment of taxes on tickets to 
entertainment and athletic events. 

From the moment of its introduction, 
the tax reduction bill has whisked through 
Congress at an accelerated pace. It was 
approved by the House Ways and Means 
Committee on March 3—the same day on 
which President Eisenhower told news- 
men that he approved a statement issued 
by George M. Humphrey, Secretary of 
the Treasury, opposing the proposed excise 
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cuts. One week later, on March 10, the 
House of Representatives passed the pro- 
posed bill by a vote of 411 to three. 

Following its passage by the House, the 
bill was sent to the Senate Finance Com- 
mittee where hearings on the measure were 
held. Despite the opposition of the Eisen- 
hower Administration, the bill was ap- 
proved by the Senate unit on March 19. 
It was then ordered reported to the Senate 
for consideration the week of March 21, 
and the committee chairman, Senator Eu- 
gene D. Millikin, Republican of Colorado, 
voiced hope that it would be passed by 
March 26. 

Under terms of the bill, the new 10 per 
cent rate would take effect April 1. It 
would mean a 50 per cent reduction in the 
20 per cent levy on jewelry, luggage, hand- 
bags and wallets, furs, toilet preparations. 
cabaret charges and electric bulbs and 
tubes, 

The 10 per cent rate would also apply 
to mechanical pens, pencils and lighters, 
photographic apparatus, sporting goods, 
telephone and telegraph service, personal 
transportation and leased wires. These are 














cnn 
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now subject to rates of 15 to 25 per cen, 

There was no comment from the Whit 
House on the excise reductions approved 
by the Senate committee. Since the hil 
also carries out the President’s recom. 
mendations for extending the present rate 
on liquor, cigarettes, gasoline and auto 
mobiles, the Administration’s hands ar 
somewhat tied in opposing it. The levies 
under existing law, are due to drop by 
about 10 per cent in general on April |, 
The bill would continue them for one year, 

Many Senators have voiced the belief 
that the Administration will not make ap 
issue of its opposition to the bill. At this 
writing, quick Senate passage of the bill 
was predicted. 


Prices on Entire Elgin 
Watch Line Cut 20% 


For Spring Promotion 


The Elgin National Watch Co. is launch 
ing April 22 a short-term 20 per cent 
reduction on its entire line, according to 
A. L. Rowe, vice president in charge of 
marketing. The move was described a 
“an answer to jewelers’ demands for action 
to stimulate watch sales” and was started, 
said the company, to help the trade 
liquidate excess inventories on an orderly 
basis. 

The company termed reactions from 
jewelers during the first several days of 
field work as “very enthusiastic.” 

The “Spring Time Savings” promotion 
was announced by Mr. Rowe, who said 
it had been decided upon after exhaustive 
studies of what other consumer industries 
are doing to meet the same type of prob 
lem. Watch prices in effect during the 
promotion will be fair-traded in all states 
having fair trade statutes, he explained, 
and prices will be returned to their regular 
schedules when the promotion ends June 4. 

It was stated that Elgin is lowering 
its own prices to jewelers by the same 
20 per cent margin during the promotion, 
so that the watches sold during the event 
can be replaced and jewelers may retail 
their normal markup. 

Full-page national magazine ads a 
nouncing the promotion to consumers will 
appear in the issue of Life reaching the 
newsstands April 23, and in Look dis 
tributed May 4. Television spots in majo 
markets will concentrate on the 20 per 
cent savings theme for six weeks beginning 
April 22, and large-space newspaper ads 
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n newspapers blanketing the 
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— heduled for April 22 and 


country are sc 


- - said the promotion is based 
of ee “frm conclusions” reached as a 
result of research into today’s jewelry 
store problem: 

1, The public has money to spend, but 
the public will buy only if it is offered 
an unusual value. | 

9. The watch industry, including both 
manvfacturers and jewelers, can derive 
from the price-prometion technique the 
same outstand'ng benefits this merchan- 
dising method has given to merchants in 
practically ail other lines of marketing, 
including white goods, appliances, furs, 


and furniture. 





Gordon Howard, advertising manager for 

Elgin National Watch Co., displays repro- 

duction of full-page ad company will run 

in Life on April 23 and Look on May 4, 

announcing 20 per cent price reduction on 

all Elgin watches during six-week "Spring 
Time Savings" promotion. 


“This promotion unquestionably reflects 
a trend toward revision of traditional mer- 
chandising practices in the jewelry field,” 
Mr. Rowe said, “because jewelers recognize 
they must develop new methods of com- 
peting for the consumer’s dollar. It is 
entirely possible, for instance, that price 
promotions will become established annual 
events in this industry, as a means of 
moving out carry-over inventories and mak- 
ing way for fresh stocks.” 





Named 
Clock Sales 
Mor. of 
Telechron 


DONALD E. 
PERRY 





Donald E. Perry, formerly industrial 
sales manager, has been appointed clock 
sales manager of Telechron Department, 
General Electric Co., Ashland, Mass. 
John H. MacLeod has been appointed 
industrial sales manager to replace Mr. 
Perry, He was formerly industrial sales 
engineer with headquarters in Chicago. 
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Comprehensive and Informative Program 
Planned for Annual Convention of NJA 


Convention sessions to be held by the 
National Jewelers Association during this 
year’s National Jewelry Fair will deal with 
the jewelry trade’s most pressing problems 
and with subjects that enter into the every- 
day conduct of jewelry stores. Forums 
with audience participation will bring 
jewelers helpful information on current 
questions, as well as practical aids that 
can make business bigger and better. 

The first session will be held on Sunday 
evening, July 25, and will deal with the 
latest developments in connection with 
efforts to make 1954 a year of decision 
for fair trade in the jewelry trade. It is 
expected that by the end of July some of 
the fair trade confusion will have cleared 
enough to permit straight thinking and 
make it possible to have some conception 
of what lies ahead. All elements of the 
jewelry industry that are interested in fair 
trade will’ be given an opportunity to be 
heard on the proposed forum. 

An outstanding session will be a “Pro- 
fessor Quiz” forum on Monday, July 26. 
It will be confined to the conduct of retail 
jewelry business in the present-day econo- 
my. Jay C. Lighterman again will be 
“Professor Quiz” and on his staff he will 
have a number of the trade’s well-known 
experts. Last year, a similar forum held 
under the direction of Mr. Lighterman 
continued through seven hours. 

The Tuesday morning session will be an 
innovation. It will be a forum devoted 
to financing retail jewelers’ instalment 





sales. The presentation of the subject will 
be made by Dr. Raymond Rodgers, Pro- 
fessor of Banking, New York University 
School of Business. The panel members 
will be representatives of finance com- 
panies and credit jewelry stores. The ad- 
vantages and disadvantages of carrying 
charges on instalment sales by jewelry 
steres will be included in this forum. 

A symposium on jewelry-store service 
depar!nents that earn profits will have Mel 
Foer, well known Washington, D. C., retail 
jeweler, as the main speaker. Al Levine 
of the Watchmakers of Switzerland will 
be the chairman. The panel members will 
be selected from jewelry stores that have 
watch and jewelry repair departments 
which are making money and also are 
building store sales volume and goodwill. 
This feature is scheduled for nine o'clock 
Monday night, July 26. 

Dr. Frederick H. Pough, internationally 
known scientist and a foremost authority 
on mineralogy, will present “Today’s Al- 
chemy and Jewelry.” He will acquaint 
jewelers with the wonders wrought by 
man’s ingenuity and efforts to outdo na- 
ture’s works. He will have headquarters 
in the Exhibition Hall on Monday, Tues- 
day and Wednesday. 

This year, retail jewelers and their rep- 
resentatives again will be registered in 
advance for the National Jewelry Fair and 
convention. Registration applications soon 
will be mailed to retailers of jewelry-store 
merchandise by the 1954 exhibitors. 





Record Number of Wholesale Jewelers 
Expected at NEMJ&SA Show in Providence 


Over 3000 wholesalers, throughout the 
United States and Canada, received regis- 
tration cards and the first mailing for 
the May 1 through 8 Jewelry Showing of 
the New England Manufacturing Jewelers 
& Silversmiths Association. 

Olof V. Anderson (Anson, Inc.), chair- 
man of the publicity committee, stated: 
“Our publicity and promotion campaign, 
geared to insure a record turnout of buyers 
during the May 1 to 8 period, has been 
tremendously successful.” 

Albert P. Marcello (Imperial Pearl Co.), 
chairman of the participation committee, 
stated, “Manufacturers’ acceptance of an 
early spring showing has been excellent, 
and it has been necessary for us to make 
use of every bit of available space in order 
to accommodate those manufacturers who 
wish to show. 

“A wide number and type of companies 
who have made application to date will 
help make the showing a truly outstanding 
one, since it will enable the wholesaler 
to satisfy most of his needs in one place 
at one time.” 

Wholesalers and their representatives 
have been invited by the reservations com- 





mittee to use its services in arranging for 
hotel accommodations. There is every in- 
dication that reservations will be difficult 
to procure unless arranged for in advance. 

Wholesalers will find a complete and 
varied line of jewelry made in the Provi- 
dence-Attleboro area. This will include 
costume jewelry, gold-filled lines, some 
precious jewelry, men’s and women’s jewel- 
ry, rings, cosmetics cases, lighters, novel- 
ties—with staple and high-fashion mer- 
chandise being well represented. (For a 
list of exhibitors see page 128D and page 
163). 

The sponsoring group is not hesitant to 
state that their goal is to sell merchan- 
dise—and to sell it early enough so that 
it will be included in the sample cases 
of the wholesale distributors when they 
make their first trips with fall goods. 

The Showing Participation Committee 
includes Albert P. Marcello (Imperial 
Pearl Co.), who is committee chairman; 
L. P. Keeler, Jr. (Pitman & Keeler, Inc.) ; 
John Konjoian (Westminster Jewelry Mfg. 
Co.); Francis LeBlanc (Francine, Inc.) ; 
Edward Migley (Francine, Inc.); John 
Ragosta (Diamond Paper Box Co.), and 
Arthur Spear (Tara Co.). 
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Nearly 250 Manufacturers to Exhibit 
At MJSA Show for Wholesale Jewelers 


Costume jewelry, men’s jewelry, com- 
pacts and accessories are a few of the 
many items to be exhibited at the “Whole- 
sale Jewelry Buyers’ Market Week,” the 
semi-annual show sponsored by the Manu- 
facturing Jewelers Sales Association. 

According to the show sponsors, approxi- 
mately 250 leading firms will exhibit at 
the event which will be held May 9 through 
20 at the Sheraton-Biltmore Hotel in Provi- 
dence. This is the fifth “Market Week” 
sponsored by the MJSA. 

An early influx of hotel reservations by 
jewelry wholesaling firms indicates that 
attendance at the show may surpass pre- 
vious records. According to Joseph Lavan, 
president of Superb Case Co., chairman 
of the Market Week Committee, approxi- 
mately 600 buyers have made confirmed 
reservations. He added that he has been 
“swamped” with early buyer requests for 
reom space and show information. 

On the basis of previous relative “Market 
Week” statistics, the confirmed buyer reser- 
vations have led the Show Committee to 
forecast a total buyer attendance of 1000 
of more. 

In addition to Chairman Lavan, other 
members of the Show Committee include: 
Publicity and Entertainment—Joseph M. 





Aquilino (Anthony Creations), Rally Mi- 
gliaccio (Ritz Vanities), Kenneth E. Ran- 
dall (Rim Jewelry Mfg. Co.) ; Accommo- 


dations—Stephen Villari (representative), 
Jack Fleisig (Futurcraft Co.), Joseph F. 





JOHN A. JOSEPH 
CERRITO LAVAN 
President Chairman 
of MJSA of MJSA show 


Martelli (Martelli Jewelry Co.) ; Rules— 
Anthony Porreca (representative), Joseph 
F. Esposito (Esposito Jewelry, Inc.), 
Robert Parillo (Jewels by D’eri) ; Finance 
—Harry R. Auerbach (Ansul-Craft), 
Frank Montaquila (Vi-Glo Jewelry Co.), 
Al Schuster (representative). 





Firms Exhibiting at 
"Market Week" Show 


A. & - ne Mfg. Co. 
A. & B . Co. 

A. 

A 


Ace Jewelry Co. 

Active Novelty Co. 
Airon Jewelry Co. 
Alden Creations 

Alice Jewelry Co. 
Alsten Mfg. Co. 
Amerique Jewelry Inc. 
Am-Lee Jewelry Co., Inc. 
Andre Pearl Mfg. Co. 
Angolano, Inc. 

Annex Glass Novelty Co. 
Ansul-Craft, Inc 
Anthony Creations 
*“‘Antonette” Pearls, Inc. 
Armet Mfg. Co. 

Art B 


Artistic Jewelry Co. 
Art Craft Jewelers, Inc. 
Arundel Mfg. Co. 
Atlantic Jewelry Co.—‘“‘Regel Creations”’ 
Atlas Mfg. Co. 
Ator-Bali 

Aurora Jewelry Co. 
Aurora Mfg. Co. 

Avon Jewelry Co. 
Bal-Ron Co., Inc. 

A. Bazar 

Beatrix Jewelry Co. 
Berkeley Co. 

S. O. Bigney Co. 
Biltmore Jewelry 

Bond Jewelry Co. 
Brown & Mills Corp. 
Bullard-Pickering 

C. & M. Jewelry Co., Inc. 
Caleco Mfg. Co. 

Cameo Mfg. Co. 
Cardinal Novelty Jewelers 
Catamore Co. 

‘“‘Cayu” Jewelry Co. 
Celart Jewelry Co. 
Central Plastics, Inc. 
Century Jewelry 
Charles Mfg. Co. 
Clayton Co. 

Colonial Bead Co., Inc. 
Colonial Novelty Co. 
Continental Jewelry Co. 
Copper Studios, Inc. 
Cordell Mfg. Co. 

Cote Creations 
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Craftmode Jewelry 
Cranston Jewelry Co. 
Cranston Mfg. Co. 

Crest Jewelers 

Crown Pearl 

Darlene Jewelry 

Sig Dawer 

Dearborn Co., Inc. 

Del Fine Jewelry Co. 
Derene Mfg. Co 

Dexter Mfg. Co. 

Diamond Paper Box Co. 
Dorette 

Duane Jewels, Inc. 

C. & E. Mfg. Co. 

Edlee Creations 

Edwards Mfg. Co. 

Eleant Jewelry Co., Inc. 
Elmar Creations 

Empco Metal Products Co. 
Espo-Flex Co. 

Esposito Jewelry Co. 
Excel Jewelry Novelty 
Fashion Jewelry Mfg. Co. 
Florentine Mfg. Co. 
Forest Hills Mfg. Co. 
Fort Jewelry Co., Inc. 
Foster Jewelry Co. 
Franard Novelty Co. 
Futurcraft Co. 
Gem-Craft, Inc. 

Gem Novelty Mfg. Co., Inc. 
Max Glaesel 

Glamour Vanities, Ince. 
Goddess Jewelry Co. 
Gold-Art Mfg. Co. 
Graceline Costume Jewelry 
The Hallmark Co. 

Hargo Creations 
Harwood Manufacturing 
Helen D’or 

House of Ronjean 

The Hudson Co. 

Ideal Jewelry Mfg. Co. 
International Novelty Co. 
Janice Mfg. Co. 

Jewels by D’Eri, Ine. 
“Jewels by Helene” 
Jeweltex, Inc. 

Jonette Jewelry Co. 

Josef Creations 

Judy Mfg. Co. 

K. & R. Spray Craft Co. 
KRK Jewelry Co. 
Kaufman Novelty Co. 
Keystone Jewelry Co. 
Kingsley Jewelry Mfg. Co. 
Knickerbocker Jewelry Co. 





Kohner Bros. 

Komor Mfg. Co. 

Kuhn & Schneider 

L. & A. Mfg. Co. 

L. & B. Jewelry Mfg. Co. 

L. & R. Mfg. Co. 

LaMar, Inc. 

LaRay Jewelers, Inc. 
Lawrence Mfg., Inc. 

Len-Mark Co. 

Lewis Co. 

Anne Lewis 

Lola Creations, Inc. 

Lou-An Jewelry Co. 

Paula Louis Co. 

Lu-Dell Mfg. Co. 

Lyn-Rue, Inc. 

M. & C. Mfg. Co. 

M. & M. Mfg. Co. 

Mardi, Inc. 

Marla Pearl Novelty Co. 
Marner Jewelry Co. 

Mar-Su Creations 

Martelli Jewelry Co. 
Mayflower Co. 

Meno Pearl Co. 

Metalart Co. 

Mille Fleurs 

Mon-Nel Jewelry Co. 
Monopearl, Inc. 

J. M. Moore 

N. & L. Novelty Co. 

Niantic Novelty Co. 
Normandie Jewelry Co. 
Norm-Art Creations 

Novel Products Co. 

Novelty Jewelry Co. 

Nu-Craft Novelty Co. 

Original Novelty 

Palmer Jewelry Co. 

Paragon Pearl Co. 

Paramount Jewelry Co. 

Parco Manufacturing Co. 

Paris Mfg. Co. 

Park Lane Jewelry Co. 
Peacock Sales Co., Inc. 

E. S. Pearl Co. 

Penn Manufacturing 

Perry Novelty Co., Ine. 
Pettell’s, Inc. 

Philips Mfg. Co. 

Phillips Buttrick Co. 

Plante & Fontaine Co., Inc. 
Prideland Jewelry Co. 
Prim-Craft Mfg. Co. 
Pro-Craft Mfg. Co. 

Queen Fashion Jewelry Co. 
Queen Jewelry Co., Ine. 
Ralph-Edmond Co. 

William Rand, Ince. 

Rawl Manufacturing Co. 
Rayell Co., Inc 

Rene Pearl Bead, Inc. 

Rhode Island Pearl Co. 

R. I. Creations 

Rice-Weiner Co. 

Richelieu Pearls 

Richmond Novelty Co. 

Rickey Creations, Ine. 

Rim Jewelry Mfg. Co.—‘‘Sweetheart” 
Ritz Vanities, Inc. 

Ro-May Jewelry Co., Inc. 
Rosalyn Jewelry Co. 

Chas. Rothman Co., Inc. 

E. M. Ross Co. 

Royal Jewelry Mfg. Co., Inc. 
M. Samas 

Sammartino Brothers Co. 
Savoy Jewelry Co., Inc. 
Scullian Jewelry Co. 
Selro Corp. 
Sharon Creations 
Spetz Jewelry Co. 
Spiral Products Co. 
Star Art Jewelry Co.— 
Starline Jewelry Corp. 
Star Novelty Co. 
Style Guild Inc. 
The Sun Co. 
Superb Case Mfg. Co. 
Supreme Jewelry Mfg. Co. 
Susan Jewelry Co. 

Tara Company 

Taunton Pearl Works 
Terlin Novelty Co. 
Tesoro Mfg. Co. 

Tess Jewelry Co. 
Tres-Jolie Costume Jewelry Co. 
Troob-Gordon Co. 

Uncas Mfg. Co. 

R. E. Van Mfg. Co. 
Vance Jewelry Mfg. Co. 
Vargas Mfg. Company 
Vi-Glo Jewelry Mfg. Co. 
Vinalan Mfg. Co. 

Waite Evans Mfg. Co. 
Washington Jewelry Co. 
Watchbands, Inc. 
Weiner Jewelry Mfg. Co. 
A. Weinrank 

White Mfg. Co. 

Wiesner of Miami, Inc. 
Wilcox Novelty 
Williams Pear] Co. 
Frank L. Wilmarth Co. 
Wright Manufacturing Co. 


“Jewels by Helene” 


Zarts’ 
Zell Products Corp. 
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“VQ QQ2 QL Owes eonesenaaaasan, 


Every jeweler will find profit-making power in 
the knowledge of terms and terminology of the 


jewelry trade which are authoritatively explained in this book. 


It contains an invaluable wealth of information essential to THE JEWELERS’ 
Jewelers, Watchmakers, Gemologists, and all others seeking DICTIONARY 


information pertinent to the Jewelry and allied industries. 
265 pages jammed with authoritative, factual information. $ 6.00 


More than 4500 word-and-term definitions, many of them mam teene 
clearly illustrated. Complete comparative table of Interna- 

tional ring sizes. Eight full-page plates illustrating over 125 Hard Cover Bound in Rich 
varieties of stone cuts. Facts on Sterling and Plated Silver- Blue Cloth with Gold 
ware. A table listing American Watch sizes and enlarged views Stamping 

of Watch parts PLUS a trilingual vocabulary of horological 

terms. An explanation of Gemstone characteristics, tables of 

weights and measures, Wedding Anniversaries and lists of ORD Ble 





Birthstones. 


AUTHORS 
Dr. Frederick H. Pough 
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Luckey to Retire as 
Board Chairman and 
President of Hamilton 


George P. Luckey’s decision to retire 
from the presidency and board of the 
Hamilton Watch Co. on April 13th is re- 
ported in the proxy statement mailed 
recently to company shareholders. To fill 
the board vacancy thus created, George C. 
Delp, president and general manager of 
the New Holland Machine Division of the 
Sperry Corporation, was nominated at the 
January meeting of the Hamilton board 
for a three-year term. 

The proxy statement further reports that 
company management will support for re- 
election to three-year terms as Hamilton 
directors at the annual meeting on April 
13th, the company’s three vice presidents, 
whose terms expire this’ year. They are 
Lowell F. Halligan, vice president—sales: 
Arthur B. Sinkler, elected executive vice 





president last December; and Robert B. 
Thompson, vice president—finance. 





GEORGE P. GEORGE C. 
LUCKEY DELP 
President and Named Boc d 
Board Chairman, Member oi 
Hamilton Hamiltor 
Watch Co. Watch Co. 


Following the annual _— shareholders’ 
meeting on April 13th the board will re- 
organize and elect its officers for another 
vear. 





JIC Launches Promotion of 
Three Gift-Giving Events 


To help retail jewelers promote the sale 
of jewelry store merchandise for Mother’s 
Day, May 9, Father’s Day, June 20, and 
Graduation Time, the Jewelry Industry 
Council has prepared separate programs 
for retail jewelers designed to remind 
people through jewelry stores of the ap- 
proach of each of these gift-giving events 
and to implant in their minds the idea 
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‘“Mother’s Day and Father’s Day are 
occasions, the dates of which people are 
likely to forget,” says Albert E. Haase, 
the Council’s president. “Accordingly, one 
of the major purposes of the promotion 
program is to jog people’s memories in 
advance of the dates about the occasions 
and to remind them of the exact dates.” 

Emphasizing again the Council’s slogan, 
“Something From The Jeweler’s Is Always 
Something Special,” Mr. Haase said, the 
promotion material for all three occasions 
will remind the givers of gifts that, when 
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The easel-backed Mother's Day, Father's Day and Graduation Time display cards shown 
here were distributed recently by the Jewelry Industry Council to all its retail members. 
The distribution of the display cards was the first step in setting in motion separate and 


comprehensive promotions for 


that, for these occasions, they'll find appro- 
priate gifts in jewelry stores. 

As the first step in setting the program 
in motion, the Council has supplied all its 
retail members with easel-backed Mother’s 
Day, Father’s Day and Graduation Time 
display cards. 

In addition, for each of the three occa- 
sions, the Council will supply retailers, 
who request the material, specially pre- 
pared newspaper advertising copy, together 
with suggested layouts. suggested copy for 
direct mail, and suggested scripts for radio 
commercials. 
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each of these gift-giving events. 


gifts come from jewelry stores, they carry 
added prestige for the giver. 

For Mother’s Day, the Council’s display 
card presents the full-color portrait of a 
lovely, gray-haired lady—along with the 
Council’s slogan and the words, “Mother’s 
Day,” and the date, May 9. 

The Father’s Day card, headlined 
“Father’s Day—June 20.” presents a por- 
trait of a composite father. 

The Graduation Time card is headlined 
“At Graduation Time” and is illustrated 
with a sketch of a mortarboard and a 
rolled-up diploma tied with ribbon. 








Upon his retirement Mr. Luckey wil 
have completed a seven-year term as dites. 
tor and two years as president and board 
chairman, 

Mr. Luckey, who is in his 63rd yeq 
stated that he has been anticipating his 
retirement for some time—that since th, 
untimely deaths of his two Predecessoy, 
the company has developed able ang eX. 
perienced leaders, so that he now feels hp 
can step out without jeopardy to the Com. 
pany’s future. He summed up his decisio, 
as follows: 

“IT have reached the age when | should 
like to slow down and take time to do th 
many things which over the years hay 
had to be postponed because of the yy. 
gency of business problems. 


“It has always been my belief that roop 
should constantly be made at the top of 
an organization for the able younger me 
who really carry the load, and I shall Jeay 
with the very comfortable feeling that the 
Hamilton Watch Co. will continue to groy 
and prosper under the capable leadership 
of my successors.” 

Mr. Luckey joined Hamilton in 1997 4; 
head of the tachometer division. In 193 
he became director of research and assis 
tant superintendent of the complete com. 
pany operation. He was advanced to fa. 
tory manager in 1933. 


Under Mr. Luckey’s direction as manager 
and later as vice president in charge of 
manufacturing, he spearheaded a program 
of modernization and development that 
helped hold Hamilton’s position as a leader 
in fine watchmaking. 

Mr. Luckey’s first major contribution in 
the horological field was his invention in 
1930 of the time microscope that reduced 
the factory timing of watches from weeks 
to minutes. Then he established a metal. 
lurgical research unit that has since been 
developed into Hamilton’s present facilities 
for making its own precision alloys from 
which it produces its hairsprings, main 
springs and other metal parts. In World 
War II he guided the conversion that led 
to the mass production of $32,000,000 of 
marine chronometers, time fuses, and many 
other strategic timers for the armed set 
vices, 

Mr. Luckey planned the company’s new 
engineering and research laboratory build: 
ing which, when it was completed in 195), 
was sought by the government to develop 
new defense items as hostilities in Korea 
started, 

In 1951 Mr. Luckey broke ground {or 
Hamilton’s plant at East Petersburg which 
has been fully occupied for assembling 
time fuses for more than a year. 


Washington RJA Elects Solomon 


The Washington Retail Jewelers Asso 
ciation announced recently the election 
of Lee Solomon, of Spokane, as president. 

Other officers elected were: Lester Berg, 
first vice president; Malcolm Karfstedt, 
secretary, and Ed Smith, executive sec 
tary. All three are from Seattle. 
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Basch’s Leading Jewelers 
Selected as Brand Name 
Retailer-of-the-Year 


Basch’s Leading Jewelers, Cleveland, 
Ohio, has been named Brand Name Re- 
tailer-of-the-Y ear in the jewelry store sec- 
tion of the annual nation-wide competition 
sponsored by Brand Names Foundation, 
"The Cleveland firm has received this 
honor for outstanding presentation of 
manufacturers’ advertised brands during 
1953, according to Henry E. Abt, Foun- 
dation president. 

The blue ribbon judging panel of seven- 
teen retailers meeting at the Foundation’s 
ofice named four other firms in the jewelry 
store field as winners of Certificates of 
Distinction. They are: Wilson’s Leading 
Jewelers, Syracuse, N. Y.; Barr’s Jewelers, 
Philadelphia, Pa.; Pinsker’s Jewelry Store, 
Middletown, Conn.; and Chas. Schwartz 
& Sons, Washington, D. C. Judges also 
named Brand Name Retailers-of-the-Year 
and Certificate of Distinction winners in 
each of 24 other retailing fields. 


LEWIS |. 
BENWAY 


President 
of Bascn'‘s 
Leading 
Jewelers, 
Cleveland 





Winners will receive their honors before 
1700 industry leaders at the annual Brand 
Names Day dinner in the grand ballroom 
of the Waldorf-Astoria Hotel in New York 
City on Wednesday, April 28. Lewis L. 
Strauss, chairman of the United States 
Atomic Energy Commission, will make the 
keynote address. George Jessel will act 
as master of ceremonies of a variety show 
which will feature stars of the American 
Broadcasting Company’s radio and _ tele- 
vision networks. 

Following their arrival in New York 
City for the Retailer-of-the-Year Festival 
starting on April 26, the winners of this 
year’s awards, and their wives, will partici- 
pate in a round of special activity and 
entertainment sponsored by manufacturers, 
newspapers, national consumer and trade 
magazines, and the radio and televisiop 
networks. 


Frederick M. Gottlieb & Co. 
Marks 33rd Year in Business 


Congratulations are in order for Fred- 
erick M. Gottlieb & Co., Chicago, diamond 
importers at 55 E. Washington St., who 
celebrated their 33rd year in the jewelry 
industry on February 1. And, on July 18, 
the founder of the firm, Frederick M. Gott- 
lieb, will complete 50 years in the industry. 

Mr. Gottlieb started in the diamond 
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trade with van Gelder, Kahn & Co., New 
York, as a $3 a week office boy. In seven 
years he had become a salesman and joined 
Loftis Brothers, credit jewelers, as a dia- 


mond buyer when he was 22. In 1914 
he joined Lewy Bros. Co. as a diamond 
buyer and on February 1, 1921, he opened 
his own firm. His brother, Sieg, has been 
with the firm for 28 years and his sons 
Bob and Dick, 15 and eight years respec- 
tively. A third generation (three sons of 
Bob and one son of Dick) are waiting to 
grow up in order to join the family busi- 
ness, 

Since 1950 the company has had direct 
connection with a prominent cutter in 
Tel Aviv, taking most of its output. An 
Antwerp buying office is maintained from 








which single cuts and other sizes are 
imported. May 5 will mark another anni- 
versary for Mr. Gottlieb. It will be his 
50th round trip abroad. At that time he 
plans to go to London, Antwerp, Amster- 
dam, and Rome, returning the end of June. 





Two Firms Join NEMJ&SA Ranks 


Regal Plating Co., Inc., of Providence 
was admitted to active membership in the 
New England Manufacturing Jewelers’ & 
Silversmiths’ Association at the monthly 
meeting of the board of directors on 
March 11. 


Accepted to associate membership was 
Deca Novelties Inc., New York, N. Y. 





















Linde*® Star 
Sapphire and 
Linde* Star Ruby rings by 

DAVIDSON & SONS JEWELRY CO., INC., 
New York City. To Retail at $89.50. 


MORE] AND MORE JEWELERS 


sett/L INDE’ STARS 


IN SETTINGS THAT| SUIT Fascinating stars .. 
THEIR EXOTIC |BEAUTY 














. once the mark 
of kings and queens ... now 
available to your customers. Point 
by point. Linde* Stars equal the 
beauty and structure of natural stones. 
These mysteriously glinting gems 

evoke all the glamor that star sapphires 
and star rubies have whispered through 
history. Set them to suit their beauty 

. display them and display their amaz- 
ingly low prices. Linde* Stars invite 
try-ons that turn into take-home sales. 


Ask for free display card 
in color, and list of manufacturing 
jewelers featuring Linde® Stars. 


CHARLES FE WINSON World-Wide Distributor 





580 Fifth Avenue, New York 36, N. Y. 
COlumbus 5-2656 
*‘‘Linde’’ is a registered trade- 


mark of Union Carbide & Carbon 
Corp.—a synthetic gem 
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JIC's Fashion Director 
Addresses Nebraska Jewelers 


Speaking to the Nebraska Retail Jewel- 
ers Association’s state convention in Grand 
Island, March 2lst, the Jewelry Industry 
Council’s Fashion Director, Martha Per- 
cilla, told jewelers that “Fashion Is a 
Jeweler’s Best Friend,” whatever the status 
of affairs between girls and diamonds. She 
urged jewelers to take a new look at the 
meaning of the word fashion which she 
declared had long since outgrown the 
limited definition given it by Webster and 
Funk and Wagnall. 

Miss Percilla reminded jewelers that the 
women of the nation hold its purse strings 
and pointed out that as long as this was 





so, the success of their advertising, window 
displays and customer contacts depends 
largely upon their ability to appeal te 
women, 

Referring to the automotive industry's 
recent concentration on feminine appeal, 
Miss Percilla said: “Smart merchandisers 
discovered years ago the effectiveness of 
fashion in selling all kinds of products 
which are certainly not nearly so close to 
the fashion field as the merchandise in 
your store. Look at the automobile adver- 
tising you have been seeing on your TV 
screen of late. It is all concerned with the 
style and beauty of line of the car. | saw 
a commercial the other night which was so 
fashion conscious I was convinced the car 
was made just so you could park it on the 

















Built like a fine watch 
- « « and looks it! 


No cord or current 
needed. Operates any- 
where. 
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Get the full story on the famous 
Stahly ... the first razor to ap- 
peal to the millions of men who 
insist on a lather shave but want 
the thrill and luxury of a power 
shave. A distinctive year ’round 
gift of tremendous appeal. Na- 
tionally advertised. Beautifully 
packaged. Fully guaranteed. 


If your distributor cannot supply 
you, order direct. 


Statly inc. 


DIVISION OF GEUDER, 
PAESCHKE & FREY CO. 


320K North 15th Street, Milwaukee, Wisconsin 

















front lawn and stare at it. The announcer 
never even mentioned whether it had . 
motot under the hood,” 

The Council’s Fashion Directo; Pointed 
to the success of the diamond engagement 
ring fashion in this country as being the 
most classic example of what the American 
jeweler can do if he really puts tashion 
to work for him. 

“Of all the diamonds produced in the 
free world,” she declared, “the United 
States absorbs in any given year, 75 per 
cent of those offered for sale. 


MARTHA 
PERCILLA 


Fashion 
Director, 
Jewelry 
Industry 
Council 





“This record may or may not be news 
to you. But known to you or not, there 
is only one reason why it is so. American 
jewelers sold the idea that it was fashion. 
able, yes so fashionable as to be absolutely 
a necessity that a girl have a diamond ring 
when she became engaged.” 

“That’s fashion,” she said. “And that’s 
how it can sell more of everything for you.” 





ANRJA Officers Present 
Memorial to Evans’ Family 


As an expression of their “appreciation 
and esteem,” officers of the American Na- 
tional Retail Jewelers Association have 
presented the widow of the late Charles 
T. Evans with a hand-lettered memorial 
scroll. 





The presentation of the framed scroll 
(shown above) was made to Mrs. Evans 
by Charles M. Isaac, executive vice presi 
dent, at ceremonies held at the associé 
tion’s New York headquarters. 

Mr. Evans, who died last December 2nd, 
served the association 23 years as secretary: 
He had also served the group as president, 
vice president, treasurer and as a member 
of the executive committee. When he te 
tired in 1951, association officers presented 
Mr. Evans with a 14-karat gold honorary 
life membership card and a handsome 
watch. 
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Syracuse Jewelers Group 
ne-elects All Officers 


The Syracuse Retail Jewelers Associa- 
tion re-elected its entire slate of officers 
at a recent meeting in Syracuse, N. , 2 

They are: Walter Breh, president; 
w. Karl Mintel, first vice president; 
Harold Greenstein, second vice president; 
Eugene M. Murfitt, secretary, and Earl 
Roth, treasurer. 

Elected to the board of directors for a 
three-year term were Charles Sawyer, B. G. 
Rudolph, Walter Lemp and Frank Montal- 
bane. 

Public relations and advertising plans 
highlighted the discussion period. Indi- 
vidual reports on the jewelry industry and 
manufacturers’ distribution policies also 
were aired. 





Sessions’ Clocks Time 
Launching of Atomic Submarine 


To make sure that launching ceremonies 
of the U.S.S. Nautilus, world’s first atomic- 
powered vessel, did not run afoul of the 
Thames River tide, Sessions electric clocks 
were installed to time the proceedings. 

Stainless steel rings around the clocks 
were marked off in time segments to in- 
form speakers at a glance when their time 
was up. 





y 


Speakers at the launching ceremonies of the 

world's first atomic-powered vessel were in- 

formed at a glance when their time was up 

through stainless steel rings around the 

clocks used to time the proceedings. These 

were marked off in time segments and bore 
the speakers’ names. 


The launching went off exactly on 
schedule, with Mrs. Dwight D. Eisen- 
hower christening the new submarine. 

Engineers of the Electric Boat Division 
of General Dynamics Corp., builders of the 
Nautilus, designed the steel rings that 
encircled the Sessions’ clocks. 





A. T. Cross Pencil Co. 
Announces Two Appointments 


Edward N. Lang, sales manager of A. T. 
Cross Pencil Co.. Providence, R. I., has 
announced the appointment of the Al 
M. Walker Co. as their California repre- 
sentative, The Walker firm, which main- 
tains display rooms at 657 Bishop St. in 
San Francisco, is represented in this terri- 
tory by Robert Wilson and Meyer Keeber. 
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At the same time, Mr. Lang also an- 
nounced that William E. Grinnel of Dallas, 
Texas, will cover the Texas and Louisiana 
territory for the Cross company. 


A. C. Possin Retires, 
Sells Firm to Employees 


After 45 years service in the jewelry 
industry, A. C. Possin, head of the Mil- 
waukee wholesale jewelry company bear- 
ing his name, has retired from business. 

Coincident with the announcement of his 
retirement, Mr. Possin also announced the 
sale of his business to three employees— 
N. A. Bersch, A. E. Hoffmeister and A. H. 
Koepke—who have formed the B-H-K Co., 
Inc. The new owners will continue to 
operate the firm at its present address, 
740 N. Plankinton Ave., Milwaukee. 


Cedar Rapids Watchmakers 
Adopt Change in By-Laws 


Approximately 16 members of the Cedar 
Rapids (lowa) Watchmakers Guild met 
February 18 at the Town Club in that city. 

In compliance with recent changes made 
in the by-laws of the United Horological 
Association of America, the Cedar Rapids 
group voted to change their by-laws, mak- 
ing the local dues $3, and permitting a 
member to belong to any or any combina- 
tion of the local, state and national groups. 

Willa Dickens (Herteen & Stocker), 
lowa City, was elected to the board of 
directors for a one-year term. 

A lively discussion on watch cleaning 
and rinse solutions was followed by two 
excellent films: “The Dupont Story” and 
“Fabulous Fishing.” 




























os 
9 
o 
4; A 


11] 


recovers every 
grain of value... 


We need your business to keep our 
plant working at capacity, for we are 
consumers of all kinds of precious 
metals for many, many purposes. 


Through our scientific refining methods 
and modern equipment we operate on 
the most economical basis possible. It 
is not surprising, therefore, that 
Goldsmith shippers are so well pleased 
with our returns that they continue to 
send their old gold, silver, platinum, 
filled and plated scrap to us regularly, 
including sweeps, polishings and sink 
settlings. 

Include your trade-in movements and 


obsolete watches. They often bring 
substantial returns. 






GOLDSMITH BROS. 


SMELTING & REFINING CO. 


N. WABASH AVE., CHICAGO 2, ILL 
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New York Office: 74 West 46th St., New York 








JiC Accomplishments Cited 
By Haase at L. A. Luncheon 


During the recent visit to Los Angeles 
of Albert E. Haase, president of the Jewelry 
Industry Council, a group of those in the 
jewelry industry were invited to attend 
an informal “Welcome to Los Angeles” 
luncheon honoring him. The luncheon was 
arranged by Durward Howes of Los An- 
geles, past president of the American 
National Retail Jewelers Association, who 
was one of those instrumental in the forma- 
tion of the JIC, a project in which he has 
always taken a keen interest. 

In discussing the work of the Council 
at the luncheon, Mr. Haase stated that his 
visit to the West Coast had this three-fold 








objective: 1. to expand membership; 2. to 
review to those present and interested par- 
ties the accomplishments of the JIC, and 
3. to get concrete suggestions from the 
industry which would be of benefit to the 
Council. 

In his address, Mr. Haase called atten- 
tion to the excellent job which the Coun- 
cil’s fashion department has done in pre- 
senting jewelry fashions to the public, the 
newspapers and the magazines. 

In addition to Mr. Haase and Mr. Howes, 
others present at the luncheon were Dur- 
ward Howes III, past president of the 
California Retail Jewelers Association; 
Walter Butler, Sr. an.1 Walter Butler, Jr. 
(both of E. W. Reynolds Co.) ; Craig D. 


Munson (International Silver Co.) ; Walter 








NEW PRODUCT... FOR A NEW FIELD 


A true Aristocrat . . . SILVER KING brings the luxury of fine 

silver in a fully automatic percolator fashioned after the elegance of 
the Old English Gadroon period. “Perks’’ 4-10 cups... 

shuts-off automatically . . . keeps coffee warm... 


Percolator only 


$39.95* 


4-pe, set (Percolator, 
creamer, sugar, tray) 


$66.65* 


adjusts to *plus Fed. Tax 


any coffee strength . . . has non-drip spout... cool plastic handle... 
U.L. approved . . . fully guaranteed. As a set or percolator only. Perfect gift for 


Mother's Day and other gift occasions. 


JOHN H. KING COMPANY ¢ LA GRANGE, ILLINOIS 














Dorrer (Higbee & Dorrer) ; Frank David 
son (Geo. D. Davidson Co.) ; James Kon 
jian (Kazanjian Bros.) ; Martin R. Thoma; 
first vice president of the California RJA: 
Robert Bailey (Donavan & Seamans Co,), 
and Harry R. Terhune (THE Jewezmy 
CIRCULAR-KEYSTONE). 





New Haven Jewelers 
Form Local Association 


Howard Michael (Michael’s Jewelers) 
has been chosen president of the Retail 
Jewelers Association of Greater Ney 
Haven, a new organization formed Feb. 
ruary 17 by jewelers in that city. Its maip 
functions will be for a better understand. 
ing between jewelers and to better serye 
the interests of the public. 


Howard Michael (center) president of the 

newly-formed Retail Jewelers Association of 

Greater New Haven, is shown here with Leo 

Gilden (left), vice president, and Ernie 
Paul, secretary. 


Also elected as ofhcers of the newly- 
formed group were Leo Gilden (Gilden’s, 
Inc.), vice president, and Ernie Paul 
(A. M. Paul & Sons), secretary. 

Appointed on a committee for by-laws 
were Charles E. Butler (S. H. Kirby & 
Sons Co.), chairman: Herbert  Savitt 
(Savitt Co., Inc.); Herman Paul (Her- 
man Paul, Inc.), and the elected officers. 

Named to the publicity committee were 
Anthony Annunziata (Anthony’s Jewelers), 
and Secretary Ernie Paul. 





Max Wolman Named President 
Of California 24-K. Club 


Max Wolman (Philip Wolman & Co.) 
was recently elected president of the 
Jewelers 24 Karat Club of Southern Cali- 
fornia by a unanimous vote of the club's 
directors. Martin Goodfriend (Good 
friend’s Jewelers) was chosen as Vice 
president. 

Re-elected as officers were Irving Kaul- 
man (Allison-Kaufman Co.), treasurer, 
and Herman Siegel (Robbins Jewelers), 
secretary. 

Named as directors for 1954-1955, in 
addition to President Wolman, were: 
Rudy Apffel (James A. Apffel Co.); 
Arthur Ballard (Ballard & Ballard); 
Simon Dickman (Eastern-Columbia): 
H. M. Mitchell (National Jeweler) ; Jack 
Morris (Morris Credit Jewelers) : Dave 
Schwartzman (Rhodes Jewelers) : Herman 
Siegel; Martin Thomas (Subway Terminal 
Jewelers), and Phil Woolf (Lawson’s). 
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Hamilton Announces Changes 
In Advertising Staff 


Three changes in the organization of 
the Hamilton Watch Company’s advertis- 
ing stafl were announced March 8th by 
Lov -li F. Halligan, vice president (sales). 
Mr. Halligan reported that Robert E. 
Welsh was named sales promotion man- 
ayer E. L. Jones, consumer advertising 
manager; and Wallace R. Bork, assistant 
to the director of advertising and sales 


promotion. 





rR. E. WELSH E. L. JONES 
Sales Promotion Consumer 
Mar. Advg. Mgr. 


W. R. BORK 


Assistant to 
Director of 
Advertising and 
Sales Promotion 





Mr. Welsh joined the Hamilton adver- 
tising staff as a copywriter in November, 
1945. He was named dealer service super- 
visor in 195] and dealer service manager 
in February, 1953. 

Mr. Jones joined the Hamilton adver- 
tising staff in January, 1953. He was 
formerly associated with the appliance 
division of the Murray Corporation and 
Lynn-Fieldhouse Advertising Agency, both 
in Wilkes-Barre, Pa. 

Mr. Bork started at Hamilton in Novem- 
ber, 1935, in the plate department. In 
194] he was transferred to the production 
control department and in 1949 was as- 
signed to process engineering. In July, 
1952, Mr. Bork was transferred to the 
firm’s advertising department to supervise 
the media services section. 


Linde Names L. W. Jordan 
V. P. of Pacific Region 


L. W. Jordan has been appointed vice 
president, Pacific Region, of the Linde 
Air Products Co., a division of Union 
Carbide and Carbon Corporation, with 
headquarters in San Francisco. 

Mr. Jordan joined Linde Air Products 
Co. in 1925 as an order clerk in the San 
Francisco district office. After serving as 
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a salesman and sales correspondent, he New equipment includes a number of 


became San Francisco district manager in mieces of heavier-type machines that are 
1930. Two years later he became manager usually found in jewelry shops. An ex- 
of the Linde district office in Los Angeles. ample is a new drop hammer that will 
In 1935 he was appointed manager of the increase the versatility of the plant, permit 
Pacific Coast Region, which comprehends work on heavier stock and step-up produc- 
roughly all of the territory west of the tion flow. 
Rocky Mountains. Jaron says his new equipment program 
: om has been substantial. He explains that 
Alice Jewelry Co. Launches more machinery has been added in the 


Two-Pronged Expansion Program | past three months than in the first three 


. £ ? ° 
A two-pronged expansion program has years ot the company’s history. 





been undertaken by Alice Jewelry Co. of Already a leader in the field of tailored 
Valley St., Providence. earrings, Jaron sees considerable growth 

Lou Jaron, the owner, is expanding pro- in the next few months as the new, higher- 
duction facilities and enlarging his product priced earring line becomes a reality. He 
line to include a higher-priced selection is looking for employment to increase by 
of tailored earrings. this summer by from 80 to 100 per cent. 








brighten your sales 


14k golden 
sunburst 
circles 
and 
Squares 
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Cuff Links 
Money Clips 
CIRCLES: One, two or three initials Belt Buckles 
stand out in bold relief against the deep 

etched sunburst background. 


Twenty-four styles (six pictured above). 


SQUARES: Accurate calendars for 

every month and year. Deep etched 
background. Raised numbers. 
Birthstone markers. Delivery guaranteed 
one week after we receive your 

el order. Write for catalogue 
and price list today. 


CHESTERFIELD Af JEWELERS. inc 








and Sydney Berman 


33 W. 46th St., N. ¥. 36, N. Y. 











One ingredient for success today in 
this great country’s highly geared 
economy seems to be the colossal, the 
stupendous, the extravaganza type pro- 
motion. This kind of promotion, prac- 
ticed so successfully by the movie 
industry, creates a terrific consumer 
demand. 


I recently saw a movie production, 
“The Robe,’’ that has caused a record- 
breaking demand and stir in the enter- 
tainment field. Here was a magnificent 
produetion. Colorful, vast in scope, 
and in an exciting new film process 
called Cinemascope. The widespread 
hullabaloo and promotion effort put 
behind this show sold it to the Ameri- 
can public. 


Speaking of shows, it will be my 
pleasure to be part of a great jewelry 
show next month. It won’t exactly be 
a “Robe”’ production, but I can’t help 
think that indirectly it will also sell the 
American public on costume jewelry. 


Obviously, I am talking about the 
C.J.M.A. show to be held in New York 
next month. Here the cream of style- 
conscious jewelry manufacturers will 
display the most dazzling array of 
costume jewelry. 


For this show, Circle outdid itself. We 
have designed a sparkling, distinc- 
tively new fall line. You’ll see costume 
jewelry that has never before been seen 
in a jewelry line. 


Yes, CIRCLE and the C.J.M.A. are out 
to sweep the wholesaler off his feet. 


Don’t forget CIRCLE and RHODIUM 
... that’s the key to solid jewelry sales 
this fall. 


= 


See Circle at Hotel Martinique, May 7 
thru 16, C.J.M.A. show. 


BEN GARTNER 
Sold Through Wholesalers Only 


CIRCLE 


Jewelry Products 

The House of Rhodium 

148 West 24th St., N. Y. C. 

ALgonquin 5-3608 

Sales Office (By Appoint- 
ment): 303 Fifth Avenue 



































American Stone Importers 
Elect Heller President 


A record turnout was present at the 
24th annual meeting of the American Stone 
Importers Association, Inc., which was 
held on the evening of March 11 at the 
Old Timer’s Restaurant, 7 East 40th St., 
New York. 

Highlight of the evening was the elec- 
tion of the following officers: George S. 
Heller (Heller-Hope Co.), president; Ed- 
ward Lembeck (Edward Lembeck & Bros., 
Inc.), vice president: Lloyd V. Lassner 


(Lassner & Lassner, Inc.),  secretary- 
treasuret, 
Named as directors were: Robert L. 


Dreher (Dreher Bros. & Wider); Samuel 
Weintraub (Wm. V. Schmidt Co., Inc.) ; 
Joseph Blank (Joseph Blank) ; Hugo Baer 
(J. & H. Baer, Inc.), and F. C. Loch 
(C. Frederick Loch). 


.] 





Jewelers Fraternal Association 
Elects Ansel as President 


A. V. Ansel, reader service manager of 
THe JEWELERS’ CIRCULAR-KEYSTONE, Was 
elected president of the Jewelers Fraternal 
Association of New York at that organiza- 
tion’s annual meeting held March 11 at 
Schwartz’ Restaurant, 183 Broadway. 

Jack Carling (National Jeweler), who 
last year served as secretary on the board 
of governors, was elected vice president, 
and Charles A. Parker (H. F. Barrows 


Co.) was re-elected secretary-treasuref. 


A. V. ANSEL 


New President 
of Jewelers 
Fraternal 
Association 





Mr. Ansel, newly-elected president, also 
serves as president and chairman of the 
board of governors. Other board members 
include: Jack Carling as vice president; 
George E. Roufberg (Everfine Jewelry 
Mig. Co. and Tru-Kay Mfg. Co.), as secre- 
tarv; Julius Hurley (Hurley Watch Co.) ; 
Walter A. Meyer (Rifkin Bros. Silversmith 


Corp.); George Sternecker (Van Dell 
Corp.) ; Bert Armsheimer and Dave Wein- 
berg. 


A concerted drive for new members has 
been launched by the organization. A new 
membership committee was appointed by 
the board of governors at a meeting held 
March 16. The committee is headed by 
Dave Weinberg as chairman. He will be 


assisted by John Tonry, Harry Blasi, Ray- 
mond V. Lawrence and Ted Coords. 

Those interested in joining the Jewelers 
Fraternal Association are advised to con- 
tact Charles A. Parker, secretary-treasurer, 
at H. F. Barrows Co.. 15 Maiden Lane, 
New York. 











Wong Visits Hong Kong to 
Check on Jade Situation 


Jade manufacturers in Hong Kong will 
be asked this month by Edward Wong 
president of the Chinese Jade Corporation 
2 West 47 St., New York, to take steps to 
remedy the price and quality situation on 
imports to this country. 

According to Mr. Wong, jade prices are 
very high while the quality of merchandise 
being offered is poor. While in Hong Kong, 
he will endeavor to find a solution to this 
vexing problem. 

Several jewelry manufacturers in the 
New York area who import jade directly 
were contacted by THE Jeweters’ Cp. 
CULAR-KEYSTONE for their comments op 
the situation. All reported that supplies 
coming into this country were meager and 
that the price of the goods being received 
is high while the quality is poor. 

The firms contacted reported that all 
jade imported into this country is care- 
fully scrutinized by the U. S. Government 
to ascertain whether or not the shipments 
originated in communist-dominated coun- 
tries. One firm reported that the Govern- 
ment has held up a shipment of theirs for 
almost two years. 





N. Y. Horological Society 
Presents Clock to Rawlings 


The presentation of an Atmos clock to 
Dr. Arthur Rawlings, past president of 
the Horological Society of New York and 
famous horological scientist, highlighted 
the March 1 meeting of that organization. 
The meeting was held, as usual, at the 
Capitol Hotel and was presided over by 
Henry B. Fried, president. 

The clock presented to Dr. Rawlings was 
“a small token of appreciation” for his 
valued advice and assistance to the Society 
during his terms as president. 

Guest speaker of the evening was Ray 
F. Soucie of the Elgin Watchmakers Col- 
lege, Elgin, III. 

Before each meeting the Society features 
demonstrations of watch timing machines. 
water-proofing procedures, equipment for 
the watchmaker and alse a technical panel 
for answering any questions asked by 
members. 





Westchester Jewelers Elect 
Beerman as President 


Lester Beerman of Yonkers was elected 
president of the Westchester Association 
of Jewelers at a dinner meeting of officers 
and directors held on the evening of Feb- 
ruary 9 at Dick Hayes’ Place, White 
Plains. For three months he had been 
filling out the term of Solon Reyman of 
Port Chester, who had resigned as presi- 
dent. 

Re-elected as officers were M. Lewis 
Murray of Port Chester and Jack Meyers 
of Mount Vernon, vice presidents; Mrs. 
Victor Ross of New Rochelle, secretary, 
and Arthur Myer of Mount Kisco, financial 
secretary. New officers named were Max 
Tonkin of Yonkers, vice president, and 
Mrs. Michael Wilson of Scarsdale, 


treasurer. 
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4 George D. Schindler, manufacturers’ 
agent at 347 F ifth Ave., New York, and 
nis wife, left for Europe recently on an 
extensive business trip. Mr. Schindler is 
New York sales manager for Charles Roth- 
man Co., Inc., and Goldstein-Poland Co., 
both of Providence, R. I., and of George 
D. Schindler Representatives. He _ will 
visit France, Spain, Italy, Germany and 
Holland. While he’s abroad, his brother, 
Herbert D. Schindler, will be in charge 
of the office. 

4 Friends of Murry Masin of the Masin 
Watch Co., Inc., 15 Maiden Lane, New 
York, will be pleased to hear that he has 
recovered from a recent operation at Mt. 
Sinai Hospital. 

4 In an expansion move, the Fifth Ave. 
Jewelers Exchange, Inc., which owns and 
occupies the one-story building at 32-34 
West 47 St., New York, has purchased the 
adjoining four-story building at 30 West 
47 St. The jewelry exchange will tear down 
the building just acquired and erect a 
ten-story structure on the combined 60-foot 
trontage—adding nine stories above the 
present building at Nos. 32-34. The Dia. 
mond Dealers Club, which occupies the 
ninth floor in the adjoining building at 
36 West 47 St., will also take over the 
ninth and tenth floors in the proposed 
structure to be known as the Diamond 
Club Building. 

q Wallace Newman, son of Sam Newman. 
Inc., diamond dealer at 580 Fifth Ave.. 
New York, is currently calling on the trade 
in the midwest with a line of loose dia- 
monds and platinum mountings. In addi- 
tion to his father’s firm, Mr. Newman also 
represents Ostrow & Samit, manufacturing 
jewelers at 102 Fulton St., New York. 

q Herman J. Leffert of 2 West 45 St.. New 
York, who specializes in the import of 
Swiss watch movements, left for Europe 
early in March. While abroad, he will visit 
Switzerland, Germany, England and Spain 
in search of new styles and models of 
watch cases and dials, and also for novelty 
items sold through the jewelry trade. Mr. 
Leffert, who was formerly located at 608 
Fifth Ave., also stocks and sells all-steel 
waterproof cases for the trade. 

q Gerald Rosenberger, president of Coro. 
Inc., recently accepted chairmanship of 
the Costume Jewelry Division of the 1954 
Joint Defense Appeal (JDA) campaign. 
The costume jewelry industry will help 
JDA raise New York’s share of the 
$5,000,000 needed to finance the activities 
of the American Jewish Committee and 
the Anti-Defamation League of B’nai B'rith, 
two of the nation’s oldest and largest 
Jewish agencies combatting bigotry and 
safeguarding human rights. JDA is the 
fund-raising arm for AJC and ADL. 

4 Over 1000 members of the New York 
Jewelers Benevolent Association. and their 
guests, attended a dance given by that 
organization on the evening of February 27 
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at the Hotel Edison. Highlight of the 
festivities was the top-flight program of 
entertainment that was presented. Much 
credit for the success of the affair goes to 
Adolph Pusrin (Adolph Pusrin & Bro.), 
president of the association, who handled 
arrangements. Mr. Pusrin and other new 
officers were installed in office at impres- 
sive ceremonies held during the function. 


Maiden Lane Outing Club 
Installs Levy as President 





Proposals to change the date of the an- 
nual winter dinner of the Maiden Lane 
Outing Club were made at the group’s an- 
nual meeting held March 11 at Schwartz’ 
Restaurant, 183 Broadway, New York. 

The annual banquet of the organization 
is customarily held sometime during Feb- 
ruary when a large segment of the mem- 
bership is out on the road traveling. It was 
conceded at the meeting that a change of 
date was necessary in order to assure a 
larger turnout at these affairs. 

Suggestions were made that the dinner 
be held during either the month of March 
or October. Although no definite action was 
taken, the matter will receive further con- 
sideration in the near future. 


DAVE LEVY 


New President 
of Maiden Lane 
Outing Club 





Arthur F. King, chairman of the 1954 
summer outing, reported that he has been 
scouting around trying to locate a new and 
better resort at which to hold the event, 
Several suitable places are under consider- 
ation and as soon as final arrangements 
are made they will be announced. 

Unanimously elected to serve as officers 
for the ensuing year were: Dave Levy 
(Elgin National Watch Co.), president; 
Al Walden (Vacheron & Constantin-Le- 
Coultre Division of Longines-Wittnauer 
Watch Co.), vice president; and Joseph 
H. Frier, Jr., secretary-treasurer. 





Nolan Opens Cincinnati Store 


The John Nolan Jewelry Store, 505 Neave 
Building, Fourth and Race Sts., Cincinnati, 
Ohio, held its grand opening March 17th 
—St. Patrick’s Day. Shamrocks flown from 
Ireland and green hats were given to 
visitors by the owner, Johnny Nolan. 
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ENCRUSTERS 


Stone Seal Engravers, Drilling 
Precious—Semi Precious Stones 


HARRY BRAUNFELD 
108 FULTON ST., NEW YORK 38, N. Y. 
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37 E. 21st St., New York 10, N. Y. 


Svothetic & Semi-Precious 


STONES 


Synthetic Ringstones all sizes and shapes 
DiaMonbs—All Sizes and Qualities 


JOSEPH BLANK 
COrtlands 7-3562 


87 Naesseu St. New Yerk 38, N. Y. 











Tarnish Preventive 
SILVERWARE CHESTS 


Lined with Pacific Silver Cloth. Guaranteed 
fine quality. Prompt Service. Also Pacific 
Cloth rolls & bags. 


EUREKA MFG. CO., INC., TAUNTON, MASS. 


mokers of silverware protection since 1926 


N @ 


THE GUARANTEED WATCH crow 


ACON WATCH CROWN Co. 
50 Eldridge St., New York 2, N. Y. 
ae mg = — Filled Crowns 

omple 
Sold pelle ve aoe Dy a tebbers 


JEWELERS PRINTED SUPPLY HOUSE 


Jobbing Envelopes, Ropes Checks—String Tags 
Metal Scratch and Celluloid Tags—Wrap Papers 
Steck Books, Memo—Order and Sales Beoks 
Appraisal Books—Show Cards—Priee Tickets 
Diamond Guarantees Credit Ferms 
Complete Printed Supplies for the Trade 


Write for Samples 
DAUER PRINTING CO. 






















7 





o 
—-) 





AL 4-2175 
Visit Our Large Show Room of Supplies 
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RUNNING A 
SUCCESSFUL 
SALE IS AN 
ART 


by Manny 
Silverman 


YOUR JEWELRY BUSINESS 
AND MINE—CIRCA: 1954 





If you are 83 years old, you don't 
have to worry either: 


A watch importer submitted the 
following letter to me as an answer 
for a solicitation for an order. 


Replying to your inquiry: in this 
town of about 1000 population, 
there are 7 places besides our Jew- 
elry store where you can purchase 
what you might call a Watch. 


"It can be purchased at the 
saloon, at a beer joint, hardware 
store, 2 cafes and at an implement 
dealer and a co-op farmer's gro- 
cery store. Also there are transients 
who visit the town occasionally sell- 
ing to whomever they can, and once 
a week a supposed-to-be ‘live stock 
auction’ where you can buy a cow, 
a carpet sweeper, a Watch, a 
grindstone, se a lime spreader 
or a farm tractor. Also in perhaps 
50° of the homes are mail order 
and discount house catalogues sell- 
ing almost any and everything. Is 
it any wonder that the legitimate 
jeweler finds slow going in his line? 


Personally | have gotten to be 
just about a watch repair shop. 
That is the condition from Portland, 
Maine, to San Diego, California; 
Seattle, Washington, to Miami, 
Florida, and International Falls, 
Minnesota, to Brownsville, Texas. 


"| saw this tendency coming 2 
years ago and got in the clear. | 
think we have got to expect this 
method of merchandising, more or 
less, from now on. For the reason 
that | am only 83 years of age (my 
next birthday) | am not putting in 
much time figuring out how this 
situation is going to be ironed out." 


If you are 83 years old, you too 
can stop worrying how this condi- 
tion will be ironed out. 


WRITE! WIRE! CALL! 


SILVERMAN SALES 
ENTERPRISES 


580 Fifth Avenue New York 36, N. Y. 
Tel. PLaza 7-4693 
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Obituaries 








William L. Bode, Sr., 79, who for the 
past 46 years had operated a jewelry store 
in Montpelier, Ohio, died February 13 
in Williams County General Hospital. A 
native of St. Louis, Mo., Mr. Bode was 
Montpelier’s second-oldest active business- 
man. He started his career in the jewelry 
industry in 1903 when he established a 
jewelry store in Ashley, Ind. Five years 
later, he traveled to Montpelier where he 
had been a Main Street merchant ever 
since. The store has been operated by his 
son, William L. Bode, Jr., for a number 
of years. In addition to his son, he is 
survived by his granddaughter, a great- 
granddaughter, and a sister. 

William H. Deuber, 72, president and 
manager of the Beckwith-Range Jewelry 
Co., Tampa, Fla., died February 21. A 


WILLIAM H. 
DEUBER 


native of St. Louis, Mo., Mr. Deuber was 
a past president of the Florida Retail 
Jewelers Association. Besides his widow, 
he is survived by a son. 

William J. Fink, 70, who had been 
a retail jeweler in Cincinnati, Ohio, since 
the turn of the century, died February 3 
in his home. He had entered the employ 
of an uncle as a youth, and had become 
proprietor of the store in 1915, when his 
uncle died. Mr. Fink was a member of 
the Masons, Eagles, Junior Order of 
United American Mechanics, and he was 
a director and treasurer of the National 
Building & Loan Association. Survivors 
include his widow, a daughter, sister and 
two brothers. 

George Hook, 64, retailer for 18 years 
in the Mercantile Library Building in 
downtown Cincinnati, Ohio, died January 
1l in a life squad ambulance en route to 
Jewish Hospital, after suffering a stroke 
in his home. A native of Clayton, O., Mr. 
Hook served in the first World War, and 
received a Silver Star citation for bravery 
in action. He was a member of the Masons, 
Scottish Rite, Shrine, Mt. Washington 
Kiwanis Club, Disabled American Vet- 
erans, Veterans of Foreign Wars and 
Christ Episcopal Church. Survivors in- 
clude his widuw, Mrs. Beatrice Hyatt 
Hook, who is continuing the business, 
a brother and three sisters. 

Walter Jacobs, 56, vice president in 
charge of sales for National Silver Co., 
died February 28 in Phoenix, Ariz. An 
avid Giants’ fan, he was spending his cus- 
tomary vacation with the baseball team 

















a 


at its training camp there. Mr. Jacobs 
had been associated with National Silver 
for 39 years. He had been elected vic5 
president of the firm recently, having 


WALTER 
JACOBS 





sales manager since 


general 
1944. Surviving are his widow, two sons, 


served as 


a daughter, eight grandchildren, his 
mother and two sisters. 

Morris Michaels, 63, co-founder of 
Michaels-Bauer, Inc., jewelers of Provi- 
dence, R. I., died March 8 in Miriam 
Hospital after a short illness. Born in 
Halifax, N. S., Mr. Michaels was one of 
the founders of the jewelry chain which 
opened its first store in Providence in 
1920 and a Pawtucket store in 1925. He 
had been secretary of the firm since its 
establishment. Mr. Michaels was a menm.- 
ber of the American National Retail Jew- 
elers Association for 20 years. His brother, 
the late Charles J. Michaels, was a former 
president of the ANRJA. In addition to 
his widow, Mr. Michaels is survived by 
a daughter, two sisters, and two brothers. 

Clifford A. Miller, 65, head of the 
New York jewelry manufacturing firm at 
64 West 48th St. bearing his name, died 
February 17 at his home in Kew Gardens, 
Long Island. Mr. Miller, who had been 
in the jewelry industry for approximately 
50 years, was president of the New York 
Jewelers Golf Association. His _ brother 
and sister survive. It was stated that the 
business. will be continued under the same 
policies as those followed by Mr. Miller. 

Robert R. Smith, Sr., 75, who for 
60 years operated a retail jewelry store in 
Easton, Pa., died January 31 at Easton 
Hospital after a brief illness. A native of 
Norwich, England, he started in business 
with his father. For the last 25 years he 
had been associated with a son, Robert R., 
Jr. Surviving, in addition to his son and 
a brother, are his widow, another son, 4 
daughter and five grandchildren. 

Mrs. Harry Van Laar, 48, president of 
Van Laar & Son, jewelers of Madison, 
N. J., died February 27 at Flower Fifth 
Avenue Hospital, New York, after an ill- 
ness of four weeks. Mrs. Van Laar had 
been president of the jewelry firm since 
last August when her husband, Harry 
Van Laar, died. Surviving are a son, 4 
daughter, two brothers and a sister. 

Adolph Wiebell, 70, operator of four 
retail jewelry stores in Cincinnati, died 
March 1. While vacationing in Florida, 
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he had suffered a stroke five days pre- 
viously, and had been flown back to Good 
Samaritan Hospital in the Ohio city. A 
native of Cincinnati, he was prominent in 
a number of religious and social organ- 
ations. Four surviving sons, Adolph, Jr., 
Charles, George and Edward Wiebell, will 
continue to operate the stores. Other sur- 
yivors include his widow, a daughter, three 
brothers, a sister and 12 grandchildren. 


Herman D. Steel, co-owner of the 
Herman D. Steel Co., Philadelphia material 
distributors at 437 Chestnut St., was killed 
February 22 in a collision of two taxis at 
15th and Cumberland Sts. He and his 


HERMAN D. 
STEEL 


son, Philip, were owners of the company 
which was established in 1914. Mr. Steel 
was a United States representative of the 
Swiss Jewel Co., S. A., a Swiss corporation, 
and other firms. In addition to his son, 
Mr. Steel is survived by two daughters. 





G. F. Olson, Sheaffer V. P., 
Killed in Airplane Crash 


Grant F. Olson, 48, vice president in 
charge of advertising, foreign service and 
defense for the W. A. Sheaffer Pen Co., 
was killed March 13 at Singapore in a 
plane crash which took 33 lives. 

Olson, who was on a business trip to 
Australia and the Far East, flew to Austra- 
lia early in February after a short stop- 
over at Hawaii. He had been in Australia 
about a month working with officials of 
the W. A. Sheaffer Pen Co. of Australia, 
Ltd., at Melbourne and was enroute to 
Singapore when his plane crashed. A 
representative of the Borneo Co., Sheaffer's 
distributor at Singapore, was at Kallang 
Airport to meet Olson when the crash 
occurred. 

A native of Two Harbors, Minn., Olson 
was graduated from the University of 
Illinois in 1928 and joined Sheaffer’s as 
a sales correspondent in August of the 
same year. He was appointed assistant 
export manager in January 1930; export 
manager in April 1931; advertising man- 
ager and export manager in March 1932, 
and director of advertising and foreign 
sales in January 1945. 

Olson was made a vice president and 
member of the board November 5, 1946, 
and was appointed to the executive com- 
mittee in 1951. In addition to the ex- 
ecutive posts which he held with the 
parent company, he was also a director 
of the company’s Australian, British and 
Canadian subsidiaries. 

He was granted a leave of absence from 
the company in February, 1953, to serve 
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as administrative assistant to Secretary of 
Commerce Weeks, assigned to serve under 
Craig R. Sheaffer, then assistant secretary 
of commerce. Olson remained in Wash- 
ington until last June when he returned 
to his post as vice president of the Sheaffer 
Pen Co. 


Famous Personality to Get 
Prize-Winning Watch Model 


The most famous feminine personality 
of the year will soon be chosen by the 
Jury of the Grand Prix Saint Eloj to 
receive, as Queen Elizabeth did in 1953, 
the winning watch of the Grand Prix 
Saint Eloi, 

It was stated that the name of this 
famous personality will be revealed at the 
same time that the awards for the most 
beautiful watch of the year, chosen from 
designs entered by artists from nine coun- 
tries, are given. The award reception will 
be held toward the end of April. 

The Grand Prix Saint Eloi, open to 
artists and designers of al] nations, is 
given each year under the patronage of 
the French Ministry of Fine Arts in an 
effort to bring about a renaissance in the 
art of feminine watch design. Leading 
French artisans and craftsmen are now 
executing the watch designs chosen by 
the Jury to be transferred from paper to 
final models for the 1954 judging. 





Harley H. Noyes, 59, Dies; 
Vice President of Oneida Ltd. 


Harley H. Noyes, vice president and 
director of advertising for Oneida Ltd., 
died March 24 in Miami, Fla. His age 
was 59, 

Mr. Noyes, who was born in New York 
City, was educated at Cascadilla Prepar- 
atory School and made his home at Ken- 
wood, Oneida, N. Y. He joined Oneida 
Ltd. in 1917 and was in charge of its 
New York sales office for several years. 


HARLEY H. 
NOYES 





He was elected to the board of directors 
in 1923 and became sales manager in 1933 
and director of sales in 1945. In March 
of 1947, Mr. Noyes was elected vice presi- 
dent, having become director of advertis- 
ing the previous month. 

He is survived by his widow, Margaret 
Thayer Noyes, a son Emerson Noyes, 
southwest sales representative for Oneida 
Ltd. living in Dallas, Texas, a daughter 
Eleanor Noyes Bliss, Baldwin, L. I., and 


five grandchildren. 
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Earrings and Bracelets 
By Bob Henfield 
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No woman can resist 
this clever new fashion 
... especially at its amazing 
low retail price! Rhinestone-set 
engagement rings, with matching 
wedding bands, on pendant 
earrings and charm 
bracelets . . . both available 
in silver or golden metal. 
Earrings available small, 
medium and large, for pierced 
ears as well as with screw backs. 







Free newspaper 
mats on request 


Retail 





bob henfield 


648 Huron Road 
Cleveland 15, Ohio 


217 





KIRK Dial 


Since 1926 


Corpora lion 


The World's LARGEST 

DIAL REFINISHING COMPANY 
Assures You of TOP 

QUALITY & SERVICE 


DIAL REFINISHING 
CRYSTAL FITTING 
BAND REPAIR 


offices: 


220 W. 5th St., Los Angeles 13, Calif. 
657 Mission St., San Francisco 5, Calif. 
1625 Broadway, Oakland 12, Calif. 
Seaboard Bidg., Seattle 1, Wash. 

29 E. Madison St., Chicago 2, Ill. 
University Bldg., Denver 2, Colo. 

923 Penn Ave., Pittsburgh 22, Pa. 

83 Walton St. N.W., Atlanta 3, Ga. 
108 W. Fayette St., Baltimore |, Md. 


Affiliated Companies 

KIRK DIAL OF MISSOURI 

1015 Walnut St., Kansas City, Mo. 
KIRK DIAL COMPANY 


1700 Commerce, Dallas, Tex., and 
Stewart Bldg., Houston, Tex. 











the Niash 
“CUFFMASTER,” 


TRADE MARK 


the finest 
cuff tink 
back ever 
made 
for the 
Jewelry 
Trade 





Patented Design 155,535. 
Patented Construction 2,472,958. 
infringers will be presecuted. 
Available in gold, silver, gold filled, brass 
and other metals. 
Send for price list. 
NIASH REFINING CO. 


116 Nassau St., New York 38 
COrtlandt 7-4496 




















Special Order Work and 
Repairs for the Trade 


Quick, reliable service! Re- 
mounting, stone matching, 
diamond setting, rhodiuming, 
antique reproduction and res- 
toration. EVERY type of 
special order work. Sensible 
TRY US. 


OSCAR CAPLAN & SONS 


207 W. SARATOGA ST., BALTIMORE 1, MD. 
Jewelers at the bench since 1905 


prices. 














New Woman's ‘Waterproof 
Introduced by Benrus 


The Benrus Watch Co. introduced a 
new line of women’s. water resistant 
watches February 24 at a luncheon for 
women editors at the Hotel Pierre, New 
York. 

The new line, called “Water Beauties,” 
is the culmination of two years of experi- 
mental work with women’s water resist- 
ant watches. “They are,” according to 
Harvey Bond, advertising director, “styled 
in the newest round design and amazingly 
thin.” 





Each woman editor attending the luncheon 
at which the new Benrus “Water Beauty" 
watch was introduced received one as a 
gift. To illustrate its water-resistant qualities, 
each watch was presented in a fishbowl. 


The watches were developed, according 
to Mr. Bond, as a result of a survey which 
showed that the average woman spends at 
least eight years of her life with her hands 
in water. 

The new “Water Beauty” line is priced 
from $49.50. 





JWV Post Honors Stevens as 
Year's ‘Outstanding Citizen’ 


Evarts C. Stevens, chairman of the board 
of the International Silver Co., was se- 
lected as “The Outstanding Citizen of the 
Year” in Wallingford, Conn., by the Ser- 
geant Leonard Golub Post 434, Jewish 
War Veterans. 


EVARTS C, 
STEVENS 


Honored 
by Jewish 
War Veterans 
in Wallingford 


citizen award, Mr. 


In receiving the 
Stevens joins a list of distinguished men 
who have been selected by a non-political, 
non-sectarian group of judges. 

This is the sixth consecutive award pre- 
sented by the Jewish War Veterans organi- 
zation which instituted this annual pre- 








sentation as a remembrance of Pearl Har. 
bor Day. 

Mr. Stevens was presented with an ep. 
graved plaque citing his many contriby. 
tions to Wallingford at a dinner held jp 
his honor. 


R. |. Jewelry Mfrs. 
Busy With Spring Orders 


Rhode Island’s jewelry manufacturing 
plants are experiencing a good volume of 
spring business and since the middle of 
February have been enlarging staffs com. 
mensurate with the influx of orders and 
re-orders. 

It appears that on the average this spring 
may not fully come up to a year ago, but 
in numerous instances it already has sur. 
passed the spring of 1953. 

One small manufacturer who experienced 
spectacular growth in the last half of 1953 
reports that his “luck” is holding up and 
that he is shipping about five times as 
much finished goods as he shipped at this 
time last year. 


ATTRACTIVE LINES BOOST SALES 


Attractiveness of lines is having a lot 
to do with business volume. This was 
evident when the manufacturers showed 
their lines to the wholesalers in Providence 
last November. Some ended the showing 
with order books jammed. Others had had 
a disappointing experience. The difference 
was the appeal of the lines. 

The most wanted items of the merchan- 
dise the wholesalers liked in the November 
showing are now sparking re-orders. And 
the bulk of these orders are for the low 
and medium-priced items. Pieces that 
reach the consumer at prices up to $3 
and $4 are doing best. 


TAILORED GOODS IN DEMAND 


In the lower-priced field demand is 
fairly well distributed across the board. 
Rhinestones are not moving as well as 
they do in the fall but this is always the 
case. Tailored merchandise is in demand. 
Summer jewelry is having a good run. 

There are evidences on a broad front 
that the jewelry industry has been strength- 
ened by realistically placing emphasis on 
design, fashion and quality. The com 
bination of those three factors is resulting 
in the maintenance of sales at a good level. 

The industry is having problems but is 
taking them in stride. Credit continues t0 
be a troublesome factor. ‘Some buyers are 
endeavoring to get extended credit but the 
alert manufacturer is holding the line and 
demanding payment for shipments by the 
10th of the month following delivery. 
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LOUIS LENHOFF 


America's Ethical Auctioneer, 
Says Don't Gamble; have been conducting 
Auctions for Retail Merchants the Past 28 Years 
All Over America, No Deal too Large, No Deal 
too Small. 


TYler 6-0439 
3010 W. Chicago Bivd., Detroit 6, Mich. 
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Hawaii Jewelers’ Association 
installs Seastrom as President 


Qne-hundred and fifty-five members of 
the Hawaii Jewelers Association, and 
their guests, attended the annua] dinner 
of that organization which was held the 
evening of February 27 at Kewalo Inn. 

Highlight of the festivities was the in- 
stallation of the following officers who will 
serve the ensuing year: President, Mark 
Seastrom (Grossman-Moody, Ltd.); Vice 
President, Yoshi Ishihara  (Hall-Mark 
Jewelers) ; Secretary-Treasurer, Lloyd E. 
Klumpp (H. F. Wichman & Co., Ltd.), 
and Executive Secretary, Thomas R. 
Shields. 

On behalf of the association, Jack Alt- 
man (Federal Jewelry Co.), who emceed 
the affair, presented Samuel Lachman, 
retiring president, with a silver mounted 
gavel, 


Port Byron Jeweler Serving 
Public for Over 50 Years 


An enviable record as a businessman 
and as a leading citizen has been chalked 
up by Robert B. Lowe, jeweler of Port 
Bvron, N. Y. He has continuously oper- 
ated a business in that community for 
54 years and is the oldest businessman 
from the point of years of service to his 
village. 


ROBERT B. LOWE 


Boasts Record 
of Service to 
Public for 
54 Years 





During the 54 years in business, Mr. 
Lowe has shown much civic pride in his 
village. He has served six years as village 
treasurer, 15 years as secretary-treasurer 
of the Protective Hose Co. (now known as 
the Port Byron Fire Department), and has 
been a member of the Masonic Lodge tor 
a period of 43 years. In addition he has 
long been an active participant in a num- 
ber of fraternal organizations. 





ANRJA Forms New Group to 
Handle Fair Trade Violations 


The American National Retail Jewelers 
Association has decided that the discount 
house problem shall become its major 
project for the current fiscal year, and 
legal counsel has been retained for the 
purpose of doing everything possible, with- 
in the limits of the law. 

Chas. M. Isaac, executive vice president 
of the association, states that for legal 
feasons, a separate corporation has been 
established (Retail Jewelers Trade Council, 
Inc.), for the sole purpose of handling 
discount house problems. 

The presidents, secretaries and execu- 
tive secretaries of all state retail jewelers 
associations have been asked to advise 
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ANRJA fully regarding any discount house 
or related problems which they may have. 
These letters will be turned over to the 
legal counsel for the Retail Jewelers Trade 
Council, Inc., who will advise them directly 
regarding the legal aspects. 





Costly Array of Gems Featured 
At Plymouth Store Opening 





Miss Beverly Norman, a nurse at the 
Sceva Memorial Hospital, Plymouth, N. H., 
and one of the winter carnival queens of 
that area, is shown here displaying two 
$26,000 emerald and diamond clips; an 
eight-carat cut emerald, valued at $16,000; 
and a $19,000 brooch, during the recent 
opening of Topham’s Jewelry Store, Plym- 
outh, N. H. 

Arnold Topham, proprietor, is on the 
left, and “Jim” Bridges of Smith & Zaff, 


Boston, on the right. 




















Style #1812 








Where will you find the 

@ world’s nicest $1, $2, and $3 
tailored earrings with a famous 
brand name? 


Wholesaler Show 
Sheraton-Biltmore Hotel 
Providence, R. I. 

May 9-20 


Thru the wholesaler 


JEWELRY CO. 
52 Valley St., Prov 











101 FIFTH AVENUE 








HENRY COEHLER CO., INC. 


1524 Merchandise Mart, Chicago, IIl. 
300 Merchandise Mart, Dallas, Tex. 


NATIONALLY 
ADVERTISED 
CLOCKS 
by 
HECO 


+ 140/64 


4/4 Westminster 
chime, 8 day wall 
clock. Antique walnut 
or mahogany. Hand 
rubbed, dull finish. 
Gilt dial, Raised black 
numbers. 15” x 1234” 
KEYSTONE $72 


SEND FOR 
LATEST 
— 
PRICES 


NEW YORK, N. Y. 
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RETAILERS! JOBBERS! 


Win exciting and valuable prizes 
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(OR LESS!) 
and 10 Additional Prizes 
in Each of 17 Sales Areas 


HERE’S ALL YOU DO! 











Anyone who sells Norelco Shavers can | 
enter! Retail sales people may submit one | 


entry for every 6 Norelco Shavers they 
sell! Wholesale sales people submit one 
entry for each 48 shavers they sell! Re- 
member—the more entries you submit the 
better your chance to win! 


EASY! EXTRA PRIZES! 


Extra prizes for winning entries received 
by April ist. Extra prizes for sales man- 
agers or supervisors, too. Sell Norelco! 
Qualify quickly! Win big prizes. Get all 
the facts. 

See your distributor! He’s got entry blanks, 
rules, easy directions, ideas to help you! 


North American Philips Co., 
Inc., 100 East 42nd Street, New 
York 17, New York 











Anderson Retires as Treasurer 
Of Ripley & Gowen Company 


Edward L. Anderson, treasurer and one 
of the founders of Ripley & Gowen Co., 
Inc., jewelry manufacturers of Attleboro, 
Mass., retired from that post on February 
1. He was succeeded by his son, Arnold 
L. Anderson. 

A resolution of appreciation and praise 
for his long and eventful service to the 
firm was presented to Mr. Anderson on 
the occasion of his retirement. He contri- 
buted a list of more than 30 patents on 
jewelry and kindred articles to use of the 
firm during his long service. The resolu- 
tion was presented to Mr. Anderson as a 
lasting memento, the letter imbedded in 
clear plastic in the form of a plaque which 
was presented to him by President Grover 
C. Richards and his associates. 


# Another memento from his associates in 


the firm was a set of clear plastic book- 
ends in which are imbedded some of the 
articles on which he obtained patents and 
which remain in production today. 





Gornall Named Sales Moar. 
Of Towle Silversmiths 


The appointment of O. Wendell Gornall 
as general sales manager was announced 
recently by Towle Silversmiths, Newbury- 
port, Mass. 


F 





O. WENDELL JOHN S. 
GORNALL O'CONNELL 
Appointed Continues 

General as V. P. o 
Sales Mar. Sales 


Mr. Gornall joined the Towle sales or- 
ganization in 1948 as manager of the New 
York office. In January, 1950, he was 
placed in charge of the Chicago office as 
western regional manager. He was trans- 
ferred to the home office in Newburyport 
as assistant general sales manager in 1952. 

John S. O’Connell, vice president of 
sales, will continue his close association 
with the trade in this capacity. Mr. 
O’Connell is well-known among jewelers, 
buyers and members of the silver industry 
through his 40-odd years with Towle 
Silversmiths. 





Lapham Named Marketing Mor. 

At Sessions Clock Company 
Douglas A. Lapham has been appointed 

manager of the marketing department at 


the Sessions Clock Co., according to W. K. 
Sessions, Jr., general manager. He replaces 


| C. L. Allen, who has resigned. 








Mr. Lapham, who has been manager of 
the company’s clock sales division, will 
continue this function in addition to his 

new duties, 

Homer D. Schoen, up to now gales plan. 
ning manager for clock sales, has beep 
appointed assistant manager of the clock 
sales division. 





Big Ad Program to Back New 
Kreisler Guarantee Policy 


Jacques Kreisler’s new policy of uncop. 
ditionally guaranteéing its watchbands 
will be backed by the greatest advertising 
concentration in the industry, according to 
James W. Robertson, advertising manager. 

“This unconditional guarantee is fo, 
mechanical perfection,” he added, “and 
it applies to bands already in retailers 


stocks as well as to new merchandise 
delivered this year.” 
Utilizing four different coast-to-coast 


television and radio shows per week, the 
Kreisler advertising program is directed to 
nearly 500 cities via the NBC-TV network 
and the Mutual radio network. 





Over 4000 Buyers Attend 
Allied Show in Dallas 


According to Allied Exhibitors, spon. 
sors of the Allied Gift and Jewelry Show 
held recently in Dallas at the Hotel Adol. 
phus, most exhibitors at the semi-annual 
event reported that it was “better than 
anticipated”, 

It was stated that buyer’s registrations 
were counted at 4160, which was below 
attendance at the spring show in 1953. 
In discussing business written at the show, 
exhibitors stated that better merchandise 
was in demand as well as_ promotional 
merchandise. 

The 48th annual convention of the Texas 
Retail Jewelers Association was held at 
the same time as the Allied Show. Prin- 
cipal speaker at the confab was Arnold 
Schiffman, president of the American Na- 
tional Retail Jewelers Association. 

Social highlight of the Allied show 
was the buyer’s party held on the evening 
of February 22 and attended by 960 per- 
sons. A capacity crowd also attended the 
dinner-dance and ice show held the fol- 
lowing evening, February 23, in the hotel’s 
Century Room. 





Diamond Dealers Club 
Re-elects Sigman President 


Re-elected recently as president of the 
Diamond Dealers Club for the ensuing year 
was Jack Sigman, Other officers elected 
were: Charles Tolkowsky, vice president; 
Isidore Friedman, secretary, and Oscar L. 
Levine, treasurer. 

Named to the board of directors wete: 
Maurice Alfus, Sol Aster, Simon Beller, 
Maurice Fischer, Joseph Goldhirsz, Max 
Jellinek. Leo Kayser, Stephen S. Korngold, 
Henry Lipschutz, Max Lipschutz, David 
Maringer. Fred Nussbaum, [si Rubin, 
Charles E. Wolf and Aaron K. Wulkan. . 

The Diamond Dealers Club, Ine. } 
located at 36 West 47th St., 


New York 





THE JEWELERS’ CIRCULAR-KEYSTONE 























NJA Surveys Jewelers for 
Information on Fair Trade 


More than 5000 retail jewelry stores 
have received questionnaires on fair trade 
from the National Jewelers Association. 
Information is being sought on how fair 
trade affects the retail jewelry business. 
The data will be used by legal counsel 
retained by the NJA to undertake a pro- 
gram of action. 

A form letter sent to all jewelers to 
whom the questionnaires have been mailed 
is captioned, “This is your chance to help 
save your own business.” It says in part: 

“You, a retail jeweler whose business 
is threatened, now can do something for 
yourself and the industry to which you 
belong. . . . Bear in mind, every returned 
questionnaire will help in carrying out a 
plan of action. For fair trade, this is a 
year of decision. You can play a part in 
making decisions.” 

At the meeting of the NJA’s board of 
directors on January 18, the association’s 
special committee on fair-trade observance 
was directed to retain counsel and to 
press for relief from the intolerable con- 
ditions which have resulted from non- 
observance of fair-trade price-maintenance 
agreements. 

The New York law firm, Baer, Marks, 
Friedman, Berliner & Klein, and also coun- 
sel in Washington, D. C., have been re- 


tained by the NJA. 


——- 


Novel Ad Announces Opening 
Of Remodeled Madison Store 


“Brand new .. . especially for you!” 
was the headline used in a newspaper 
advertisement recently by E. W. Parker 
Jewelers, Madison, Wis., to announce the 
opening of their remodeled store. 

Approximately one-third of the adver- 
tisement was devoted to an illustration of 
a young lady formally attired in an at- 
tractive and voluminous gown. The ac- 
companying ad copy tied-in with this il- 
lustration by inviting readers to “come 
and see us in our new dress . . . we've 
added beauty inside and out!” 

Additional ad copy briefly mentioned 
the improvements. made to the store inte- 
rior and exterior and also touched upon 
the history ef the store from its founding 
to the present. 

Other illustrations used in the adver- 
lisement included a photograph of the 
new and handsome store exterior and a 
photograph of the store founder framed 
in an ornate, old-fashioned watch case. 





Sioux City Horologists 
Launch Educational Program 
Robert M. Noon (Thorpe & Co., Inc.) 


was recently installed as president of the 
Sioux City (Iowa) Horological Guild. 
Also installed was James B. Kidd (Lester’s 
Credit Jewelry) as secretary-treasurer. 

The guild has launched an educational 
program aimed at the watchmaker, the 
store owner and the public. Not only are 
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the latest technical developments in the 
horological field stressed in the program 
but also the ethics of the watchmaker in 
his relationships to both employer and to 
the public. 

This educational program has been de- 
signed to combat price-cutters in all phases 
of the retail jewelry business including 
cut-rate repairmen, “bargain-basement” 
department stores and cut-rate drug stores. 

The Sioux City guild meets the last 
Thursday of each month at the Hotel 
Jackson. 





L. M. Bayan Joins White 
Mfg. Co. as Partner 


Lawrence M. Bayan, manufacturing 
jeweler in Providence, R. I., since 1930, 
has become a partner with Graham White 
in the White Mfg. Co., Inc., North Attle- 
boro, Mass. Mr. Bayan is president and 
Mr. White treasurer and vice president. 





LAWRENCE M. 


GRAHAM 
BAYAN WHITE 


Known as a designer, stylist and pro- 
duction executive, Mr. Bayan’s activities 
in the jewelry field have taken him to 
European art and industry centers. He 
has been an instructor in the Fawcett 
School of Industrial Art in Newark, N. J., 
and was an instructor in jewelry design at 
the State Vocational Department in Provi- 
dence. He has written many articles on 
jewelry subjects for trade publications and 
newspapers and holds numerous jewelry 
construction patterns. 

The White Mfg. Co. makes gold filled 
fashion jewelry and sells through the whole- 
sale jeweler. 





Wall Named President of 
Jewelers Board of Trade 
Lester S. Wall of R. Blackinton & Co., 


North Attleboro, was elected president of 
the Jewelers Board of Trade at the annual 
organization meeting of directors on Feb- 
ruary 19, 

He succeeds Fred S. Bullock of Dolan 
& Bullock, Providence, who had served 
as president for two years and therefore 
was not eligible for re-election. 

Directors also elected the following 
officers: First Vice President, Jared E. 
Allen, secretary and assistant treasurer of 
Oneida, Ltd., Oneida, N. Y.; Second Vice 
President, William E. Smith, president of 
Irons & Russell Co.. Inc., Providence; 
Treasurer, Horace M. Peck; Secretary and 
Assistant Treasurer, Vincent F. Chapman, 
and Assistant Treasurer, Edward A. Henry. 


wee ee 
_ 
oe 
war 
-_ 





975 





“THIN AND 
SMART” 
” 4 4 ‘ 
New, thin, A.S. : > CD 
movement, sweep, vi Eu : 
inca., rad. dial nansion Rra 


(reg. or — stick) 

















Men's yellow R.G.P./§ Ladies’ yellow R.G.P. 
S.B., 17 jewel, A.S.§ S.B., 17 jewel, Font 60, 
with R.G.P. expansion § with R.G.P. expansion 
bracelet — in various | bracelet—also in round 
styles. or square shapes. 











Fully Guaranteed 


All These 17 Jewel 
CTT hm) 1-1-4 0-] 





WATER-RESISTANT 


17 JEWEL NURSES’ 









e In Chrome/S.B..... 
© All Stainless Steel ~ 
or Yellow/S.B......$10.95 (F 


e In Yellow I0K - 
R.G.P./S.B. bined ... 901.95 \ . 


Gift boxed, price tag & 
printed guarantee — $.75 extra 


Get these terrific sellers today—beat the price 
cutting competition with real promotional 
values. There's never been a buy like it. See 
our complete selection of highly styled. 
Competitively priced, promotional watches of 
guoronteed quality. 
Ask for our New full descriptive 
Catalog, immediately. 


Terms: Net 30 days to well-rated firms. Others, please 
sead check, M.0., or dep. for C.0.D. F.0.B. N. Y. 





CRYSLER WATCH CO. 


SRO Fifth Ave pC ae Ola ee ee ee 

















Settle your costume jewelry repair 
problems now. Choice selection. 
|. Clear Rhinestones 2. Plastics 
3. Colored Rhinestones 4. Pearls 
Prepaid one gross package. . $1.50 
3 one gross packages ...... $4.00 


JO-SI STONES 


6221 Lancaster Avenue 
Philadelphia 31, Penna. 
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Louis F. Guiness, Inc. 
Diamond Importers Since 1910 


announce 


INTEGRITY 
DIAMOND 
RINGS 


Outstanding Values 
$62.50 to $500 retail 


A new mounted 
diamond ring and 
Lock Sets line 

with supporting sales 
aids which include 
guarantees — displays, 
mat service, price tags, 
ring boxes, etc. 








Exclusive Franchises 
Available 


Louis F. Guiness, Inc. 


373 Washington St. 
BOSTON, MASS. 











FOR PROMPT SERVICE 
ON 
RONSON PRODUCTS 


CONTACT 
J.-A. SILVER CO. 


167 GEORGE ST. NEW HAVEN, CONN. 











Flannel Rolls & Bags for Silverware 


anti-tarnish 
available in 18 attractive colors 
Guaranteed fine quality Prompt service 


Write for samples and prices 


EUREKA MFG. CO., INC., TAUNTON, MASS. 


makers of silverware protection since 1926 
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Guid onty Retailers 
WELLS MEG. CO. ATTLEBORO, MASS. 








NICKEL SILVER 
PHOSPHOR BRONZE 
THE SEYMOUR MFG. CO. 


SEYMOUR, CONN 











4 The 39th annual convention of the Mas- 
sachusetts & Rhode Island Retail Jewelers 
Association will be held at the Parker 
House, Boston, on April 21. A_ business 
meeting in the afternoon will be followed 
by cocktail hour and the annual banquet. 
This will be highlighted by the awarding 
oi door prizes, and will be followed by a 
floor show and dancing. Full details in 
next issue. 

q As this issue went to press, plans were 
shaping up also for the 9th annual dinner- 
dance of the Diamond Peacock Club to 
be held at the Hotel Somerset, Boston, on 
May 1. Complete story next issue. 

q Teams of the Boston Jewelers Bowling 
League are rolling hard, now that the close 
of the season is approaching. The last 
meet will be on April 20, and as this issue 
went to press A. Stowell & Co. was leading 
by three points, with the E. H. Saxton and 
Mahar & Engstrom teams tied for second 
place. The annual banquet with distribu- 
tion of prizes is scheduled for May 8. 

q Members of the New England Guild, 
American Gem Society, met at the Hotel 
Statler, Boston, on March 18. Robert 
Crowningshield of the Eastern Headquar- 
ters, G.LA, spoke on the subject, “Ele- 
ments in the Pricing of Colored Stones.” 

q Members of the Thirty Club of Boston, 
a jewelers’ group, are making plans for a 
two-day outing and get-together at the 
Coonamesset Ranch Inn, Cape Cod, early 
in June, according to Robert “Bob” John- 
son, of Parker Pen Co., secretary of the 
club. 

q Richard T. “Dick” Arnold, for the past 
20 years a salesman in the Boston, Provi- 
dence, Worcester, and Springfield area for 
D. C. Percival & Co., Jewelers Building, 
left that firm on February 26 to join the 
sales staff of the Hamilton Watch Co. He 
will cover Massachusetts territory. Earl 
Sederquest, formerly with Percival’s, is 
back from three years’ service with the 
U. S. Marine Corps in Korea, and has 
joined the sales staff in the watch depart- 
ment. 

¢ Simultaneous Gift Shows were staged in 
Boston at the Hotel Statler and the Parker 
House during the week of March 7. At 
the latter, the rooms and corridors still 
carried the odor of smoke from a fire which 
breke out on the fifth floor on the eve of 
the show opening. Crews worked around 
the clock putting the place in order, and 
attendants and exhibitors were asked to 
“pardon the inconvenience caused by a 
careless cigarette.” 

q Louis F. Guiness, of the firm of the same 
name, 7th floor, Jewelers Building, has been 
visiting diamond cutting concerns in Ams- 
terdam, Holland, and in Antwerp, Belgium, 
and has gone on to Natanyia, Israel. Be- 
fore returning to the United States he also 
planned to visit the rough diamond market 
at Hatton Gardens, London. The Guiness 
firm is forming a new subsidiary to be 
known as the Integrity Diamond Ring Co., 

















NEW ENGLAND 


and will feature a complete line of display 
material, mat services, et cetera. ' 
q William “Bill” Schwind of R. C., Jewelry 
Co., Rumford, Me., was recently elected 
president of the Rumford Business Bureay, 
He and Mrs. Schwind left on March 15 
for two weeks’ vacation in Bermuda. 

¢ Giftware Distributors, Inc., wholesaler 
have opened up a new and attractive stor 
at 61 Bromfield St., Boston. The firm, op. 
erated by Sidney F. Rosen and Maury ¢. 
Frankel, was formerly located in Room 739, 
Province Building. 

q Fire caused by an overloaded wire caused 
$10,000 damage and completely ruined 
Smith’s Jewelry Store, Montpelier, Vt., on 
February 21. “Phil” Brault, of the 109. 
year-old Phillips & Lucas Store, learning 
of the fire, rushed to aid the firemen and 
succeeded in removing a major part of the 
jewelry stock. 

q Jack C. Sawyer, jeweler of Laconia, 
N. H., was recently elected president of 
the Laconia Chamber of Commerce. 

q Warren Kunz, formerly manager of the 
KE. F. Lilley Co., Inc., jewelry store of Mil. 
ford, Mass.—a store which was burned out 
just before Christmas—is now operating 
his own store at 224 Main St. He opened 
business late in February. 

q Leon Heller, of Harry Heller & Son, 706 
Washington Building, was recently elected 
chairman of the Sharon, Mass., Park Con. 
mission, giving him charge of the Lake 
Massapoag and surrounding territory. 

q Daniel Cotton, salesman for E. H. Saxton 
Co., 601-606 Washington Building, is back 
on the job following six weeks in St. Luke's 
Hospital, as a result of an automobile ac 
cident in Hancock, N. Y., in January. Mr. 
Cotton’s car was completely wrecked. Mr. 
and Mrs. John McNamara of the same 
firm are back from a Florida vacation trip. 
q Mr. and Mrs. Michael Mahar, of Mahar 
& Engstrom Co., spent a month in Sar 
sota, Fla, soaking up sunshine, baseball, 
and circus rehearsals. 

q The Donald Pratt Co., Bangor, Maine, 
was sold at auction recently, a Bangor bank 
having taken over the area in order to 
build a new bank building. 

q Napoleon O. Cote, jeweler of Bellows 
Falls, Vt., suffered a broken jaw when he 
was in a recent automobile accident there. 
4 Wolf Jewelry Co., Fall River, Mass.. was 
the scene of a recent robbery. 

q Mr. and Mrs. Elmer “Jockey” Johnston 
of Caribou, Me., spent the last two week 
of March in Florida. Their daughter, Joan, 
a student at Mount Holyoke College, st! 
fered severe injuries when hit by 4 a 
and thrown 50 feet in Holyoke, Mass. 
early in February. She spent several weeks 
in a cast at the College infirmary. 

q Jerry LaPearl, jeweler of Colebrook, 
N. H., a disabled veteran, has been at the 
Westfield, Mass., hospital for a checkup. 
4 Fred Dubin, of the firm of the same 
name, Province Building, spent a winle 
vacation in Concord, N. H. 
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¢ Neil Lourie, son of Mr. and Mrs. Mur- 
ray Lourie of Murray Jewelry Co.. Quincy, 
Mass., has gone into training with the U. S. 
Marine Corps at Parris Island, S. C. 

4 Mrs. Harry Brodsky of Harry’s Jewelry 
Store, Fitchburg, Mass., returned from a 
Florida trip, meeting her husband at the 
Boston Gift Show. 

q Henry Kamlot, of the firm of the same 
name, 307-310 Washington Bldg., spent 
<everal days in March skiing at Stowe, Vt. 
¢ “Nat” Goodman of Nathaniel I. Good- 
man, Inc., 1006-7 Jewelers Building, brought 
back photographic evidence of fine fishing 
while on a Florida trip. He caught 12 of 
the 33 fish netted by a group of four. Mrs. 
Goodman spent the last two weeks of 
March on a vacation trip to Atlantic City, 
N. J. 

q Mrs. Rose Marshall, head bookkeeper 
with the Travis, Farber Co., 909 Jewelers 
Building, with her husband, Joseph, cele- 
brated their 27th wedding anniversary with 
a trip to Niagara Falls in mid-March. 
Roger Victor of the same firm has replaced 
John Bates as New England salesman. Mr. 
Rates has retired to reside in Ocean Beach, 
Calif. Mrs. Charles Ross, wife of the firm’s 
watchmaker, has been vacationing in El- 
sinore, Calif. 

q Henry Desjardins, Beverly, Mass., jew- 
eler, postcards from Sarasota, Fla., where 
he’s a royal rooter for the Red Sox, that 
“it will be a cinch for the Sox to win 
the pennant this year,” even minus Ted 
Williams whose broken collar bone will 
keep him from playing for several weeks. 

q Another baseball fan, Harold Barry of 
Barry & Epstein, 400-401 Washington 
Building, has been vacationing with Mrs. 
Barry in Tampa, Fla., and, according to 
letters, “advising Birdie Tebbetts on cor- 
rect technique of building a good ball 
team.” He and Mrs. Barry went there from 
Nassau. “Bill” O’Keefe of the sales staff 
is back from a Florida trip. 

q.A breath of spring hit the show windows 
of the Thomas Long Co., when rustic hang- 
ing birdhouses were used as central motifs, 
and violets and green ferns carried out the 
theme. Allen and Forrest Davidson are 
both back from Florida vacations, well 
tanned. Samuel Levy also returned from 
Florida recently. 

q Frank Silva is again on the road for 
Mauran Watch Co., 712 Jewelers Building, 
covering Maine, Vermont, and part of New 
York State. 

q Morris Mallove, of Mallove’s jewelry 
store, New London, Conn., has gone to 
Israel to visit his mother. 

4 Mr. and Mrs. “Bert” Ferguson of the 
Herbert J. Ferguson jewelry store, Nor- 
wich, Conn., were in Florida for a winter 
vacation. 

4 Cliff Wilson of John & George H. Bliss 
jewelry store, Norwich, Conn., also went 
to Florida for a vacation in February. 

¢ Walter Fahey, of Smith-Keon, Inc., Wil- 
lamantic, Conn., has returned to the store 
following several weeks’ illness. 

4 Philip H. Trachtenberg, watchmaker 
with the Bella A. Glass Co., 609 Jewelers 
Building, spent the month of March in 
Florida. 

q Roger Dumont, of the firm of the same 
name, Brockton, Mass., (reported several 
months ago as having sold his business), 
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has now sold his store location, but not the 
firm name, to Julius Millman, of 513 Wash- 
ington Bldg., and Philip Menelly, formerly 
a watchmaker with B. Yaffee & Sons, 716 
Washington Building. They will operate 
the store as partners. Mr. Dumont took the 
assets and part of the stock with him to 
Fort Lauderdale, Fla., where he has gone 
for his health. He plans to open a place 
there. 

q Miss Katherine A. Murphy, of the K. A. 
Murphy Co., 509-11 Washington Bldg., is 
back from Miami and Key West, Fla., 
where she reported meeting Mr. and Mrs. 
“Ed” Beaulieu of the George T. Springer 
Co., Portland, Me. 

q Mrs. Samuel Berman, wife of Mahar & 
Engstrom’s salesman, has been confined to 
the Baker Memorial Hospital. Miss Mary 
White of the M. & E. bookkeeping de- 
partment, will be married on May 8. 

¢ The Brown & Block quarters, 302 Jewel- 
ers Building, has been completely renovated 
and redecorated. 

q Mr. and Mrs. Arthur S. Kelley of Nor- 
ling & Bloom, 809 Washington Bldg., spent 
the month of March on their annual vaca- 
tion in St. Petersburg, Fla. They report 
the weather on the “coolish” side. 

qb. Yaflee & Sons, 716 Washington Bldg., 
have added a new salesman, Irving Gold- 
man, who will cover the New England ter- 
ritory. They also have a new watchmaker, 
Leon Fischman, who will head their re- 
pair department. Mr. Fischman has _in- 
stalled Bernie London in his own quarters, 
506 Washington Building. 

q Donald Slamin, stockman with Swart- 
child & Co., 502-5 Washington Bldg., has 
joined the U. S. Air Force, and is stationed 
in Texas. 

q The Red Cross disaster service truck, 
driven by Bert “Sparks” Stranger of the 
Herbert W. Stranger Co., 306 Washington 
Bldg., was featured in color on the front 
page of the March 7 Roto-Pictorial maga- 
zine of the Boston Sunday Globe. Bert has 
covered several big fires this past winter, 
spending 12 hours at the Haymarket Square 
fire in Boston early in February. 

q James Pessolano, son of Ernest Pessolano, 
Reagan Jewelry Store, 126-A Tremont St., 
Boston, is back from a year of action in 
Korea. 

q Alvin Jewelers, Stamford, Conn., operated 
by Alvin Marks, has opened a new branch 
store there, taking over the former Albren’s 
jewelry store. Jerry Matican, of Elgin 
National Watch Co., was there on March 
18 for the opening day. 





Blaze Guts Montpelier Store 


Smith’s Jewelry Store at 118 Main St., 
Montpelier, Vt., was completely ruined by 
a disastrous fire recently which destroyed 
a large part of the stock. Robert E. Smith, 
store proprietor, estimated damage to mer- 
chandise and fixtures to be approximately 
$10,000. 

The blaze was caused by an overloaded 
drop-cord at the rear of the jewelry store 
which caught fire. It took firemen approxi- 
mately two and one-half hours to bring 
the fire under control. 

Late in February Mr. Smith reported 
that he expected to be back in business 
at the same location “within a few weeks.” 





SOME INTERESTING CHARMS — 


From Our Large Assortment 





BY CHARM CRAFT CORP. 
FINEST QUALITY FINISH 
Subjects Shown Approx. 1/2 Size 


From 3.00 Keystone in !4K. Also made in 
Sterling Rhodium finished and 1/20th 12K. 
Gold-Filled. Catalogue sent on Request. 


CHARM CRAFT CORP. 


Mfr’s of 14K. Gold-Filled & Sterling Silver 
Charms, Bracelets, Earrings, Tie Slides, Cuff Links 








_.. 198 Broadway New York 9, N. Y._ 





> WHY 
~ TAKE 
? LESS? 


WRITE TODAY for a FREE LIST of 
Insured Savings and Loan Associa- 
tions located in Eastern, Central 
and Western States, currently pay- 
ing 32%, sometimes even more! 
No charge. No obligation. 


B. RAY ROBBINS CO. DEPT. D-67 
131 STATE ST. BOSTON 9, MASS. 





_ =. HOTEL ——_ =>) 
((NARRAGANSETT ) 
~~ PROVIDENCE —~_ 


Completely Renovated 


from $4.25 _ 
including parking 








NEW MANAGEMENT | 

















Quality 
RHINESTONE 
JEWELRY 


Direct to yeu from the Manufacturer 
Free catalog upon request 


Fantasy of Jewels 





18-20 W. 3ist St., New York I, N. Y. 
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REDIT FORMS 
© contracts 





















































Eve. School 
in Watehmaking 
Bept. 232-May 23 





sqm receipt books, etc. 
| _ eee FREE samples 
_ { atvee 
LEDA — FEATURES 
14 K—G. F.—S. S. Findings 
All Price Ranges 
Ear Wires—Settings (Platinum) 
Stud Back & Wing Backs 
“and a Thousand & One Other Items” 
LEDA FINDINGS CO. 
36 W. 47th St. PL7-0758 New York 36, N. Y. 
LEARN WATCHMAKING 
» 2 @ REPAIRING - ENGRAVING 


Day or Evening 
PHILA. COLLEGE OF HOROLOGY 
1338-48 W. Somerset St., Phila. 


Write Dept."’K"' Iil'd Catalog 
Baldwin 9-1376 Est. 1894 
Arthur T. Johnson, Principal 
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q A lamp department has been added to 
each of the seven Barr stores in this area. 
Lamps were added to the merchandise for 
the Christmas, 1953, season and were such 
a success that they will be continued as a 
permanent part of the merchandise. 
Ceramic, glass and metal lamps in a wide 
range of prices and styles are being shown. 
q Best of good wishes are being sent to 
John M. McCormick by friends and ac- 
quaintances on his recent recovery from 
the illness which forced him to close his 
store for seven months. The store has been 
re-opened and Mr. McCormick returned 
to full-time work in March. 

q Mr. and Mrs. Edward Winter were 
guests at the J. E. Caldwell & Co. store 
on Chestnut near Broad St. on March 15 
and 16. They described and explained the 
art work Mr. Winter had painted on bowls, 
plates and panels which have been pur- 
chased by collectors, decorators and mu- 
seums throughout the United States. Ed- 
ward Winter also explained his new 
experiments with vitreous enamels on 


featherweight, thin aluminum. On exhibit, 
at the same time, were plates and other 
objects 


of steel and copper. Barbara 
Barnes, in her column in the Evening 


Bulletin, described the future effect of the 
Winter’s art work on readers: “The applica- 
tion of this decorated lightweight metal to 
refrigerators, ranges, household appliances. 
and even boats could open up all sorts of 
possibilities in design. Think, for example, 
of having a black matte surfaced refrigera- 
tor with white decorations on it!” The ar- 
tists received publicity on the women’s 
pages through the Barbara Barnes column 
illustrated with a picture of them sur- 
rounded by their art work. 

qS. Kind & Sons have announced that 
they now have a second Certified Gemolo- 
gist in their store. 
his certification in March. 1954. Mr. Ross 
is a diamond setter by trade and devotes 
his morning to setting diamonds in Kind’s 
shop and afternoons to selling jewelry in 
the gold jewelry department at Kind’s. 

4 Len Popowich of J. L. Popowich & Son, 
manufacturers of wrist watch straps at 802 
Sansom St., has graduated with honors 
from Temple University. 
Temple on an athletic scholarship and was 
undefeated in three seasons of competition 
for the varsity swimming team. He will 
continue his studies this fall at the Phila- 
delphia College of Osteopathy. 

q The Al Haiken store at 1146 Haddon 
Ave., Camden, N. J., is now concentrating 
on a full line of bracelets. 
public interest, they have stocked heavily 
on novelty items such as charm bracelets 
but carry a most complete line offering 
variety in many price ranges. The bracelets 
are receiving prominent treatment in the 
display windows. 


Alfred Ross received 


Len went to 


In response to 
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q John Samuelian has added a new watch 
and diamond ring line to his Campus 
Jewelers at 3717 Spruce St. 
q An increase in types, styles and amount 
of merchandise in the belt department at 
the Jewel Box, 641 Market St., Camden, 
N. J., has resulted in increased activity, 
Stickpins have also made a hit here. 
Many styles in any price range are being 
offered to interested customers from a 
large selection displayed prominently on 
new holders, 
q Driving past the Francis Haggerty store 
at 3707 Germantown Ave., one warm Syp. 
day afternoon, this reporter noticed crowds 
peering in the windows. Investigation 
showed they were looking at a collection 
of Madonnas which are used to replace 
diamond displays on Sundays and some 
evenings. “We believe in adding something 
attractive when we remove diamonds at 
store closing time,” says Mrs. Haggerty, 
“For that’s the time most people seem to 
do their window shopping.” 
q The store at 1254 Kaighn Ave., Camden, 
N. J., which is being completely rebuilt 
to house Cassett’s Jewelers, is nearing com. 
pletion. By the middle of May, Cassett’s 
expect to move from 1258 Kaighn Ave. 
two doors away, and will begin to take 
advantage of the additional space and dis- 
play facilities to add more silver lines, 
especially silver hollowware; luggage; 
better handbags and other higher-priced 
lines including possibly chinaware. 
q A new and complete line of watches, 
cuckoo clocks and summer jewelry has 
been added to merchandise handled by 
Bryn Mawr Jewelers, 814 Lancaster Ave., 
Bryn Mawr, Pa. 
4 Redecorations have started at Shaw's 
Jewelry Store, 9 East Afton St., Yardley, 
Pa. By the time April showers are over, 
this store will burst forth like a May flower 
with fresh paste] colors. 
4 Luckv Elwood Baker who owns Baker's 
of 7010 Garrett Road, Upper Darby, Pa. 
left Sunday, March 7, for a one-month 
vacation trip to California. Strietly vaca- 
tion, he claims. no business will be on his 
mind. But folks who know him are pre 
dicting he’ll return with new merchandis- 
ing ideas gained from observation and 
visits to western jewelry stores. 
4 Clock radios and personal radios have 
been added to the well-reunded stock at 
the jewelry store of D. Arnopal, 4106 
Germantown Ave., Philadelphia, Pa. In 
addition, the store’s line of shavers has 
been substantially increased. 
q Sam Speare will again send an invitation 
to each girl graduating from the local high 
school this season to come to Wayne Jewel 
ers at the Anthony Wayne Theatre Build- 
ing in Wayne, Pa., to select her favorite 
pattern and receive a sterling spoon free 
of charge, as a gift from him. When the 
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grads come to the store they will be re- 
quested to fill out cards stating their 
preference, their birthday, and other in- 
formation. On special occasions, such as 
hirthdays, parents and friends of the girls 
will receive letters from the jeweler stating 
the silver pattern the young lady has ex- 
pressed & preference for and suggesting 
the purchase of a place setting in the 
pattern of her choice. For several years 
this promotion has been conducted and 
hag resulted in a steady increase in the 
volume, lines, and variety of sterling 
handled. 

4 May seems to be the month of awards 
and promotions in suburban Philadelphia. 
Edward J. Kelly, Jr., whose three big pro- 
motions each year are well-known, will 
hold the one usually considered his best 
in this month. The public is invited to 
cast votes for the “outstanding woman of 
the year award” which this store sponsors. 
Voters need not be customers but many 
are because they are impressed with the 
sale of old merchandise which accompanies 
the event. Last year between four and five 
thousand votes were cast and publicity for 
the event was gained through 14 women’s 
clubs and two local newspapers. This year 
more votes are expected and more sales. 
Voters will be exposed to the new brass: 
ware and copper departments where gifts 
suitable for prizes and novelty gifts will 
be shown. 





S. Kind & Sons Renovate 
Quarters in Wholesale Section 


On March 15, 16 and 17, a large number 
of invited guests, most of them well-known 
in the jewelry field, visited the “original 
Kind’s,” the wholesale section of the well- 
known store on Chestnut St. near Broad. 
In 1872 it was organized and some of the 
fixtures, equipment and appointments had 
remained until early in 1954. Then renova- 
tions began which were celebrated on this 
occasion in March. 


Brand new steel equipment includes 
stock cabinets, office furnishings of modern 
decor and storage bins so arranged as to 
facilitate the most speedy handling of 
orders, An adjacent private showroom 
makes selection of KindKraft products by 
retailers a pleasure. The 66 per cent in- 
crease in square footage, better lighting 
and many other improvements including 
billing by dictaphone, allow most efficient 
handling of over 2000 styles of costume 
jewelry sold through eleven salesmen who 
completely cover their respective terri- 
tories every six months. 





Action on Minimum Wage 
Revision Held Unlikely 


New pressure for raising the national 
minimum wage is being felt at the U. S. 
Labor Department. A conference of state 
labor officials and union officers is urging 
Labor Secretary Mitchell to increase the 
present 75-cent minimum to $1.25 per 
our as soon as possible. 

As a matter of practical politics, it is 


FOR APRIL, 1954 





doubtful if Congress will act this year to 
increase the 75-cent figure. A number of 
firms cannot afford an increase in these 
times of fewer orders and a reduced sales 
volume. Their only alternative would be to 
lay off employees in order to keep payroll 
costs down. As a result, Congress is in- 
clined to omit, for the balance of this 
year, any lifting of the present 75-cent 
ceiling. 





New York Jewelry Artisan 
Does McEntee Portrait in Oils 





A product of the artistic endeavors of 
Herman Berg of the Wilberg Jewelry Corp., 
New York, is this striking oil painting of 
the late J. M. McEntee, Sr., of J. M. Me- 
Entee & Sons, Inc., jewelers of Oklahoma 
City, Okla. The painting has been pre- 
sented by Mr. Berg to J. M. McEntee, Jr., 
who plans to hang it in his store in the 
near future. 





Dales Named President 
Of Akron Jewelers Group 


A general meeting to reorganize the 
Akron (Ohio) District Jewelers Associa- 
tion was held on Tuesday, February 9. 

Elected as president of the organization 
at this meeting was Gerald L. Dales. Other 
officers elected were Leroy Shaw, vice 
president, and Ada Mae Michel, secretary. 

The primary function of the association 
is to create better understanding among 
jewelers. Its constant aim is to use whatever 
weapon the law will allow to combat 
concerns which cut prices on fair traded 
merchandise. 


WMDA Appoints House 
As Executive Director 


Stanley G. House has been elected to 
the post of Executive Director of the Watch 
Material Distributors Association of Amer- 
ica, it has been announced by Eugene J. 
Sobel, association president. 

Mr. House maintains the organization’s 
national headquarters at 1614 K St., NW, 
Washington, D. C., and is in charge of 
all association activities. 

He is a partner in House & Gerstin, 
Washington public relations and adver- 
tising firm. 









The GIFT to SELL 


for Home or Office 








CLOCKS 


AUTOMATICALLY CALCULATE 
*“time at a glance"’ 


Shown above: Model 800 REGEN- 
CY. Retails at $40.00. Other fine 
NUMECHRON Self-Starting Elec- 
tric Clocks from $9.95 to $85.00. 


“As Advertised in TIME" 


Consul# your distributor or write 
for illustrated catalog and attrac- 
tive discounts. 


Personalized Imprinting Avaliable 





bad 













GOLD 


and 


SILVER 
= PLATING 


(Before) Silverware Repaired 
Equal to NEW 
Removing of Engravings 


WM.HERTEL & CO, INC. 
Silversmiths & Platers 
17 W. 45th St. 
New York 36, N. Y. 
“36 years at the same 
address”’ 





(After ) 

















For Fast Dependable 
Economical 


WATCH REPAIRING 


Send your work to 


Cooper's Watch Repair Co. 


48 West 48 Street, New York 36, N. Y. 
PLaza 7-1740 



















~) Mr. Jeweler! 
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‘igi ~=BAROMETERS 

eS A Retailing from $10 to $16 
; Ps Send for pamphiet J54 


ARISTO IMPORT CO., Inc. 


630 Sth Ave., New York 20, N.Y. 
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lf you can't make money on 
watches, put in a line of Aristo 
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FOR QUANTITY 
USERS—BRAND NEW 

QUALITY WATCHES 
REDUCED FOR 
QUICK SALE! 


STYLE No. S145—YOUR COST $93> 


17 Jewels A.S. 1194 Movement 
Water Resistant, Incabloc (shock resistant) 
Chrome Top, Stainless Steel Back, Radium 
Dial and Hands, Antimagnetic, all Stainless 
Steel Expansion Band. 


STYLE No. S146—YOUR COST $995 


Also available 
All Stainless Steel Case and Expansion Band 











Micaed)\ LADIES - MENS 
: Bracelet @ Dome Crys- 


F Yellow Rolled Gold 
Plate, Stainless Steel 
H//L) Filled @ Stainless Steel 

; Back @ Expansion 
YOUR $@Q95 
COST at 


Style No. S147 — Font Style No. S$i48 — AS. 
60 Movement {7 Jewels 970 Movement 17 Jewels 


Write for FREE catalog containing: Dumont {7 Jewel 
Movements. 17 Jewel Hamilton Movements in Diamond 
Cases. Rhinestone Jewelry. Pearl Necklace Sets. 
Open account to rated firms. Others send check, 
M.0. or C.0.D. 


AL-CO WATCH _ 


129 West 46th St., New York 36, N. Y. 


NEW! LOW 
PRICES 








ANTIQUES WANTED 


Genuine Antiques and 
Antique Reproductions 





| Stlverware — Gold and plated jewelry — old 
costume jewelry. Watches—movements—watch 
bands, any kind, any type, in any condition. 
Diamonds—any kind or size. Gem and semi- 
precious stones. Gold Scrap—Platinum—filled 
and plated scrap. No consignment too large 
or too small. Our check sent immediately. Your 
consignment will be held intact for 10 days, 
subject to your approval of our check. 

References: Whitney National Bank, Morgan 
Branch, New Orleans, La.; National Jewelers 
Boord of Trade; Dun and Bradstreet. 


ANTIN'S 
114 BARONNE STREET, NEW ORLEANS 12, LA. 
Established 1916 




















WANT TO SELL ? 


GET DOLLAR 
FOR DOLLAR 


— for 


A Reputable Store 


doing a Cash Business 
for many years: 


Dk |ONEL J ANG 


2745S Reservoir Ave. 
New York 63, N.Y. 














4 James O. Shuman, formerly of Macon, 
Ga., is the new manager of Friedman's 
Jewelers, Rock Hill, S. C. 

q The Wm. R. Katz Co., wholesale jewelers 
of Dallas, Texas, has been selected by 
International Silver Co. and the Sunbeam 
Corp. as one of their distributors in the 
southwest. The firm, formerly located on 
the 17th floor of the I. C. T. Building, 
moved last month to new quarters on the 
13th floor. In announcing its removal, the 
company also announced the appointment 
of Ted Ray as manager of its silverware 
and appliance department. 

q Jack Goodrich has become a partner in 
Bel] Jewelers, Murfreesboro, Tenn., and 
has assumed his duties as full-time man- 
ager. Mr. Goodrich, a native of Nashville, 
has had five years experience in the jewelry 
field. Other partners in Bell Jewelers are 
U. L. Jennings and Mr. and Mrs. John 
Dixon, 

q More than 30 jewelry salesmen, who 
actively travel the Southwest, met in Dallas 
February 28 to organize an association of 
jewelry travelers, President Ben Kuhn an- 
nounced. The officers elected, in addition 
te Kuhn, were: Richard C. Jacobs, secre- 
tary-treasurer: Arthur Harris, chairman of 
the membership committee, and Leo 
Kamion, chairman of the organization and 
publicity committee. The next general 
meeting, Kuhn said, will be held in May. 





Baltimore-Washington News 


4A number of Baltimore jewelers and 
their sales personnel recently attended spe- 
cial instructive classes conducted by James 
Watson, director of consumer selling for 
the Personnel Institute, Inc. Mr. Watson 
is recognized as one of the foremost in- 
structors of “over-the-counter” selling. As 
a sales consultant and lecturer for more 
than 20 years, he has trained more than 
three million employees. 

4 Ed Kibler, president of the Jewelers 
Association of Baltimore, presided over a 
recent meeting of that organization. Guest 
speaker at the gathering was Joseph Dona- 
hue, sales representative of the Sunbeam 
Corp., who spoke on the subject of “Fair 
Trade.” His talk was followed by an open 
discussion on the jewelry industry of Balti- 
more and various ideas as to improvement 
of local business were suggested. A special 
bulletin was issued by the association on 
March 4 urging all members to contact 


their Senators and Congressmen requesting - 


favorable action on the excise tax relief 
bill which was under consideration at that 
time. 

q Harry Bachman (Jewelry Crafts), who 
is secretary-treasurer of the Baltimore 
Jewelers Bowling League, announced home 
and home match games with bowlers rep- 
resenting jewelry establishments of Wash- 
ington, D. C. The teams were scheduled 
to meet in Baltimore on March 28 and in 
Washington on April 4. Twenty-five prizes 
have been designated as awards for ac- 












THE SOUTH 


complishments during the series, |; Was 
also announced that the closing banquet 
for the Baltimore jewelers will be held 
May 18 at the Emerson Hotel. Ed Pogg. 
sky of Leon Levi, Inc., is president of the 
bowling league. 

q Kaiser Klock and Watch Co., 39) y 
Charles St., Baltimore, improved the tp 
pearance of their store by redecoraji 
with natural grain knotty pine panel; 
The panels extend eight feet high along 
the walls of the showroom. 

q Mr. and Mrs. Bernard Siegel of Colonia) 
Jewelers, Elkton and Chestertown, Mi, 
vacationed in Florida during February ap; 
March as did Mr. and Mrs. Jacob M, Pa 
of 3310 Eastern Ave., Baltimore. Mr, anj 
Mrs. Oscar Caplan of 207 W. Saratoga Sj, 
visited Palm Beach in February. | 
q Mr. and Mrs. James H. Levi (Leon Ley 
Inc.) enjoyed a vacation in Florida ani 
Cuba. 

q Leon J. Engel, who operates leased ¢. 
partments on the premises of the Stief 
Company’s three Baltimore retail store 
and Mrs. Engel, returned March 11 from, 
three-week southern cruise. 

q Marlboro Jewelers of Upper Marlbom, 
Md., have moved to new and larger quarters 
at 4051 Main St. to meet the need for ex. 
pansion and more adequate display space, 
The original store was opened about six. 
and-one-half years ago by Max and Bill 
Mazie (father and son) and grew since 
that time so as to require the new and 
more spacious location. New _ showcases 
and wall fixtures will display a full a 
sortment of jewelry, silverware and gifts 
as well as small appliances. Souvenirs and 
door prizes were distributed at the grand 
opening March 4 to 6. 

q Larry Greene, who formerly conducted 1 
retail jewelry store at 3428 14th St., N.W, 
Washington, D. C., is now associated with 
La Sari Products. 





Perdue Succeeds Majors 
As Head of Texas RJA 


At their recent annua] convention D 
Dallas, members of the Texas Retail 
Jewelers Association elected B. O. Perdue 
of Crockett as president. He succeeds 
Sam Majors, Jr., of Colorado City. 

Other officers elected at the conventiot, 
which was held the latter part of February 
at the Hotel Adolphus, were: Dolph Mille, 
Odessa, first vice president; Lloyd 
Noble, Houston, second vice president, 
R. J. Slagle, Houston, membership sect 
tary. 

New directors include Frank Havk 


Midland; Arch Lyles, Dallas; Sherma 
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ALBERT S. SMYTH CO. 


WHOLESALE 


DIAMONDS-WATCHES 
e JEWELRY ® 


5 HOPKINS PLACE, BALTIMORE, MD. 











THE JEWELERS’ CIRCULAR-KEYSTON 
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Morrison, Marshall; Linard Stinnett, 
Pharr; Sam Young, Dallas; Clark Wagner, 
Amarillo; A. Wilson, Madisonville; 
W. L. Dostal, Rosenberg; George Hether- 
ington, Texas City, and Sam Majors, Jt., 
Colorado City. 





Revised Money Order Forms 
Should Aid Credit Jeweler 


Jewelry store credit departments should 
fnd it easier to keep mail order remit- 
tances credited to the proper customer 
even though the name of the remitter 
should be more or less illegible. 

Revised money order forms have been 
adopted by the Post Office Department re- 
storing the blank space for the address of 
the purchaser or remitter. Address space 
had been eliminated about three years ago 
to save time of postal clerks. 





Tennessee Horological Society 
To Convene in Gatlinburg 


Plans have been completed for the an- 
nual convention of the Tennessee Horo- 
logical Society which will be held in 
Gatlinburg, gateway to Great Smoky Moun. 
tains National Park. The two-day event 
will take place in the Playhouse of the 
Greystone Hotel on May 1 and 2. 

The convention will get underway on 
Saturday, May 1, with a sightseeing tour 
of the Great Smoky Mountains National 
Park. Climax of the tour will be a box 
supper at Chimney’s Camp Grounds in 
the Smokies. 

Two leading trade personalities have 
been scheduled to address convention 





delegates. They are Jean-Pierre Savary, 
representing the Watchmakers of Switzer- 
land, and Eugene Sobel, president of the 
Watch Material Distributors’ Association 
of America. A question-and-answer period 
will follow each address. 

Other events planned for the convention 
include a combination square dance and 
round dance in the Playhouse, and a 
luncheon for the Jadies at Mountain View 


Hotel. 





Southern Jewelry Travelers 
Set Dates for Fall Show 


Major diamond, watch, jewelry, silver, 
china and crystal lines will be shown at 
the forthcoming fall show of the Southern 
Jewelry Travelers Association. The five-day 
event will be held July 17-22 at the 
Dinkler-Plaza Hotel in Atlanta, Ga. 

Displays will be arranged with major 
lines on different floors to make traffic flow 
smoothly. 

A fashion show with one of the foremost 
designers in the country showing new fall 
clothes will be one of the highlights for 
the ladies, and a bingo party with hand. 
some gifts will be another activity for 
guests, 

Burly Sacks (Bristol Ring Co.), chair- 
man of publicity and entertainment, an- 
nounced that among the gifts to be awarded 
at the show is an all-expense-paid trip 
for two. 

Among those serving on Mr. Sacks’ com- 
mittee are George Hitt (Parker Pen Co.) 
and Jay M. Kirk (Longines-Wittnauer 
Watch Co.) who are working on various 
phases of the program. 
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PEREL NAMED PRESIDEN 


T OF MEMPHIS RJA 


More than 45 members of the Memphis RJA, and their guests, attended a banquet and 

dance held after the group's recent annual meeting at the Hotel Peabody. Among those 

who attended were, seated left to right: Mrs. Leon Tahlheimer, Mrs. Pete Snyder, Mrs. Dave 

Stegbauer, Mrs. Philip Perel, Mrs. Harry Levitch, Mrs. John Mednikow, Mrs. K. R. Van Horn 

and Mrs. Sony Polskee. Standing, left to right, are: Leon Thalheimer, Sony Polskee, Dave 

Stegbauer, Philip Perel, Harry —_— ry one E. A. Pontius, John Mednikow and 
» R. Van Horn. 


Philip Perel (Perel & Lowenstein, Inc.) 
was elected president of the Memphis Re- 
tail Jewelers Association for the ensuing 
year at a meeting of the group held Feb- 
tuary 17 at the Hotel Peabody. He suc- 
ceeds Ira W. Pyron (Geo. T. Brodnax). 


FOR APRIL, 1954 





Other new officers are: Dave Stegbauer, 
vice president; Martin Hood, secretary- 
treasurer; Maurice Silverson and Mr. 
Pyron, directors, and George Tidwell and 


John Mednikow, alternate directors. 








For the Modern Look 


IN-A-WALL CLOCK 


Just what the public has been asking 
* for. A modern fully guaranteed elec- 
tric clock that can be built into the woll 
with ease. 


No new building would be complete 
a without one of these beautiful clocks. 


Send for 3 $1795 3 — 
FE = Retail Price : 
FR 5 Plus 20% : to Jobbers 
Literature = Federal Tax = and Retailers 


WISCONSIN CLOCK CO. 
1561 W. Windlake Ave. Milwaukee 15, Wis. 








Wanted 
Side Line Salesmen 


for territory 
West of Mississippi River 


List lines now carried and 


States or Territory traveled. 


Eureka Mfg. Co. Inc. 


TAUNTON, MASS. 














Water Resistant Cases 


IMPORTED! yellow with S.S. Back 


oe 






in Quantities 
10}, & IAL. 
all Calibers 


Guaranteed 
Precision Finished 


Write for Samples 
and money-saving prices on all stainless 
steel, chrome/S.B., or nurses & matic cases. 


Hygrade Watch Case Distr’s 


580 Fifth Ave. New York 36, N. Y. 




















MODERN AND ANTIQUE 
DIAMOND JEWELRY 
RINGS @ BROOCHES 

BRACELETS @ EARRINGS, Etc. 
Bought and Sold 
Over 


S. Crossman Ce. e 
Old Mine Diamond Heuse”’ 
J. L. DURLAND CO. 
608 Sth Ave., New Yerk 20 
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“ SECURITY" 


© QUALITY 

for e¢ FINE WORKMANSHIP 

e@ BEST SWEDISH STEEL 

ORDER FROM YOUR JOBBERS TODAY! 
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WP 
VY SILVERWARE 
Repaired—Cleaned—Plated—Lacquered 


We furnish BLADES—MIRRORS— 
BRUSHES — TOILET IMPLEMENTS 
and other missing parts 


SWARTZ & CO. 


Established 1917 
10 South Wabash Avenue Chicago 3, Ulinels 
This is Our Only Location 




















WATCH DIALS 
REFINISHED 


4 DAYS SERVICE 


Complete Line Watch Cases and Dials 


MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Bidg., Detroit 26, Mich. 

















The only timing machine that 
dares say compare 


LET US PROVE! 
THE SUPERIORITY OF THE 
PAULSON 


TIME-O-GRAF 


MAIL THIS COUPON TODAY 


HENRY PAULSON and COMPANY 
131 Se. WABASH AVE - CHICAGO 3, iit. 


Please send me full information covering the Jewelers 
Biggest Business Builder the Paulson Time-O-Grat 























q The Jewelers’ Association of Greater 
Chicago scheduled March 31 for an eve- 
ning meeting at the Standard Club, which 
was to be attended by J. Lighterman 
(Tappin’s, New York), treasurer of the 
National Jewelers’ Association, and Bill 
Wagner, executive secretary, who are mak- 
ing a circuit around the country. They will 
hold an open forum on “the conduct of 


‘| the retail jewelry business in the present 


day economy.” 

q Mr. and Mrs. Joseph Goldstone (Im- 
perial Pearl Syndicate) left March 1 for 
Japan, with stopovers in Los Angeles and 
Honolulu. In Japan, their headquarters was 
to be the firm’s Tokyo office. They expected 
to be gone a total of six weeks. 

q Congratulations are in order for Joseph 
A. Reichman (29 E. Madison St.), who 
was recently elected president of the 
Chicago Kiwanis Club. 

q March seemed to be the month for con- 
gratulations—and very happily they were 
extended to Mr. and Mrs. Tex Williams 
(Williams Jewelry & Mfg. Co., 10 S. 
Wabash Ave.) upon the marriage of their 
son, Wesley, to Miss Josephine Pizzo on 
February 13. The reception was held at 
the Belmont Hotel. The couple are residing 
in Champaign, IIl., where the young groom 
is finishing his engineering studies. Mr. 
Williams also happily reported that his 
mother, Mrs. Clarence J. Williams, has 
fully recovered from her recent long illness. 
On February 26 the firm distributed 7000 
of its new 20-page bowling catalogues to 
the industry. 

q March found John Nichol (Boyden- 
Minuth Co.) and his wife still basking in 


CHICAGO 








the Florida sunshine where they were 
visiting theif son. 

q Richard Newell James was appointeg 
salesman for Pakula & Co. (218 S. Wabag 
Ave.) in the territories of Alabama, Te). 
nessee and Mississippi. Forest Hunter was 
to represent Pakula at the lowa State Gif 
Show from March 7 through 9, March 
21-24, Bill Sheer represented the firm g 
the St. Louis Gift Show. The Northweg 
Gift, Art, and Housewares Show in Minne 
apolis, March 21-24, was to see Sieghert 
Crohn as the firm’s representative. And 
Henry Standridge planned to be at the 
Oklahoma Retail Jewelers’ Convention ip 
Oklahoma City, March 28-29. 

q Soaking up a week’s worth of Florida 
sunshine late in February was Francis 
Healy, secretary of the Chicago Jewelers’ 
Association. 

4 As we have said, March was a month 
for congratulations. These were also due 
Sam J. Greller (2269 S. Wells St.), who 
was appointed a member of the United 
States Olympic Committee. Mr. Greller 
is a former Olympic swimming champion 
and for recreation he coaches the swim- 
ming team at the Illinois Athletic Club. 

q G. H. Matson, president of the Chicago 
Manufacturing Jewelers Association, re. 
ported that the group had scheduled its 
annual meeting and election of officers for 
sometime in March, but no definite date 
had as yet been set. 

4 On February 16 the Jewelers’ Club 
elected the following new officers for 1954: 
President, R. H. Zelke; Vice-President, 
Edward S. Rogers; Treasurer, Alvin 
Lauschke; Secretary, Melvin L. Goldman. 





Goldsmith Employee Retires 
After 37 Years With Firm 


A large group of friends attended the 
testimonial . dinner given’ recently to 
Herman Rothengass, who retired after 37 
years service at the Chicago plant of Gold- 
smith Bros. Smelting & Refining Co. 





The handsome set of luggage which he 
received at the dinner should get plenty of 
use in the near future. With his share, 
under the Goldsmith Profit Sharing and 
Retirement Plan, Mr. Rothengass has 
rather extensive plans to travel with his 
wife and see America. 





On the occasion of his retirement from the Goldsmith Bros. Smelting & Refining Co., Herman 

Rothengass (seated third from left), was honored ata testimonial dinner. He is show? 

here with officers of the company and his daughters, Dolores and Mary, who are veteran 
Goldsmith employees themselves. 
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Jewelers Plan Bridal Service . —— issued by the National Bridal 
o one . . ervice, Inc. 

Activities of Citeage neooting All of the bridal consultants to whom 
Jewelers who are members of the Na- this plan was mentioned have shown much 
tional Bridal Service, Inc., an organized interest and a willingness to work hard to 
bridal service for retail stores, met recently achieve this recognition. Jewelry store 
in Chicago with Jerry Connor, president Owners represented at the meeting were 
of that organization. also interested in this educational activity. 
One of the most important developments When this program is underway, the 
| of these meetings was the enthusiastic ac- National Bridal Service plans to extend 
, ceptance of a plan to establish a “standard this type of activity to other employees of 
of excellence” for bridal consultant de- the retail jewelry store. They would have 
velopment with a prescribed study course to qualify for a certificate corresponding 
: followed by an examination which, if suc- more to sales work rather than bridal con- 

: cessfully passed, would entitle the girl to sultant sales efficiency. 


& 
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Jerry Connor, president of the National Bridal Service, Inc., an organized bridal service 
for retail stores, occupies head table spot at a dinner held during his recent meetings in 
Chicago with jewelry store members of that organization. 
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A social club night was being planned Golden Roosters’ Party 


for sometime in mid-March. ‘ 
q Ira M. Ogush, manufacturers’ repre- Attracts “F P roximately 400 
sentative for Superior Chain Co., Atoma Everyone is still talking about the “ladies 


Watch & Jewelry, Cromwell Watchbands, night” formal party of the Golden Roosters, 
Inc. Gutschneider Jewelry Co. and Lang held February 20. Approximately 400 per- 





) 
Mfg. Co., moved to new offices in Room sons made it the largest Roosters’ party 
r 1600, 5 N. Wabash Ave. ever and everyone agreed that the food, 
¢ q Several of the members of the Illinois entertainment and the souvenir (a silver 
Watchmakers Association brought along pie plate) were all wonderful. 
) their favorite antique pocket watches to 
display and discuss at the group’s Feb- 


ruary 23 meeting at the Elk’s Chicago 
Lodge #4. 

. q The Chicago Jewelers Association was 
planning a luncheon for March 25 at the 
Palmer House. The program had not as 
yet been set up when this column was 














f being written. 
Swiss Watchmakers Offer Free 
: Sets of Technical Bulletins 
A folder containing 11 four-page tech- 
nical bulletins on the repair of chrono- Robert Lieberman (second from left), out- 
graphs, self-winding and calendar watches going chanticleer of the Golden Roosters, 
is now available without charge to the congratulates George Mason (second from 
U. S. jewelry and horological trade, it has | Tight), new chanticleer. Looking on are 
, been announced by The Watchmakers of . ie Doc” Wilson (left), scratcher, and 
Sheed e oe ee Re 
ON a, a a a ne new ofticers were inducted at t e party e 
eq cards ior the folders ha February 20 by the organization. 
: distributed to established materials jobbers 
: throughout the U. S., and are available The excellent and extraordinary enter- 
to the individual jewelers and watchmakers tainment furnished by Herman Kramer and 
upon request. co-chairman Rudy Samuels consisted of a 
In urging the trade to send in completed juggler who had everyone holding their 
request cards for the folders, Paul breath as he did his juggling and balanc- 
Tschudin, director of the Watchmakers of ing tricks, a comic dance team that was 
Switzerland Information Center, pointed simply hilarious, and an excellent orchestra 
out that the use of these technical bulletins for dancing. 
| will enable the man at the bench to profit- During the evening, new Golden Rooster 
- ably service many of the new Swiss-made pins were issued to all the members at- 
. special feature timepieces that are becom- tending. 
n ing progressively more popular and are The Roosters’ annual golf outing and 
fn being purchased in increasing numbers picnic has been scheduled for sometime 
by American concumers. around June 24. 


FOR APRIL, 1954 








GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 





818 LIBERTY AVE., PITTSBURGH 











Wristwatch & Carmen 
Expansion Bands 


y 
‘ 


ALL TYPE 
Embraceabies 
Repaired 
75¢ 


All W ork Guaranteed 
M. MARTIN & CO. 


5 S. Wabash Ave. Room 611 
CHICAGO 3, ILL. 

















WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 
Dept. C Peoria, tll. 


Students may enroll at any time of the year 














CENTRAL WATCH (CO. 


ESTABLISHED i911 


WATCH REPAIRING 


to the trade 
EXPERT WORKMANSHIP 
AT REASONABLE PRICES 


ON AMERICAN AND SWISS WATCHES 
5 So. WABASH AVE., CHICAGO 3, ILL. 











uleh, Case Fepaning 


Our work costs no more 
than ordinary work ca 


BECKER-HECKMAN COMPANY 











29 East Madison Street, Chicago 3, Illinois 
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SCHIRA BROS. 


PLATINUMSMITHS—DIAMOND IMPORTERS 


Manufacturers of exclusive Jewelry 
LOOSE AND MOUNTED GOODS 
MEMORANDUMS GLADLY SUBMITTED 
536 WALNUT ST. CINCINNATI, O. 











DIAMONDS 


LOOSE 
AND 
MOUNTED 


THE GERWE BROWN CO. 
CINCINNATI ° DALLAS 

















Time Tested 
bh de) 


Best for Watches and Clocks 


Never Let 
You Down! 


Wm. F. Nye, Inc., New Bedford, Mass. 








Exclusive Distributor of 

“MISS VANITY” JEWELRY 

Our service is beyond 
compare 


Distributors of Nationally Known Lines. 
Write tor Our 1954 Catalogue. 


THE D. JACOBS SONS CO. 


WHOLESALE JEWELERS SINCE 1873 
811-813 RACE STREET, CINCINNATI 2, OHIO 

















You Can Buy With Confidence From 
The Wallenstein-Mayer Co. 


Division ef Harry Greenweld Ce. 
31 E. Fourth St., Cincinnati 2, O. 
Distributors of Nationally-Known 


DIAMONDS WATCHES 
JEWELRY SILVERWARE 
CLOCKS APPLIANCES 


50 years of SERVICE PLUS 


Write for our new 
1964 Catalogue 
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q Local wholesalers and manufacturers re- 
port that, following excellent sales during 
the holidays and early weeks of this year, 
business has fallen off appreciably, because 
buyers are anticipating that Congress will 
reduce the excise tax on jewelry. While 
the local jewelry community is hoping the 
tax burden will be eased, there is no cer- 
tainty at this writing as to the extent of 
the tax cut likely to be approved by 
Congress and the President. 

q Meanwhile, salesmen are reporting from 
their territories that, once the tax question 
is settled, an immediate increase in the 
volume of orders from retailers is to be 
expected because of the backlog of tenta- 
tive business they have booked. It is said 
the general business recession is not nearly 
so evident in most of the territories covered 
by local salesmen as it is reported to be 
in some other sections of the country. 

q When George Brown of the Gerwe Brown 
Co., wholesalers at 817 Main St., returned 
from a Florida vacation, Maury Gerwe of 
the firm vacationed in Tampa. where he 
was a frequent visitor at the training camp 
of the Cincinnati Reds. Others enjoying 
Florida vacations included Albert Sauer, 
president of A. Sauer & Co., manufacturers, 
329 E. Eighth St.: Willis J. Schumer, 
president of William F. Schumer & Son, 
Inc., manufacturers, 7 E. Fifth St.; Harry 
Greenwold, president of the Harry Green- 
wold Co., wholesalers, 31 E. Fourth St., 
and Robert E. Goebel, wholesaler, Provi- 
dent Bank Building. While at Fort Lauder- 
dale, Mr. Goebel] caught a seven-foot, 45- 
pound sail fish which, after mounting, is 
to be displayed in his office as a memento 
of his fishing skill. 

4q Carl Martin, president of the B. David 
Co., manufacturers at 2508 Vine St., re- 
ports that rapid development of the busi- 
ness has made necessary the employment 
of three new salesmen and realignment of 
territories of the five other salesmen. New 
salesmen and their territories are: D. J. 
King of Dallas, covering Texas, Louisiana 
and Oklahoma: Lewis R. Dunie, North 
Hollywood, covering California. New 
Mexico and Arizona, and Gordon L. Peter- 
sen, Wayzeta, Minn., covering that state 
and Wisconsin. New territories for the 
other salesmen are: Ernest Carder, Cin- 
cinnati. in Ohio, Indiana, Michigan and 
West Virginia; A. T. Marquardt, Billings, 
Mont.. in that state; Red Raynor, Clear- 
water. Fla.. in that state and Georgia: 
Carl D. Olswene. Jr.. Richmond Beach, 
Wash.. in that state and Oregon, and John 
Koegel in the Greater Cincinnati area. 
The firm specializes in the manufacture of 
fashion rhinestone jewelry. 

q Election of officers and initiation of 20 
new members highlighted a recent annual 
dinner-party of the Ten-Year Club of the 
Gruen Watch Co. in Hotel Netherland 
Plaza. The club now has 125 members, 
and its officers are: President, Ralph E. 
Barrett: Vice President, William Buck; 
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Secretary, Miss Rosemary Schomaker and 
Treasurer, Walter Stegman. | 

q Senior fashion students at the Univer. 
sity of Cincinnati spent a day jp late 
February in the manufacturing plant of 
William F. Schumer & Son, Inc., where the 
designing and production of fine jewelry 
was explained and demonstrated by Willi 
Schumer, president of the firm. Simila 
visitations to the Schumer plant are mad, 
annually by the UC group. 

q Irwin Signer, a retail jewelry salesman 
hit the jackpot with a faded old painting 
he purchased five years ago at a locg) 
auction for a nominal amount. The picture 
has been identified as a painting by , 
16th Century Florentine artist, and js 
valued at more than $10,000. 

q Business ‘activities of the Harry Greep. 
wold Co. and the Wallenstein-Mayer Co, 
wholesalers, have been consolidated at 3] 
E. Fourth St., following extensive remodel. 
ing and installation of new fixtures, A 
formal opening is being planned for an 
April date. 

4 Mrs. Grace Temple Motch, 76, died in 
late February. She was the widow of the 
late A. E. Motch, Sr., whose family has 
operated a retail store in suburban Coviag. 
ton, Ky., for 97 years. A son, A. E. Motch, 
Jr., now operates the business, and James 
Goode is store manager. 

q An office romance at the Gerwe Brown 
Co., wholesalers, was disclosed with an- 
nouncement of the engagement of Miss 
Mary Ann Kirchgossner, floor saleslady, 
to Robert Herbers, city salesman. The wed- 
ding is planned for August. 

q Clifford S. Bennett. 85, employed by the 
Frank Herschede Co., retailers, for 50 
years, died February 25. At the time of 
his retirement in 1950, he was in charge 
of the clock department. Survivors include 
his widow, a brother and granddaughter. 
4 Among those making March road trips 
were A. F. Gerhardt of Faigle Brothers, 
manufacturers. 528 Walnut St.: A. R. 
Jester. manufacturer, 505 Elm St., and 
Rav C. Ejibel of Klein Brothers, whole 
salers, 626 Vine St. 

4 His many friends here are glad to know 
that Herbert Schwartz has returned to bis 
job as salesman for William A. Effler, 
retailer, after having undergone two oper@ 
tions within three months. 

q Richard G. Cannon, who has been 2 
member of the general office accounting 
staff of Elgin National Watch Co., Elgin, 
Ill.. since 1933, has been appointed chief 
accountant of the Wadsworth division 4 
Dayton, Ky. 

4 Business visitors here recently included 
Jack Campbell, Gemex Co.; Jerry G. Apke, 
new district representative for Krementt 
& Co.; William Backschmid, International 
Silver Co., and Tom Atkinson, Oneida Ltd. 
q Mr. and Mrs. Victor Youkilis and Aaren 
Austin of the Victor Corp., 205 E. Sixth 
St.. attended the annual convention of the 
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Indiana Jewelers Association in late March 
dianapolis. 
; os Herschede, president of the Frank 


d a director 

cchede Co., has been electe 

bee Cincinnati Retail Merchants Asso- 
jation. 

4 Anthony Nabors, for many years a watch- 

‘th the former Hummel retail 


maker W1 
store, is Now with the Loring Andrews 


Co., retailers. 
4 Irwin F. Harmon represented Klein 
Brothers Co., wholesalers, at the annual 
Cincinnati Gift Show in Hotel Netherland 
Plaza in early March. | 
qw. J. Straub has opened a new retail 
store, named “House of Time,” in subur- 


han Bridgetown, O. 





Economists Urge Congress to 
Authorize Business Census 


A last-minute drive is under way in 
Washington to persuade Congress to au- 
thorize the Census Bureau to go ahead with 
a business census, including retail and 
wholesale establishments. These funds 
were stricken from the federal budget last 
year. 

A request to this effect was sent to Con- 
gress in March, supported by a report and 
recommendations from a special review 
committee composed of economic experts 
from both business and labor. 

Gist of the report is that a business 
census is essential, and that further delay 
would seriously handicap the economy and 
business planning. 

More specifically, the report says re- 
tailers and wholesalers need the census in 
order to: measure market potentials, fore- 
cast new distribution trends, select new 
store locations, estimate proper inventory 
levels, and to plan sales employment and 
advertising budgets. 





Congress had earlier indicated it would 
be more sympathetic if it were convinced 
that a business census is essential—and 
not a boondoggle. U. S. Commerce De- 
partment hoped the report by the commit- 
tee, headed by Ralph J. Watkins, research 
director for Dun & Bradstreet, provides 
the proof. 

It was expected last month that Con- 
gress would not vote any new money for 
the project but might authorize Secretary 
Weeks to go ahead if the necessary money 
could be squeezed from the regular bud- 
get funds. 





Report on Synthetic Gemstones 
Offered by Commerce Dept. 


The U. S. Commerce Dept. is making 
available copies of a mimeographed, six- 
page report entitled “Synthetic Gemstones,” 
written by two employes in its metals and 
minerals section. 

Part of the material consists of short 
abstracts of studies made of industrial 
jewel bearing production in Germany. 

Commerce Department states that it has 
released its report as a public service. Its 
price is 25 cents per copy. 





Wide Range of Products 
To be Shown at Swiss Fair 


The latest Swiss watch styles, from the 
most complicated to the simplest, will be 
shown at the forthcoming Swiss Indus: 
tries Fair to be held in Basel, Switzerland, 
from May 8 to 18. 

Other products to be exhibited will range 
from the smallest jeweled watches to 
clocks, watchmaking tools, repair material, 
apparatus used for checking the manufac- 
ture of watches, and also jewelry. 








SAN 


The sales organization of Syracuse 
China’s Household China Division met 
tecently to discuss the problems of, and 
to set new policies for, greater turnover 
in the firm’s retail outlets. 

_ As photographed during the conference 
left to right standing are sales representa- 
tives Lewis R. Scull, John C. Flynn, Knox 
McCollum, Thomas TI. Wells, Hugh Robin- 
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son, Sales Manager Arthur S. Miller, 
Leonard Tremper, Donald Smith, Roy 
Lewis and Percival Huerstel. 


Seated left to right are Richard Keller, 
home office; representatives Wayne Seiple 
and Gus Heisey; Field Sales Manager Ray 
Merchant, and Sales Service Manager Mac- 
Farland Wetmore. 


















FRANCHISE 
* AVAILABLE 


J f you are a better store 
with a clientele that 
appreciates finer things 
...then you will be 
interested to learn more 
about our unusual 





WITH NO INVESTMENT 


Here’s your chance 


to get New Business from 
old customers and New 
Customers for your store. 


Here’s how! 


Write to us for our com- 
plete plan. We will show 
you how to get orders for 
Genuine Steel Engraved 
Wedding Invitations and 
Social Stationery. Our 
work is superfine quality, 
exclusively. No finer in 


the field. 
Be the first in your 


pe > me, Cy... write at once 
WILL for our complete 


(KER plan. 


‘& CO: 
414 North 


Twelfth St 
St-Louis,|.Mo 
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SOCIAL AND BUSINESS 
STATIONERY 





*Available to Leading 
Jewelers who bave the 
franchise for outstand- 
ing silver patterns. 
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Ns importers of 
Y ENGLISH CHINA 
and 
EARTHENWARE 


Stock and Import 
INC. 


FONDEVILLE & CO., 
149 Fifth Ave. rr! York 10, N. Y. 
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WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 
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EDWARD BOOTE, INC. 
35 & 37 W. 23rd St.. New York, N. Y. 
Tel. ORegon 5-1928 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 














<7 ARABIA CHINA 


Set Compositions 
and Open Stock. 
Ceramic Artware 





Stemware, Tumblers and Artware 
Illustrated literature available 


WAERTSILA CORPORATION 225 SthAve.,N.Y.10 


MARY RYAN 


New York 
Chicago 





DECORATIVE 
ACCESSORIES 
FURNITURE 


GIFT AND ART 
NOVELTIES 


225 Fifth Avenue, 


Merchandise Mart, 


















q The annual tournament of the Southern 
California Jewelers Golf Association will 
be held Wednesday, May 5, at the Fox 
Hills Country Club, Culver City, according 
to Bob Mendelson, president of the or- 
ganization. Wendell White of the arrange- 
ments committee assures all that caddies 
and electric or hand carts will be available, 
also those not wishing to golf may play 
cards. Climaxing the golf will be a steak 
dinner with a Hollywood celebrity emcee- 
ing the big floor show. 

q Marshall Redman and Marvin Koffman 
have opened a new jewelry store at 624 
Lancaster Blvd., Lancaster, Calif., under 
the name of Redman Jewelers. Mr. Koff- 
man operates their other store in Monte- 
bello, Calif., under the name of Gaylord 
Jewelry Co. 

q Carl D. Lindstrom, gem dealer of Los 
Angeles, has moved from 220 W. Fifth 
St. to the Pershing Square Building at 
448 S. Hill St., Suite 1308. 

q Sam E. Leddel, owner-manager of the 
American Jewelry Co. of Long Beach, 
Calif., was honored in February by being 
chosen his city’s “Man Of The Year” for 
1953. The award traditionally is the high 
point of the Beach City’s observance of 
National Brotherhood Week which for 
21 years has been sponsored by the Na- 
tional Conference of Christians and Jews. 
Mr. Leddel, an outstanding civic and re- 
ligious leader, is a 33rd Degree Mason. 





Executive Secretary of JSA 

Visits West Coast Jewelers 
Richard C. Murphy, executive secretary 

and counsel of the Jewelers Security Alli- 


ance, recently traveled to the West Coast 
to address the Pacific Northwest jewelers 
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annual convention in Seattle, Wash, 

While on the Coast, Mr. Murphy Visited 
Los Angeles where he entertained the 
following members of the trade at a Hote} 
Biltmore luncheon: Durward Howes J] 
Irving H. Kaufmann, R. W. West, Walter 
Butler, Sr., Robert Ainstead, Nat §, Tar. 
low, Stanley Balik and Harry R. Terhune 

Mr. Murphy gave an informative talk 
on what the Jewelers Security Alliance 
was doing for the industry and asked {o, 
suggestions on how it could hetter this 
service. 





Members of Golden Nuggets 
Presented with Novel Emblem; 


Members of the Golden Nuggets, ay 
organization composed of traveling jewelry 
salesmen in California, recently were pre. 
sented with association emblems at , 
luncheon meeting called by Hans Bagge, 
president. The emblem is a tiny pan with 
two gold colored nuggets which is designed 
to be worn as a lapel pin. 

It was reported at the meeting that the 
group has been incorporated as a non-profit 
organization. Other business transacted at 
the meeting included pledges secured from 
all members present to the effect that they 
would make a concerted effort to increase 
retailer attendance at the forthcoming con- 
vention of the California RJA. 

Named as chairmen of the following 
committees were: Membership, Hary 
Robinson (Lazare Kaplan & Sons); Con- 
vention, Harry Winning (The Ball Co.); 
and Public Relations, Bob Mendelson 
(Jacques Kreisler Mfg. Corp.). 

The meeting mentioned here was held 
in Los Angeles. Two weeks later a similar 
meeting was held in San Francisco. 








MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware IRISH BELLEEK 
COALPORT Bone China and Earthenware 
Royal CAULDON Bone China and Earthenware 
JOHH BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue, New York 3, N. Y. 














CRYSTAL by BRODEGAARD 


IMPORTS—from Sweden—Stemware, Vases, Bowls 
AMERICAN MADE—Stemware and Drinking Accessories 


Send for new illustrated catalog 


R. F. BRODEGAARD & CO., Inc. 








225 FIFTH AVENUE NEW YORK 10, N.Y. 











Arthur Grunewald of Grunewald & Adams, 
jewelers of Tucson, Ariz., slips $50,000 dia- 
mond solitaire on finger of Florence Archer, 
Tucson Rodeo Queen. The ring was loaned 
to the young lady by the jewelry firm and 
was worn by her while she sold tickets for 
the rodeo and later on February 19 when 
she led the annual Tucson Rodeo Parade. 





HALLCRAFT 
Americas Fastest Selling 
Dinnerware OS 


MIDHURST CHINA CQO. 
129 FIFTH AVE. @ NEW YORK 3, N. Y. 
15-125 Merchandise Mart, Chicago, Ill 
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April 
3.5—Kansas Retail Jewelers Association, 
Annual Convention and Gift Show, Lassen 
Hotel, Wichita, Kan. 
46—American Gem Society, Annual 
Conclave, Hotel Statler, Detroit, Mich. 
4.7—Indianapolis Gift Show, Hotel Clay- 
pool, Indianapolis, Ind. 


11-13—South Carolina-Georgia Retail 
Jewelers Convention, Clemson House, 
Clemson, S. C. 


91—Massachusetts-Rhode Island Retail 
Jewelers Association, Annual Convention, 
Parker House, Boston, Mass. 

95-26—Pennsylvania Retail Jewelers As- 
sociation, Annual Convention, Brunswick 
Hotel, Lancaster, Pa. 


May 

1—Diamond Peacock Club, Annual Din- 
ner-Dance, Hotel Somerset, Boston, Mass. 

1-2—Tennessee Horological Society, An- 
nual Convention, Greystone Hotel, Gatlin- 
burg, Tenn. 

1-2—Arkansas Retail Jewelers Associa- 
tion, Annual Convention, Majestic Hotel, 
Hot Springs, Ark. 

1-8—New England Manufacturing Jewel- 
ers’ & Silversmiths Association, Whole- 
salers’ Showtime, Sheraton-Biltmore Hotel, 
Providence, R. I. 

2-3—Maryland-Delaware-District of Col- 
umbia Jewelers Association, 40th Annual 
Convention, Hotel du Pont, Wilmington, 
Del. 

2-4—California Retail Jewelers Associa- 
tion, Annual Convention, Ambassador Ho- 
tel, Los Angeles, Calif. 

2-4—Florida Retail Jewelers Association, 
Annual Convention, Miami, Fla. 

2-4—Louisiana Retail Jewelers Associa- 
tion, Reorganization Meeting, New Or- 
leans, La. 

2-4—Wisconsin Retail Jewelers Associa- 
tion, 48th Annual Convention, Hotel 
Plankinton, Milwaukee, Wis. 
2-4—Wisconsin Watchmakers Associa- 
tion, 19th Annual Convention, Hotel 
Plankinton, Milwaukee, Wis. 

9-11—North Carolina Retail Jewelers 
Association, Annual Convention, Robert 
Lee Hotel, Winston-Salem, N. C. 
9-11—New York State Retail Jewelers 
Association, 45th Annual Convention, 
Mark Twain Hotel, Elmira, N. Y. 
9-20—Manufacturing Jewelers Sales As- 
sociation, Wholesale Jewelry Buyers’ Mar- 
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ket Week, Sheraton-Biltmore Hotel, Provi- 
dence, R. I. 

15-17—New Jersey Retail Jewelers As- 
sociation, Annual Convention, Traymore 
Hotel, Atlantic City, N. J. 

16-17—Alabama Retail Jewelers Asso- 
ciation, Annual Convention, Thomas Jef- 
ferson Hotel, Birmingham, Ala. 

23-24—-West Virginia Retail Jewelers 
Association, Annual Convention, Stonewall 
Jackson Hotel, Clarksburg, W. Va. 


June 

2-4—National Wholesale Jewelers Asso- 
ciation, 47th Annual Convention, Edge- 
water Beach Hotel, Chicago, Ill. 

6-8—Watch Material Distributors Asso- 
ciation of America, Eighth Annual Meet- 
ing, La Salle Hotel, Chicago, II. 

20-24—Main Floor Accessories Show, 
Hotel McAlpin, New York. 

27-28—New Hampshire Retail Jewelers 
Association, Annual Convention, Went- 
worth-by-the-Sea Hotel, Portsmouth, N. H. 


July 

17-22—Southern Jewelry Travelers As- 
sociation, 1954 Fall Show, Dinkler-Plaza 
Hotel, Atlanta, Ga. 

18-21—-Southeastern China, Glass & 
Gift Show, Atlanta Municipal Auditorium, 
Atlanta, Ga. 

18-23—National China, Glass & Pottery 
Show, Hotel New Yorker, New York. 

25-28—Washington Gift Show, Hotel 
Willard, Washington, D. C. 

25-29—National Jewelers Associa- 
tion, Annual Convention and National 
Jewelry Fair, Conrad Hilton Hotel, 
Chicago, IIl. 

25-30—California Gift Show, Biltmore, 
Alexandria Hotels, Merchandise Mart, 
Brack Shops and individual showrooms, 
Los Angeles, Calif. 


August 

2-13—Chicago Gift Show, LaSalle Hotel 
and Palmer House, Chicago, IIl. 

2-13—China, Glass, Pottery & Gift Mar- 
ket, Chicago Merchandise Mart, Chicago, 
Ill. 

8-11—Buffalo Gift Show, Hotel Statler, 
Buffalo, N. Y. 

8-11—New Orleans Gift Show, Roosevelt 
Hotel, New Orleans, La. 

8-12—American National Retail 
Jewelers Association, Annual Conven- 
tion and Trade Show, Waldorf-Astoria 
Hotel, New York. 

15-17—Western Jewelry and Silverware 
Show, Biltmore Hotel, Los Angeles, Calif. 

15-18—Pittsburgh Gift Show, Hotel Wil- 
liam Penn, Pittsburgh, Pa. 

15-18—Western Jewelry and Silverware 
Show, Biltmore Hotel, Los Angeles, Calif. 

15-19—Kansas City Gift Show, Muni- 
cipal Auditorium, Kansas City, Mo. 

22-26—225 Market Week, 225 Fifth 
Ave., New York City. 

22-27—New York Gift Show, Hotels 
Statler and New Yorker, New York. 

22-27—U. S. International Gift and 
Fancy Goods Show, Astor Hotel, New 
York. 

29-September 1 — Pittsburgh Jewelry 
Fair, William Penn Hotel, Pittsburgh, Pa. 

29-September 1—Northwest Gift, Art 
and Housewares Show, Radisson Hotel, 
Minneapolis, Minn. 














AN AUCTION © 
SERVICE FOR 
JEWELERS 

WHO CARE 


Complimentary press notice after 
press notice establishes our supremacy 
in attracting crowds and pleasing the 
public, just as letter after letter in 
our files from jewelers in, all parts 
of the U. S., setting forth our actual 
cash results for them, proves our 
leadership in raising large sums of 
cash quickly. 


THERE IS NO HURT FROM 
A FAUSSETT AUCTION 


THOMAS J. FAUSSETT 





Stake 


America’s Foremost Jewelry Auctioneer 


For the jeweler who wishes to sell 
out, we can tell as close as humanly 
possible what his stock will realize. 
If he so desires, we will buy his en- 
tire business outright and conduct the 
liquidation sale on our own behalf. 


AUCTIONEERS 


The Faussett-Swann auction serv- 
ice for 1954 embraces one of the 
strongest and most reliable com- 
bination of auction talent brought 
together during the past quarter 
of a century. 


A FEW OF THE MANY REFER- 
ENCES EARNED FOR US DUR- 
ING THE YEAR OF 1953. 


Mr. Harold P. Sutton, Executor, Mc- 
Cook, Neb., store Est. 1888: Mr. L. W. 
Terry (Bell Jewelers Est. 1884), 
Kalamazoo, Michigan. $200,000 Re- 
moval Sale for Middletons’ Jewelers, 
Fort Lauderdale. Mr. Earl Middleton 
was four times President of Florida 
Retail Jewelers Association. 
HISTORY OF AUCTION SALES THAT 
MADE AUCTION HISTORY THROUGHOUT 
AMERICA EMBRACING OVER THREE MIiL- 
LION IN ACTUAL CASH RESULTS FOR 24 
JEWELERS, ALONG WITH THE FAUSSETT 
GROUP SALE HELD FOR THE SIX LEAD- 
ING JEWELERS OF ST. LOUIS, °*AO., 
1932-3 FOUND IN OUR BOOKLET. 
“Honor,” said a great author, “is like 
a precious stone, the price of which 
is lessened by a single flaw.” 


Kindly write or wire rather than 
phone. 


THOMAS J. FAUSSETT 


521 Fleming Street 
HOWELL MICHIGAN 
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Jewelry Makin¢ 











eventually become dull and must be 
sharpened. They may be sharpened several ways: namely, 
by means of the grindstone, oilstone, or flexible shaft. 
Note from figure 12, the following: the drill turns clock- 
wise; the actual cutting (drilling) is done at two cutting 
edges, the lips; the twisted flute helps to form the cutting 
edge and it also removes the metal being cut, curls the 
chip tightly within itself. and permits the oil to get down 
to the cutting edges. _ 
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FIG. 12—Drills can be sharpened several ways. 


Also note that the surface of the “point” is ground away 
from the lips at a 12 degree angle to give the lips a real 
cutting edge; the angle of the lips (in relation to the axis 
of the drill) should be equal—59 degrees is recommended 
for most work; both lips should be of the same length. 

Drills that are larger than number 50 are best sharpened 
on an electric grindstone. Each lip is sharpened sepa- 
rately. The drill is held against the stone so that the lip 
forms the required 59 deg. angle with the axis of the 
drill. Then, while grinding the 59 deg. angle with the 
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Jewelry making is one of the oldest, most fascinating, and respectable of 
crafts. It is the purpose of this series of articles to present to both beginner 


and advanced craftsman, practical methods of making hand-made jewelry. 


Part If1]—Fundamental Jewelry Processes 


(Continued ) 


by MURRAY BOVIN 


axis of the drill, the drill is twisted slightly to form the 
12 deg. lip clearance angle. Study the shape of a new 
drill. With a little practice, it should be easy to grind 
the drill properly. 

In the oilstone method the drill, held in a pin vise, is 
rubbed on a hard arkansas stone. First adjust the pin 
vise to obtain the 59 deg. angle on one of the lips and 
then incline the vise for the 12 deg. angle. Sharpen the 
other lip the same way. The oilstone may be rubbed 
against the drill. 

The flexible shaft method is very easy with small 
drills. The drill is held in a pin vise. A small, flat emery 
wheel (34 in. diameter by 1% in. wide will do) is placed 
in the chuck of the flexible shaft. The drill is help against 
the rotating emery wheel at the proper angles. With a 
little practice and study, drills can be sharpened very 
quickly and accurately this way. 

It is comparatively easy to make a small drill if a 
manufactured one is not available. A sewing needle or 
any good grade of tool steel rod is required. The rod is 
first ground to a screw driver point. Then the 59 deg. 
lip clearance angle is ground to form each lip. The 12 
deg. lip clearance angle is ground to complete the grind- 
ing process. The drill, if drill rod is used, must be hard- 
ened and then tempered to dark brown. This drill, sur- 
prisingly practical, can be made in a few minutes. 

Often it is easier to punch a small hole through a metal 
than it is to drill it. This is especially true on flat thin 
metal (up to 18 gauge) that is to be pierced (sawed) 
and where the punched hole is used for inserting the 
jeweler’s saw. A sharply ground pointed pick or awl is 
used and the punching is best done over a lead block. 
Hammer the punch until the metal breaks through, then 
remove the tool and punch back lightly from the op 
posite side to enlarge the hole. 


HARDENING AND TEMPERING STEEL 


Tool steel is hardened by heating it until cherry red 
(approximately 1400 deg. F.) and then dipping it very 
quickly into cold water. This makes the steel very hard 
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AND FOR 


VALUE 


DAILY USEFULNESS 
LONG LIFE 
ECONOMICAL OPERATION 
ied 
GET THE MOST 
FOR YOUR MONEY 
WITH A WATCHMASTER 


OW much does it cost YOU in time each 


day, locating watch faults, making adjust- 
ments and checking them, — then, winding and 
regulating every morning? And how much do 
“come-backs” cost in time and customers’ good- 


will ? 


In the same time you could do more and better 
work at justifiably higher prices, building patron- 
age for repair jobs and merchandise sales. No 
wonder so many say, “The WatchMaster quickly 
pays for itself.” 





MAIL THE COUPON 


American Time Products, Inc., 
580 Fifth Avenue, 

New York 36, N. Y. 

Gentlemen: 

Please give me a WatchMaster 
demonstration with no obligation 
so | can judge for myself its 
greater value. 


Name 


More WatchMasters have been sold and are 
being sold than all other watch-timing 
machines in the World, combined. There 
must be a reason. There is. IT'S THE BEST. 














Company 


Address 





City and State 

















but brittle. It must be heated again, that is, tempered, 
to remove some of the brittleness. 

An engraving tool can be hardened and tempered as 
follows: heat about one inch of the cutting end of the 
tool until it is cherry red and then quickly dip it into 
cold water. Move the tool around in the water so that 
it will always be in a cold section. This should make the 
cutting edge very hard but also too brittle to be used. 
The edge can be tested for hardness with a file. If it 
can be filed it is too soft. 

Now polish the tool with emery paper. It is tempered 
by heating the steel about 11 in. behind the cutting edge. 
The proper tempering temperature can be obtained by 
observing the oxidation colors which appear. These 
colors, caused by the oxidation of steel when heated, in- 
dicate different degrees of temperature. It has been 
found that the higher the temperature of the steel, the 
darker the oxidation color and the less brittle the steel 
is. Note the colors as they appear. First—a light straw, 
then in order, dark straw, dark brown, purple, blue, and 
finally steel gray. The proper tempering temperature for 
the engraving tool is approximately 420 deg. F. At this 
temperature the steel is light straw in color. 

If the steel is overheated when tempering, that is if 
it turns brown or blue, the entire process must be re- 
peated. To soften hardened steel, heat the steel to cherry 
red and permit it to cool slowly in air, or better yet, in 
powdered asbestos. 

When grinding a tvol such as an engraving tool, the 
tool must be dipped constantly into cold water to avoid 
“burning” the steel. By burning is meant the appear- 
ance of a blue color on the steel. This color is formed 
by the heat generated bv the friction of the grinding 
operation, and it indicates that the steel has been tempered 
or softened too much. The tool will have to be hard- 
ened and then tempered to restore its original cutting 
properties. 

The preferred grinding wheel is a soft emery or soap 
stone one and the wheels should be mounted on an elec- 
tric machine. 





Strip 
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draw plate 











Tube Forming 





FIG. 13—Tube forming procedure. 


Wire can be thinned and shaped by means of draw 
plates. Draw plates are made with different shaped holes: 
the round, square, half round, and rectangular ones are 
popular for jewelry work. To thin a wire, taper one end 
of the wire with a rough file, then insert it into the proper 
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hole in the back of the draw plate, and pull it through 
with the aid of draw tongs. 

Occasional annealing will keep a wire soft and thy 
keep it from breaking. Bee’s wax, used as a lubricant 
will help the operation and prolong the life of the dray 
plate. It is best to warm the wire slightly, especially 
gold, when applying the wax. A draw bench can }y 
employed for drawing very thick wires. 

Tubes are formed from flat sheet metal by pulling the 
sheet through the round holes of a draw plate. The 
width of the sheet should be three times the width of the 
required tube, and the thickness of the sheet depend 
upon the desired wall thickness of the tube. 

Mark off the required width with a divider along , 
straight edge of the metal and then cut this piece of 
with shears. File, if necessary, to make the sides parallel 
Point one end of the strip with shears. Start forming 
the strip into a tube by placing it over a groove in 4 
piece of wood or a swage block and then hammering 
down on the strip to curve it. Any narrow hammer with 
round edges or even a rod can be used. Curve the edges 
as much as possible. Apply bee’s wax to the strip and 
then pull it through the draw plate to form a tube. (See 
figure 13.) Just before the strip closes, a knife blade may 
be held in the opening to straighten the seam. Then 
draw the tube to the required diameter. 

The tube may be straightened by annealing and then 
hammering or rolling on a flat, smooth surface. If de. 
sired, the seam of the tube may be soldered. It is best 
to cut sections off the tube with a jeweler’s saw. If a tube 
with an accurate inside diameter is required, the tube 
may be formed and drawn around a steel wire. The wire 
should be oiled so that it can be removed; to remove 
the wire, place it through a hole in the draw plate that 
will hold the tube and then pull it out. 


USE OF THE MILL 


A flat and square wire mill is very essential for making 
handmade gold and platinum jewelry. With the mills, 
these precious metals can be shaped quickly and accu- 
rately. The flat mill is easy to operate. Feed the metal 
into the rollers slowly and after each rolling reduce the 
gap between the rollers slightly until the required thick- 
ness of the metal is reached. Anneal the metal occasion 
ally to keep it soft and to prevent the formation of 
cracks. Rolling will make a metal longer but not wider, 
and if the metal must be slightly wider, feed it into the 
rollers at a slight angle. 

Square wire or bar is easily reduced in the square 
wire mill. In each opening, the wire is fed through at 
least twice and after each feeding the wire is turned 1 of 
a turn. The square wire can be flattened in the flat mil 
to form rectangular pieces or it can be drawn easily into 
round wire through a draw plate. 

Shot are small, solid balls of metal which have many 
ornamental uses in silver and gold jewelry work. They 
are made by melting pure silver, sterling silver, or gold 
on a charcoal block. Scrap metal may be used to make 
shot: however, if many shot are required of the same 
size, it is best to use wire. The wire is wrapped around 
a rod, in a manner similar to link making, and after 
it is removed, the coiled wire is cut with a nipper to 
form rings. The rings when melted will form shot o 
equal size. If perfectly round balls are desired, little 

(Please turn to page 240) 
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Push back the walls...pullin the customers with an open-vision front like this one in 
Des Moines, Iowa. An expanse of Pittsburgh Polished Plate Glass, set in Pitteo De Luxe 
Store Front Metal, turns practically the entire store into one giant display window. An 
inviting Herculite Door completes the open-vision design. Architects: Telchin & Campa- 
nella, New York, N. Y. 
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Pittsburgh Plate Glass Company 
Room 4134, 632 Fort Duquesne Blivd., Pittsburgh 22, Pa. 


Without obligation on my part, please send me a FREE copy 
of your modernization booklet, “How To Give Your Store 


and Interiors - — store The Look That Sells.” 
sells a 
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Pittsburgh Onan-Vision Store Front 





4 ie jewelry store that puts up a 
good front makes a good sales 
showing, especially if it’s a Pitts- 
burgh open-vision front. Your entire 
store interior—front to back—is on 
display through an unobstructed, 
open-vision front. Your merchandise 
is exhibited attractively, persua- 
sively, night and day . . . even after 
hours, your store goes right on sell- 
ing! An open-vision front banishes 
shadows and dark corners, gives 
your store a bright, inviting look 
that shoppers find hard to resist. 

Make your bid for increased busi- 
ness now by modernizing with sales- 
winning Pittsburgh Products. Re- 
member: modernization is a custom 
that means more customers. And it 
adds to the real estate value of your 
property, too. For examples of other 
Pittsburgh modernization jobs, fill 
in and return the coupon below. No 
obligation, of course. 
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PAINTS - GLASS - CHEMICALS - BRUSHES - PLASTICS - FIBER GLASS 


COMPAN Y 





Serer reewe@H PLATE GLtLas's 
IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED 
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CREW THREADS—I would like to find a table of 
tap-drill diameters for metric screw-threads, for small 
screws such as are used in aviation instruments, time- 
pieces, etc. Where can I obtain this? (Question No. 


6339) A. W. 


A nswer—Since the two world wars created the lack 
of uniformity in systems of screw threads customary in 
the countries that were associated with the U.S.A. in 
war efforts, including screws used in small accurate instru- 
ments for timekeeping, aviation, etc., there have been 
organized efforts to study thread systems in use here 
and abroad, with a view to standardization of threads. 
The National Bureau of Standards, at Washington, D. C., 
has led in this movement, and no doubt has collected 
data on all the systems in use, including metric threads. 
We believe you could obtain a table of tap-drill diameters 
from the Bureau for small metric screws such as your 
inquiry indicates. 


@ PEEL GRAVERS—Of what type of steel should 
gravers be made to cut inscriptions on goods such as 
watch cases made of steel? Would the new type steel 
used in lathe-tools for heavy cutting be better than ordi- 
nary graver steel? (Question No. 6340) V. F. 


A nswer—We are obliged to say that there is no special 
steel that would do better for this than regular tool-steel 
in gravers. The super-hard “sintered carbides,” like 
“carboloy,” would give more trouble breaking more fre- 
quently because of the action characteristic in using 
gravers—the “flexible” movements necessary. These 
carbide gravers are better adapted to uses like turning. 
where the tool-edge is held more stationary usually. 
About all you can do is to persuade customers to order 
the minimum amount of engraving on steel articles; 
then, choose types of lettering that do not require shading 
on parts of the letter. Instead of script, block-alphabet 
lettering, cut narrow with a round-point tool; this form 
of point will break less often than a sharp-pointed tool, 
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and the more straight lines there are, instead of curves, 
the less trouble will you have. Some engravers favor 
keeping the graver-point wet with turpentine, as some 
aid in cutting steel. Don't accept jobs of ornamental 
engraving on steel; you should explain to customers the 
nature of steel, and limit their orders to the least possible 
amount of work on it; for example, perhaps, initials 
instead of full names, etc. 


ARNISH PREVENTION—Would you advise putting 
camphor in safe-drawers containing watches in stock 
to prevent tarnishing? This has been recommended 


to us. (Question No. 6341) N. W. 


A nswer—About the advisability of placing camphor 
in drawers with cased watches, to keep the cases from 
tarnishing, we think it would be very foolish to do this. 
Not only because the fumes of camphor may spoil the 
oil in the watch movements, but also because watch 
cases (except those of trashy quality), are made of 
metals that do not tarnish under any conditions ordi- 
narily encountered, in storage or use. If watch cases in 
your stock do become tarnished, it would be advisable 
to investigate the packages, the drawers, and the cabinets 
that hold the drawers, for some unusual substance that 
may give off chemical emanations of corrosive nature. 


REEING ECCENTRIC STUD—What is the proper 

method of freeing an eccentric stud which cannot be 
turned in the plate without causing damage to the stud 
in a chronograph? (Question No. 6342) R. L. 


Answer—Some eccentric studs we find are so tight 
due to the fact that they are not threaded but are tapered 
and fitted in “friction-tight”; the more pressure applied 
to the screw driver in turning them causes them to freeze 
in the plates. The best solution to this problem is to place 
the plate on a staking tool, and supporting the plate on 
a hollow stump, drive out the eccentric stud with a flat 
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MODEL L 119. Needs only 18 x 29 inches floor space. Runs 
so quietly it can’t be heard. Ideal for small shop, light 
work or restricted space. Has '/; H.P. polishing motor for 
wheels or buffs up to 6”. Also 1/, H.P. interior motor, suc- 
tion fan and dust collector. Adjustable dust hoods have 
electric light sockets. Suction system may be used with 
your polishing motor. Plugs into standard 110 volt outlet. 





Leading jewelers everywhere report 
that the Leiman Polisher-Grinder-Dust 
Collectors pay them a profit in two 
ways: 


By efficiently handling all day- 
to-day production requirements 


By the extra dividend of pre- 
cious metal recovery that 
steadily pays back the original low 

» purchase price. 


The Leiman Polisher-Grinder, with 
3-in-1 Dust Collector system, keeps 
your air free from harmful dusts— 
and keeps on doing it. Machines are 
sturdily built to run free of vibration. 
They need little or no attention, run- 
ning for 15 years or longer with just 
occasional oiling or belt-tightening. 


Write for free detailed bulletin showing 
various models and prices. No obligation. 


LEIMAN BROS. .1 


171 Christie Street, Newark 5, N. 





“They Pay For Themselves By Precious Metal Recovery 


SAY THE USERS OF LEIMAN POLISHER-GRINDER-DUST COLLECTORS 
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MODEL A. Needs only 2 x 4 foot floor space. Top produc- 
tion machine for all classes of jewelry and small silver 
work. Accommodates two wheels or buffs up to 8”. Dust 
hoods, with electric light sockets. Available with 1 H.P., 
220 volt motor. Two dust collecting cabinets permit 
separate collection of gold, platinum or other valveble 
dust for recovery. 














SINCE 1887 


begin your course. 


write for it. 
maker tests of H.I. of A. 


and P.L. 894 veterans. 
Jewelry Repairing. 


School— 


Bowman Building, 
Lancaster, Pa. 








BOWMAN TECHNICAL SCHOOL! 


The long waiting-list to enter B.T.S. is now 
past; and you can set any date you wish, to 


A very fine new book of facts about B.T.S. 
and its work: Your Future and Our School, 
tells how you can benefit supremely by a 
B.T.S. course, and will be mailed you, free: 


B.T.S. graduates pass any State Board ex- 
aminations, or the Certified Master Watch- 


Highest authorities say B.T.S. is the best 
school. Courses approved for Korean P.L. 550 


Courses in Watchmaking, Engraving and 


Write for free book! Your Future and Our 


to BOWMAN TECHNICAL SCHOOL 


John J. Bowman, page Five. Charles Ezra Bowman, 








Main St. 
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CRYSTAL-CLEAR STYRENE 
SNAP-IN HINGE BOXES 





Useful for holding small parts, mate- 
rials, findings, etc. Shown, 18-com- 
partment #166. Available in many 
other sizes and arrangements. Send 
for Catalog and Price List. 


Colonial Moulded Plastics Co., Inc. 








10” long 
63," wide 
13," high 


North Oxford, Mass. 











punch slightly smaller in diameter than the stud. Moisten 
the side of the stud with watch oil and replace it in the 
plate. 


ORN FORK-SLOT—A fine Swiss watch here has a 
poor motion, and I notice a sort of double sound 
as it ticks. My idea is that the trouble is made by spots 
that seem to be worn in the fork, lower than other parts 


of it. How can this be fixed? (Question No. 6343) S. L. 


A nswer—lIt seems as if what is needed is to grind and 
repolish the sides of the fork-slot, which are apparently 
worn by action of the roller jewel. This can be done by 
filing on a soft steel or iron wire a portion to serve as a 
lap, to be used with oilstone powder in oil, like a file, 
until the worn parts are stoned out. Then the slot sides 
must be polished, with a bell-metal lap shaped like the 
iron lap was; or you could do the lapping and polishing 
with a tool made for the purpose, sold by material dealers. 
In pre-war times, a good fork-slot polisher was made 
by Kendirck & Davis; some dealer may have this in 
stock; although it is easy to file up laps as suggested 
above. They should be made with the acting part about 
a half-inch long, and of any suitable form and size other- 
wise to enter the fork-slot and work on one side of it at a 
time. If the refinishing increases the roller-jewel “shake” 
or play in the slot noticeably, it is advisable to fit a new 
roller jewel to correct the excess of shake; then check 
the general adjustment of the escapement. 


jeg AXIMUM JEWELS—Do any watches have more 
than 23 jewels? (Question No. 6344) P. R. 


Answer—A timepiece (without complicated features 
like chronographs, repeaters, etc.) with 23 jewels is as 
fully jeweled as it can be made with technical advantage. 
This would have to be a watch with motor-barrel, where 
the barrel arbor runs all the time the watch runs, so that 
the arbor pivots may legitimately be jeweled. The other 
21 jewels would be: hole jewels throughout the train, 
escapement and balance; and cap-jewels at the upper and 
lower balance, pallet arbor and escape-wheel pivot bear- 
ings, as well as the pallet stones and roller jewel. Watches 
jeweled legitimately with more than 23 jewels would have 
to be complicated watches like repeaters, split-seconds, 
chronographs, etc. 


ESTMINSTER CHIMES—We would like to have 
the facts about the origin or history of the tune that 
is played by chime clocks, in the quarter-hour chimes 
usually called “Westminster.” We have heard several 
accounts of this, all different; and naturally we wish 
to be in position to give customers the correct informa- 


tion. (Question No. 6345) J. M. 


A nswer—tThe “Westminster chimes” have come to be 
known as such by reason of their use for the quarter-hour 
striking of the clock on the Parliament building in the 
Westminster district of London, England. The earlier 
name for the air of these chimes, still occasionally used, 
is the “Cambridge chimes” because they were first (1793) 
used by the clock on St. Mary’s church in Cambridge, 
England. In 1859 they were adapted for the Westminster 
clock—along with the great bell for striking the hour, 
that has become popularly known as “Big Ben.” 
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The tune of these Cambridge-Westminster chimes wa 
adapted by Dr. William Crotch, English composer, jy 
1793, from the symphonic introduction to the third par 
of Handel’s oratorio “The Messiah,” which introducg, 
the song: “I know that my Redeemer liveth”; but p, 
Crotch’s composition was as a chime melody, and not a, 
a song with words. 


ee ROLLER-JEWEL—Please tell me hoy 
to make a triangular roller-jewel, and where I can buy 
synthetic ruby or sapphire for this? (Question No, 
6346) J. A. 


A nswer—Probably the best suggestion we could make 
on this, short of writing detailed instructions of imprac. 
ticable length, is that you study the subject of grinding 
and polishing stone material in the book “Practical 
Benchwork for Horologists,” by L. & S. Levin. For hold. 
ing the material while grinding it on diamond-charged 
laps in your lathe, you could make a device like one 
described in Levins’ book for holding pallet-stones for 
grinding. In any such operation, the workman needs a 
certain degree of ingenuity and resourcefulness besides 
general skill; no book can go into minutest detail in 
describing all that is requried for success in a job like 
this. Synthetic sapphire material may be obtained from 
Elgin National Watch Co., Sapphire Products Division, 
Aurora, Illinois, for making this jewel; or you might use 
a pallet stone for material. 


( [nnonocaara PROBLEM—I have a chronograph 
in which, when I push the button for minute regis. 
tration, the minute register hand jumps one minute as 
the sweep second hand starts to move. How can this be 


corrected? (Question No. 6347) R. B. 


Answer—The cause of this condition is improper 
setting of the depth of the intermittent wheel with the 
dart-tooth and can be corrected by turning the eccentric 
stud clockwise or counter clockwise, which controls the 
depth of the intermittent wheel as it rotates and meshes 
with the dart-tooth. This is a very sensitive adjustment 
and if caution is not taken in turning the eccentric stud, 
the dart tooth will not make contact with the intermittent 
wheel and the minute registration will not take place. 





Jewelry Making 
(From page 236) 


concave impressions of the proper size are made in the 
charcoal with a small dapping punch, over which the 
metal is melted. If the concave impression is not made, 
the balls will be slightly flat on the bottom. 

Domes are semi-spheres that are best formed in 8 
dapping block though a lead block may be used. The 
diameter of the circular disc must be larger than the 
required dome. Approximately 1/3 larger to make a 
half sphere. 

Spheres are made by soldering two semi-spheres to 
gether. A tiny hole must be drilled in one to permit aif 
to escape and re-enter during the soldering operation 
otherwise the sphere may collapse as it cools or explode 
if reheated. 
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Bulova Offers 23 Jewel Watches 
And a Dramatic Spring Display 


The Bulova Watch Co. has announced 
a series of nine 23 jewel, self-winding 
watches. Called the Bulova “23,” the new 
watch is shock-resistant, anti-magnetic and 
certified “waterproof” by the United States 
Testing Co. It also has an unbreakable 
mainspring which is factory sealed in the 
watch movement for the lifetime of the 
watch. 

The new Bulova “23” series will range 
in price from $59.50 to $195, F. T. I. 
The “23” has an unusual watch dial with 
a sunburst effect. Two watches are avail- 
able in both white and black sunburst 
dials. All have sweepsecond hands and 
highly lapped watch cases. 

The Bulova “23” has a modern plastic 
watch box especially designed for it in 
sapphire blue, highlighted by gilt trim. 





The new watch will be shown by jewel- 
ers April 23, and at the same time, a 
complete advertising program by Bulova 
will break over radio and TV. Local 
dealer TV and radio commercials and 
newspaper mats will be available to the 
jeweler. 

Concurrent with introduction of the “23,” 
Bulova announced a dramatic and color- 
ful spring garden motion display (shown 
in the photo). It displays five watches, 
and those in the flower pots rise and fall. 


Westinghouse Reorganizes 
Appliance Field Force 


The Westinghouse electric appliance di- 
vision, in keeping with its appliance ex- 
pansion, has made changes in its field 
organization, according to J. H. Ashbaugh, 
vice-president. The new organization di- 
vides the new country into six regions, and 
the three product groups of major appli- 
ances, portable appliances and refrigera- 
ton will have a manager in each region. 
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Feature Lock Offers 
Colorful Display 





A new Feature Lock three step display 
for either window or interior display is 
now available from Feature Ring Co. 
Shown in the photo, it is No. D27 and is 
in blue and white or wine and white 
velour, with the bride’s dress to match. It 
holds eight Feature Lock ring boxes and 
interlocking sets, and measures 14144” high, 
14” wide and 944” deep. 

It is available from Feature Lock whole- 
salers or the firm at 130 W. 46th St., 
N. Y. 36. 





Longines Watch Presented 
To “The Woman of 1953" 


Shown in the picture is Bob Hope, on 
his coast-to-coast NBC-TV program, pre- 
senting a Longines “Starlight Lady” watch, 
set with 40 diamonds, to Mrs. Amelia 
Anthony, the founder of Girls Town, in 





Mrs. Oscar Ahlgren, president of the 
General Federation of Women’s Clubs, in- 
troduced Mrs. Anthony as “The Woman of 
1953,” an annual designation made by the 
Clubs. They are left to right, Mrs. Ahlgren, 
the comedian and Mrs. Anthony. 





Eterna-Matic Publishes 
Interesting Booklet 


The Eterna Watch Co. of America, Inc., 
677 Fifth Ave., N. Y., N. Y., has published 
a new, eight-page brochure, “The Story 
of the Eterna-Matic,” and it will be dis- 
tributed to all Eterna jewelers for counter 
distribution. 

The interesting booklet supplements 
Eterna’s new 16 mm. sound film, “The 
Pulse of Time,” which is also addressed 
to the consumer. Written by Chace Con- 
ley, it traces the history of timepieces from 
the dawn of civilization to the present 
day, ending with the self-winding Eterna- 
Matic, which features a_ ball-bearing 
mounted winder. 





New Line of Plastic Trays 
By Atlantic Plastics Co. 





The Atlantic Plastics Co., Boston, Mass., 
has announced a completely new line of 
jewelry display trays for all purposes. 
They are designed in crystal clear and 
solid colored plastic and fitted with rich 
velvet pads in black, gray and maroon. 
They feature selling on sight and saving 
space without burying merchandise. 

Shown in the picture is the firm’s new 
earring tray (No. 10) with removable vel- 
vet pads, which holds 12 pairs of earrings, 
including the new drop type. Other trays 
hold up to 48 pairs of earrings, with each 
pair being shown clearly. 


Taunton Pearl Introduces 
“Mosaic Pearl" in Squire Line 


The Taunton Pearl Works, makers of 
Squire men’s jewelry, have introduced a 
new style in cuff links and tie clips, known 
as “Mosaic Pearl.” They are inlaid in the 
style of old craftsmen with contrasting 
green and white or maroon and white 
pearl. 

With every dozen Squire sets ordered, 
a new display, called the “Salesmaker 
Tray,” is being offered free. Squire Mosaic 
Pearl sets retail at $5 plus tax, and are 
sold through wholesalers only. 
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Chicago Printed String Co. Introduces Fast, New Bow Machine 





The Chicago Printed String Co. has introduced its new "Satintone Ribbonette Bow Machine” 
for the winding of bows for gift-wrapped packages. It is designed for the use of 34 or 1% 
inch Satintone Ribbonette, and the machine can be adjusted to make bows with as little 
as one yard of material. The firm says time studies reveal an average production of 
over two hanks per minute after a relatively short training period. The Bow Machine is 
currently being offered for $19.50 with an order of 48 bolts of Satintone Ribbonette or free 
with an order of 480 bolts. Additional information is available from CPS at 2300 Logan 
Blvd., Chicago 47. 





Hall Company Appointed 
Westinghouse Distributor 


The Hall Company, wholesale jewelry 
and appliances, 937-939 S. Grand Ave., 
Los Angeles 15, Calif., has announced that 
the Westinghouse Electric Corp. has ap- 
pointed it as co-distributor of Westing- 
house radios. 

The appointment of the Hall Company 
signalizes by Westinghouse a more com- 
prehensive market coverage in southern 
California. The company is under the gen- 
eral management of Harold H. Haytin. 


New Elgin Watch Box 
is Attractive Package 





The basic Elgin line is being shown in 
an attractive new package, featuring a 
gracefully curved box covered with Texall 
imitation gray lizard. as shown in the 
picture. 

The interior is in white satin puff carry- 
ing a Bikini blue and gold design and the 
blue color is carried through to the satin 
pad and pop-up watch collar. 
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Forstner Pad Display 
Has Bracelet Assortment 


The Forstner Chain Corp., Irvington, 
N. J., is offering an assortment of its 
ladies’ mesh and mesh twist watch brace- 
lets on a new easel back pad display. 
These watch bracelets fit any end lug or 
wrist size. 
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As shown in the picture, they are 
mounted on rayon faille and are framed 
by white cord. The bracelets are 1/20 
12K gold-filled and are $5 to $6.25. 


Parker Pen to Co-Sponsor 
"Four Star Playhouse" on TV 


The Parker Pen Co. will co-sponsor 
“Four Star Playhouse” on CBS-TV, start- 
ing April 8, and costing the firm an esti- 
mated two million dollars in 1954, it was 
announced by George Eddy, advertising 
manager. 








Harry Winston Awarded 
Match Book Advertising Plaque 


Harry Winston, Inc., N. Y., N.Y, hay 
been awarded a bronze “Joshua” Plaque 
for the most distinguished use of match 
book advertising in the jewelry industry jy 
1953, Charles Furcolowe, director of the 
Match Industry Information Bureau, 
announced. 

An award certificate was voted also } 
the judges to Helzberg’s Diamond Shop 
Inc., Kansas City, Mo. 

The Winston match book, showing the 
entrance to his establishment on the froy 
cover and the name and address on the 
back, was selected for its appropriate 
subdued design in keeping with high type 
of merchandise. 
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Arnstein Brothers Launches 
National TV Promotion 


Coast-to-coast NBC television promotion 
for the Arnstein “Diamond Daisy Chain” 
an add-a-diamond bracelet, has been ap. 
nounced by Alex E. Arnstein of Arnstein 
Brothers and Co., 608 Fifth Ave., N, Y, 
N. Y. 

It will be seen by millions of viewers 
via 44 stations which carry the “Pinky 
Lee” show. 

A new velvet-lined display has been de. 
signed to aid at the point of sale. For 
display information, jewelers are asked to 
write to the firm. 





Publicity by Flex-Let 
Designed for Local Jeweler 





Easter gift-giving and Mother’s Day 
publicity is being sent to all newspapers 
and magazines throughout the country on 
Flex-Let’s new women’s cuff link line and 
the teen-age Flex-Let four-picture “Ident 
Album” bracelet. 

In the publicity stories, accompanied 
with photographs, sent to newspapers, 
local jewelry stores receive name credits, 
all of which is designed to run in the 
local paper. This is a merchandising type 
of publicity for Flex-Let jewelers. 

Shown in the picture is a photograph 
of Flex-Let cuff links for women being 
sent out to publications. They retail from 
$3.50 to $4.95, F. T. I. The Ident-Album 
is gold filled in either yellow or white and 
retails at $13.95, F. T. 1. 
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Longines-Wittnauer Expands 
Radio Advertising 


Longines- Wittnauer Watch Co. has ex- 
panded its radio advertising by adding two 
more programs to the six programs in 
present operation. 

The Longines Symphonette, now in its 
15th year of radio performances, will be 
heard Monday, Wednesday and Friday 
evenings and on Saturday and Sunday 
afternoons. The Longines-Wittnauer Chor- 
aliers will continue to be broadcast on 
Tuesday and Thursday evenings. 





Watchmakers of Switzerland 
Announces Award Winner 


The Watchmakers of Switzerland has an- 
nounced the third place winner in its re- 
cent Watch Inspection Time Contest. He is 
retail jeweler Joseph M. Peters, of M. G. 
Peters & Bros., Brooklyn, N. Y. At a pre- 
sentation held in New York, he received 
an award of a Hermes portable typewriter 
from Paul Tschudin, director of the Watch- 
makers of Switzerland Information Center, 


Inc. 





Glycine Director Confers With 
Leichter Watch Co. President 





Emil Leichter, at left, president of the 
Emil Leichter Watch Co., is shown in the 
photo, pointing out some of the important 
features of the Glycine watch advertising 
campaign to Sam Glur, director of the 
Glycine Watch Co. of Switzerland. 


Glur visited this country in February to 
confer on the Good Housekeeping Seal of 
Approval advertising campaign currently 
being conducted by the Leichter Watch Co. 
Glur also consulted on the introduction of 
several impending announcements on Gly- 
cine watches which will have important 
sales features. 





“Get Your Taxes Straight" 
Distributed by Mido Watches 


Mido “Multifort Superautomatic” watches, 
distributed by Louis Aisenstein & Bros., 
Inc,, 16 E. 40 St., N. Y. 16, N. Y., is offer- 
img as a free service “Get Your Taxes 


Straight,” a handy, constant reference card 
on taxes, 


Various products are arranged alpha- 
betically, with the appropriate tax for each 
group. The card is a convenient size, so 
it can be placed under sales checks or 

ed to cash registers. 
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Philips Designs 
Self-Service Cross Display 





Philips Mfg. Co., 32 Graham Ave., Brook- 
lyn, N. Y., is offering the new 1954 version 
of the Philips’ self-service cathedral cross 
display, CD-11, assortment. A diamond 
cross and a crucifix complete the full as- 
sortment of seven 10K crosses. 

The cathedral display, as shown, is three 
dimensional with the chapel entrance on 
the left side standing out from the back- 
ground. The open doors close on hinges. 
The assortment is shipped complete with 
a free display and three cathedral boxes, 
at $73.80, Keystone. All Philips merchan- 
dise is sold through wholesalers. 





Oster Mfg. Co. Purchases 
Cummins Portable Tools 


John Oster, Jr., president of the John 
Oster Mfg. Co., Racine and Milwaukee, 
Wis., and Paul Jones, president of the 
Cummins-Chicago Corp., have announced 
the purchase of the Cummins portable tool 
division by the Oster Co. 





“Miniature Merchandiser" 
Offered by Medana 


Shown in the picture is the “Medana 
Miniature Merchandiser,” designed to 
bring back to jewelers 10,000,000 watch 
sales that Medana estimates are lost to 
retail outlets other than jewelry stores, 
when the watch is priced under $20. 





The Merchandiser creates sales appeal 
by skilfully displaying low-priced watches 
in a plush setting, with a selection of 12 
Medana watches on a backdrop of rich 
blue Crystelle velvet with blue and gold 
trim. Included are styles for men and wo- 
men, boys and girls, featuring the “Ruby- 
Master” movement and retailing for $10.95 
and up. 
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Omega Inaugurates 
New Window Display Service 


Bernard M. Kliman, Omega advertising 
and sales promotion director, recently re- 
turned from a European trip where he 
studied watch display techniques in over 
100 continental jewelry stores in Zurich, 
Geneva, Lausanne, Milan, Rome and Paris. 
He states, “The jeweler’s best salesman is 
still his window.” 

Ten or twelve watches, smartly posed, 
attracts more business than a mass display. 
Studies made by Omega indicate that a 
window must tell a story. 

The Omega advertising department is 
now inaugurating a special window display 
service, available to its franchised dealers. 





Community Offers Service 
For Eight at Saving 





For a limited time only, April 1 through 
May 8, the Community division of Oneida 
Ltd. will offer great savings on active Com- 
munity patterns. A 60 piece service for 
eight, regular open stock value $97.40, 
will retail for $69.95. This price includes 
an extra large 18 inch anti-tarnish chest. 
The offer, with the “White Orchid” pat- 
tern, is shown in the picture. 


A new mass-motion display is free with 
a minimum order for $10, which features 
all 60 pieces. A special offer, available in 
all Community patterns, is a three piece 
party set, jelly server, pickle fork and 
divided relish dish in Imperial handmade 
glass. A regular $5.75, it retails for $2.95. 





American Perfit Crystal 
Issues Warranty on Crystals 


The American Perfit Crysta] Corp., 
N. Y., has issued a registered numbered 
warranty to the owner of every “Perfit 
Hi-Form” (pressed glass) crystal system 
who is on standing order to receive new 
Hi-Form numbers as they are issued. 
The warranty provides that every jeweler 
on the standing order list will be entitled 
to return to the factory for full credit all 
numbers declared inactive by the factory. 

The warranty is designed to insure the 
jeweler against any loss due to obsoles- 
cence of Hi-Form crystals. It will be in- 
cluded with each Perfit Hi-Form system. 
All Perfit products are distributed through 
wholesalers, 
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Jacoby-Bender Erects Modern, Two Story Factory on Long Island 














Jacoby-Bender, Inc., is now erecting a 
new two story factory building on North- 
ern Blvd., Woodside, Long Island, N. Y., it 
was announced by Max Jacoby, president. 
To be occupied exclusively by J-B, the fac- 
tory has full block frontage, and is shown 
in the above architect’s drawing. When 
completed early in July, the building will 








more than double present floor space of the 
firm. 

The factory will include new equipment, 
important innovations in lighting, air and 
temperature control. All four sides of the 
building will be devoted entirely to win- 
dows. By subway, the new building is esti- 
mated to be 20 minutes from Times Square. 





Ulysse Nardin Watches To Be 
Featured in Movie Publicity 


Ulysse Nardin watches, Bayer, Pretz- 
felder & Mills, Inc., 11 E. 48 St., N. Y., 
N. Y., has announced that for Barbara 
Stanwyck’s new picture, “Witness to 
Murder,” its watches will be featured in 
all the publicity on radio, TV, newspapers 
and the movie magazines. 

There will also be a nation-wide centest, 
April 1 to Oct. 1, in every movie theatre 
on how the film-goer liked Miss Stanwyck’s 
role. Prizes will be Ulysse Nardin watches, 
at a total value of $7,000. 


Ronson Introduces 
New “Ronsonol™ Container 





Ronson has announced that “Ronsonol” 
lighter fluid is now packaged in a can 
featuring a new switch-spout. Lighter 
fluid pours freely when the switch is in 
an upright position; the can is tightly 
sealed when the switch is moved to either 
side. There is nothing to pierce or cut, 
and there is no cap to replace. 

Ronsonol with the new switch-spout is 
being introduced in self-display cartons, 
as shown, holding 12 four oz. cans, which 
retail at 25 cents each. 
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New Bookkeeping Machine 
By National Cash Register Co. 


A low-cost bookkeeping machine design- 
ed for the small businessman has been 
announced by The National Cash Register 
Co., Dayton, Ohio. Called the 158, the new 
machine is expected to accelerate the cur- 
rent trend toward mechanization of the 
nation’s smaller offices. 

Simplicity of operation and automatic 
features are in its design. Even inexperi- 
enced office employees can learn to operate 
the machine in a few minutes. The ma- 
chine’s operation for any given bookkeep- 
ing job is determined by a control] bar on 
the back of the machine, which can be re- 
placed in a few seconds with one for a 
different job. 


interesting Calendar Offered 
By New England Diamond Corp. 


A very interesting calendar is being dis- 
tributed free of charge by the New En- 
gland Diamond Corp., diamond cutters and 
polishers and dealers in precious, semi- 
precious and synthetic stones and pearls, 
43 W. 47 St., N. Y. 36, N. Y. 

A wealth of numerical and factual data 
is printed on a large blue background 
behind the months of the year. Diamond 
cuts and shapes are shown in large line 
drawings. Stone tables, comparative sizes 
of stones, birth stones, comparative weights, 
different types of corundum, standard sizes 
and approximate weights and synthetic 
types are shown in a clear and useful ar- 
rangement for quick reference. 





Crescent Rings Will Star 
Coleen Gray in Its Ads 


Crescent diamond rings, manufactured 
by the A. H. Pond Co., has announced that 
the latest Hollywood actress to appear in 
national advertising for Crescent rings is 
lovely Coleen Gray, whose recent pictures 
are “Sabre Jet” and “Kansas City Con- 
fidential.” She will be featured in ads in 
five of America’s most popular movie maga- 
zines, 





Tudor Plate's Special Offer 
In Service for Eight 


Tudor Plate of Oneida Ltd. is offering 
a special service that is a 34 piece Service 
for eight at $29.95. It is attractively pack. 
aged in a heavy acetate covered bufte 
rack which fits smoothly on a chrome anj 
crystal serving tray, 18 by 10 in, Which 
comes at no extra charge. 

This service is available in all Tydy 
Plate current patterns, “Bridal Wreath,” 
“Fantasy, and “Sweet Briar.” 





Leather Specialty Issues 
Binson Watch Strap Circular 


The Leather Specialty Co., 16-20 W, {9 
St., N. Y. 19, has issued a circular op jt 
complete line of Binson watch strap. 
which are sold through wholesale distri}. 
utors. All straps are illustrated and cop. 
plete information as to order number, de. 
scription and price is given. Binson straps 
are made of quality leathers. 

Various assortments are available. 4 
folder (No. 1-D) has 12 bands and is $33, 
The 2-D assortment is $37.50. Another 
assortment is 4-D at $70.50. The 12.) 
deluxe assortment is $234 and contains |? 
dozen bands. All prices are Keystone. In. 
dividual bands are available in cards of 
six. 


Lighter Parts Offers Kits 
And Big Lighter Repair Manual 





Lighter Parts, Inc., 2-4 E. Stockton Ave, 
Pittsburgh 12, Pa., is offering a Lighter Re 
pair Manual for all cigarette lighters 
foreign and domestic. This 150 page book 
in manual size is said by the firm to be 
the first complete lighter repair book cor 
ering all makes of lighters, and is the re 
pairman’s index for every lighter repall 
need. 

In conjunction with the manual, the 
firm offers repair kits in various classifice 
tions: kits for Ronson, Evans and maly 
other brands at $50 and also the “Tiny 
Kit” at $2.50; and kits that work for ove 
17 brands, with up to 719 parts. 

The manual, shown in the picture, ® 
free with purchase of a $50 net kit or $50 
net in repair parts. Manuals are also aval 
able for Evans and A. S. R. makes. 
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vcGraw Electric Company 
Offers Toastmaster Display 


Toastmaster products division, McGraw 
Electric Co., has announced an unusual 
Toastmaster Two-Toaster carrying case 
and counter display. Both a Super De Luxe 
and a De Luxe Toastmaster toaster are 
easily carried in the attractive “Two- 
Toaster-Toter” and the opened case is a 
highly effective counter display. Each 
toaster model is mounted on a trim, beige- 
colored platform, and color cards promote 
the toasters. 

With three toasters, retailers receive the 
display, 100 leaflets and a cut and mat 
sheet. The Super De Luxe retails for $27.50 
and the De Luxe, $23. 
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Seth Thomas Is Offering 
Clock Display, Store Clock 


Seth Thomas offers a versatile clock dis- 
play, the “Stop *n Shop Clock Mart,” shown 
in the picture. A complete clock depart- 
ment exhibiting up to 18 clocks, including 
six wall models, it takes only two sq. ft. 
of counter space. 





The retailer can purchase from his dis- 
tributor $75, his cost, in Seth Thomas 
clocks, with any assortment. He then pur- 
chases the Clock Mart for $24.95 and re- 
ceives free three “Prestige-E” wall clocks, 
which he can sell for $26.85. The three 
clocks and display are shipped from Seth 
Thomas, prepaid. 

The firm is also offering to jewelers a 
free Seth Thomas “Manager” clock per- 
sonalized with store name on the dial. 
With every purchase of 12 or more Seth 
Thomas watches, an imprinted clock or a 
$30 watch is offered at no charge. This 
offer runs until May 15. 


International Watch Company 
Expands Advertising 


The International Watch Co., N. Y., 
N. Y., has made plans to expand its spring 
and fall advertising and promotion pro- 
gram, it was announced by M. W. 
Fluckiger, manager of the firm. He states 
that sales have increased 40 per cent in 
the past year. 

Ads in Time, the New Yorker, Town 
& Country and other magazines will fea- 
ture International Automatics at $150 to 
$880. A newly developed calendar watch, 
mn Which the date changes automatically 
within a minute after midnight, will retail 
at $420 
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Deltah's Two Color Display 
Ties In with National Ads 








Through the spring, Deltah advertise- 
ments on “Silver Queen” and “Silver Em- 
press” simulated pearl necklaces and ad- 
justable chokers will feature a silver plated 
gift shell given free with these necklaces. 
An effective traffic builder, the shell can 
be used as a candy dish or an ash tray. 

In the picture is shown a display, fea- 
turing the shell, which allows the jeweler 
to tie in with Deltah’s advertising, which 
is running in Life and other consumer 
magazines. 


Gruen Motion Display 
Features the "Autowind™ 


Gruen capitalizes on its TV advertising 
at the point of sale with this motion dis- 
play of Walter Winchell. The commen- 
tator’s picture demonstrates the self-wind- 
ing feature of Autowind watches by con- 
stant gesturing of his arm. 
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The display, holding two models of the 
watch, is deliberately designed small to 
make it practical for counter use. Pro- 
duced by the Consolidated Lithographing 
Corp., Carle Place, N. Y., it has a three- 
dimensional effect through shadow box 
construction. 





Simons-Michelson Produces 
Bulova “Promotion Calendar” 


The Simons- Michelson Co., Lafayette 
Bldg., Detroit 26, Mich., has prepared tor 
the Bulova Watch Co. a 1954 “Promotion 
Calendar.” It is a handsome, spiral bound, 
colorful manual picturing each month a 
day by day plan for presentation of mer- 
chandies. The plans suggested carry spe- 
cific ideas for merchandising and themes 
are tied in with the month. 





Waring Products Offers 
New Sales Plan 


Waring Products Corp., a subsidiary of 
Claude Neon, Inc., N. Y., has introduced a 
new plan whereby the dealer can profit 
better than 45 per cent on his over-all pur- 
chase, or if he orders three Waring PB-5 
Blendors, he makes his normal profit on 
two of them and better than 60 per cent 
of his billed cost on the third. Further de- 
tails are available from the firm. 





Keepsake Motion Display 
And Ad Mat Service by Pond 





A “Bride and Frame” motion display is 
being offered this spring by the A. H. 
Pond Co. to its franchised Keepsake Jewel- 
ers. A beautiful doll bride surveys Keep- 
sake engagement and wedding rings, and 
three of the seven rings on display sur- 
round a colorful flower cluster in the center 
of a light blue turntable. 

The firm also has announced 81 ads and 
a large assortment of ad-making units in 
its Keepsake-Crescent newspaper mat ser- 
vice, which is free. Many of the ads link 
the jeweler to the national advertising of 
Keepsake and Crescent diamond rings. 





College Seal & Crest Offers 
Advantageous Ring Plan 


College Seal & Crest Co., 236A Broad- 
way, Cambridge 39, Mass., is offering re- 
tail jewelers throughout the country a 
chance to sell college alumni rings at a full 
profit—with no investment. The jeweler 
can take an order for a ring for any ac- 
credited college in the U. S., and the firm 
will supply the rings one piece at a time 
and without die charge. The advantage is 
full mark-up without any stock or inventory. 

Jewelers receive free catalogs in full 
color, as well as free window streamers and 
counter pieces. Complete details are avail- 
able from the company. 
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Karlan & Bleicher Introduces 
The “Numbermatic”™ for Rings 


Karlan & Bleicher has unveiled what 
it calls “one of the most amazing pieces 
of machinery to appear on the jewelry 
manufacturing scene in many years.” It 
is “Numbermatic,” a precision ring num- 
bering machine, designed by Jacob Karlan 
of Karlan & Bleicher, makers of Perfect 
rings and ring findings. 

One of the problems always confronting 
wholesalers and jobbers is the matter of 
placing numerals inside the shank of 
each diamond ring set for inventory con- 
trol. This is done by hand scratching, 
which takes time and leaves a number 
hard to read. 

Numbermatic is designed to give a clear 
number on the ring shank, and eliminates 
hazy impressions, giving greater inventory 
control. Further information is available 
from the firm at 188 W. 4 St., N. Y. 14, 
nN. ¥. 





Telechron Announces 
Extensive TV, Ad Campaign 





Coast to coast TV advertising and four 
color full page consumer magazine space 
will continue to run through the spring, 
it was announced by Donald E. Perry, sales 
manager of Telechron electric clocks. TV 
advertising will be on a three times a week 
basis over the Dave Garroway show, “To- 
day,” on 49 stations of NBC. 

The Telechron “Swirl” electric wall 
clock and the “Dorm” model alarm, both 
retailing at $3.98, will be featured. A 
colorful and easel-backed display card, 
holding both clocks, as shown, has been 
distributed. 





Jacoby-Bender Takes 
TV Time in California 


Jacoby-Bender, Inc., has announced that 
its products are being advertised on a 
new TV show initially broadcast over two 
of the largest and most powerful TV sta- 
tions in California. The show featured 
the famous radio, screen and _ television 
star, Ralph Bellamy, in a mystery serial 
entitled, “Follow That Man.” 

It was telecast over KRON in San 
Francisco, March 30, and thereafter on 
a weekly basis. The same program was 
on KNXT, Los Angeles, March 31. The 
show has achieved high ratings in other 
cities where it has already been shown, 
and is expected to do the same in Cal- 
ifornia. 
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"Famous Hostesses" Promotion 
Offered by Reed & Barton 














Shown in the photo is the “Famous Host- 
esses” promotion by Reed & Barton, to be 
shipped about April 20 to those who par- 
ticipated in the firm’s four seasonal pro- 
motion package, which cost the dealer $15. 

The dealer will also receive 100 colorful 
leaflets tying in with the display theme 
and tie-in newspaper mats. 





Whitaker-Fielding Co. 
Is Modernizing Factory 


The Whitaker-Fielding Co., makers of 
jewelry and optical findings, Providence, 
R. I., has announced that it is approaching 
completion of a program of plant enlarge- 
ment. The program has added several thou- 
sand square feet of floor space to its pro- 
ductive capacity. The company feels that 
particularly important improvements are 
re-design of the tool room and installation 
of new production tools. The firm has 
always specialized in the production of 
findings. 

Concurrent with its modernization pro- 
gram, the 30-year old company is publish- 
ing a 23-page catalog, in which its com- 
plete line of findings for jewelry and 
optical manufacturing is generously illus- 
trated. The catalog is the first complete 
presentation ever offered by Whitaker- 
Fielding. 





Gense Offers Stainless Steel 
Complete with Sales Aids 





Illustrated is a display of Gense stain- 
less steel hollowware and flatware in a 
planned assortment from Gense Import, 
Ltd., 15 E. 26th St., New York, N. Y. 
This selection includes fast-moving items 
and a full line of stainless hollowware and 
extra serving pieces. Hollowware now 
takes up one-third of Gense’s volume, the 
firm has announced. 

With each assortment there are Gense 
folders, mats and a booklet on how to set 
up a stainless stee] department. The retail 
price of this selection is $342.70. 











Bruner-Ritter Awards 
Prize at Dallas Show 


Bruner-Ritter, Inc., 630 Fifth Ave., N, y 
N. Y., recently gave a $1,000 prize at the 
Allied Gift and Jewelry Show in Dallas, 
Marvin J. Bruner, vice-president of th 
firm, and Wes Johnson, president g 
Allied Exhibitors, Inc., participated jp the 
drawing, and Johnson officiated at drawing 
the lucky registration number, which bp 
longed to Draper’s Jewelry, Shamrock 
Texas. 

All visitors to the exhibit were invites 
to register for the prize drawing, The 
prize was a handsome counter display cage 
filled with Bretton watchbands, which 
Bruner-Ritter makes. 


Zippo Announces 
Lighter Fluid Display 
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Zippo Mfg. Co., Bradford, Pa., has an- 
nounced a new display of its lighter fluid, 
which incorporates the latest, small space 
impulse-buying research. The _ display 
utilizes the serve-yourself principle. 

Made up in eye-catching colors, the new 
carton displays 12 four oz. cans, which re 
tail for 25 cents each. 





Guild Art Diamond Rings 
Advertises on TV in Midwest 


Guild Art diamond rings will advertise 
on television stations throughout eight 
midwest states, beginning April 1 and con 
tinuing for eleven weeks, it was announced 
by Phil G. Ruvelson, Inc., makers of the 
rings. The locations of the stations af 
Minneapolis, St. Paul, Duluth and Austin, 
Minn.; Minot, Fargo and Bismarck, N. D.j 
Sioux Falls, S. D.; Sioux City, Davenport 
and Cedar Rapids, Iowa; Omaha and 
Kearney, Neb.; Kansas City, Mo. 
Hutchinson, Kan.; Eau Claire and Green 
Bay, Wis.; and Rockford, III. 


The television show promotes a $20,000 
“Heart and Home” prize contest, in whi 
the winner of the first prize will win 4 
houseful of fine furniture and major 4p 
pliances. The contest is designed to build 
store traffic, and direct customers to spe 
cific stores, according to Alan K. Ruvelso, 
vice-president of the firm. 
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Elgin's 90th Anniversary 
Report fo Jewelers 


The Elgin National Watch Co. has an- 
nounced that it recently mailed to the 
trade a 90th anniversary report. The com- 
pany states that some of its highlights are 
the following revelations: a design program 
on which the firm has budgeted $350,000 
tor 1954; more extensive shock-resistant 
movements, superior case construction and 
new and different dial treatments; new 
watch oils; a new balance wheel made of 
a more stable alloy that reduces stresses 
on the wheel; and a new “balanced cycle” 
system of assembly that reduces to min- 
utes the time watch movements are ex- 
posed to air and handling during as- 


sembly. 





Feature Ring Announces 
ts Large Mat Service 


The Feature Ring Co., 130 W. 46 St., 
nN. Y., N. Y., has recently announced 
the first of a new series of large Feature 
Lock mats, to complement the firm’s small 
mat service. It is basically for users 
of large newspaper space and contains ads 
of both a seasonal and general nature. 

The mats are available from the firm 
or from Feature Lock distributors. 





Heirloom Sterling Features 
"Complete Service" Sales Plan 


Heirloom Sterling of Oneida Ltd. is 
offering its franchised dealers a proven 
sales plan, free chests with certain set 
combinations (values ranging from $8.50 
to $18 retail) and prepaid transportation. 

Fred L. Hartwig, sales manager of Heir- 
loom Sterling division, declared that the 
current sales plan of offering sterling 
silver to the consumer in complete services 
for four, eight or 12 in free de luxe chests 
had been proved in a preliminary cam- 
paign last fall. 





Matthew O. Foley has been appointed 
Elgin National Watch Co. sales represen- 
tative for parts of the Dakotas and Min- 
nesota, it was announced by T. O. Wright, 
Jr., general sales manager. 





GEORGE OHLHAUSEN 
White 


White Mfg. Co., Inc., North Attleboro, 
Mass., has announced the appointment of 
George Ohlhausen, 29 E. Madison St., 
Chicago, as its mid-west representative call- 
ing on wholesale jewelers. 


MATTHEW FOLEY 
Elgin 
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News of Personnel 





Walter Jacobs. vice-president in charge 
of sales, National Silver Co.. has an- 
nounced that Jerome Kaskey has been 
appointed sales manager, eastern division, 
and that Mac Turner will supervise the 
St. Louis and Dallas sales office and staffs. 
He will headquarter in N. Y. 








MAC TURNER 
National Silver 


JEROME KASKEY 
National Silver 





Gordon B. Richdale, president of Baker 
& Co., Inc., has announced the appoint- 
ment of Leonard Crane as manager of 
the Chicago office. 








MAX WILLIAMS 
Wyler 


LEONARD CRANE 
Baker 


The Wyler Watch Agency has an- 
nounced that Max T. Williams has been 
appointed sales representative covering 
Montana, Wyoming, Utah, Colorado and 
parts of Idaho and New Mexico. He will 
headquarter in Salt Lake City, Utah. 


John C. Lee has been appointed dis- 
trict sales representative of American Sil- 
ver Co., Inc., Flushing, N. Y., it was an- 
nounced by Herbert Schwartz, sales man- 
ager. He will cover Kentucky, southern 
Ohio and southern Indiana, and will be 
located at 2111 Carew Tower, Cincinnati, 
Ohio. 


Noah Shaw, general sales manager of 
Eastern Metal Products Co., Tuckahoe, 
N. Y., has announced the appointment of 
Herbert Lang as factory sales represen- 
tative covering Chicago, northern Illinois, 
northern Indiana and Wisconsin. 











Lionel H. Braun has been appointed 
southern field merchandising representa- 
tive for The Watchmakers of Switzerland, 
it was announced by Paul A. Tschudin 
of The Watchmakers of Switzerland In- 
formation Center, Inc. He will be located 
in Houston. 


LIONEL BRAUN 


Watchmakers of 
Switzerlane 





Al Walden has joined the sales force 
of the Vacheron & Constantin-LeCoultre 
division of the Longines-Wittnauer Watch 
Co. He will call on jewelers in New York, 
N. Y. 


ee 











JAMES HODGES 
Orange Blossom 


AL WALDEN 
LeCoultre 





WILLARD NIEDENS 
Orange Blossom 


IRVING SEGAL 


Orange Blossom 


Tom Johnson, national sales manager 
of the Traub Mfg. Co., Detroit, has an- 
nounced additions to the Orange Blossom 
sales force. James O. Hodges has been 
assigned to the southeastern territory. 
Irving Segal will assist sales manager 
Johnson in the Michigan area. Williard 
D. Niedens will cover the Rocky Moun- 
tain area. 








Special Notices 


**Situation Wanted”—Regular type only $1.50 
first 25 words; additional words, 10 cents per 
word, Heavy type $6.00; additional words 25 
cents per word. 

“Help Wanted”—*“Lines Wanted”? and “Side 

Lines”—regular type $3.00 first 25 words. Ad- 
ditional words 15 cents per word. Heavy type 
$6.00 first 25 words; additional words 25 cents 
per word, 
All other headings—regular type $6.00 first 
25 words; additional words 25 cents per word. 
Heavy type $10.00 first 25 words; additional 
words 30 cents per word. 

Name, address, initials, and abbreviations 
count as words, and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 20 cents extra to cover postage must 
be enclesed. Remittance with order. 

Not subject to agency commission. 

Advertising matter addressed to classified ad- 
vertigers will not be delivered. 

Special notice forms close 10th of the pre 
eeding month. 

To avoid unnecessary correspondence men- 
tion your location in the advertisement. 


AU answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 


In answering ads, do not enclose original 
letters of 1 endations. 


Jewelers’ Circular-Keystone 
100 EK. 42nd St., New York 17 











Situations Wanted 








BOX salesman; very productive; plastic, 
paper, velvet, leather; special packKag- 
ing, etc. Address “K., 450,” care J C-K. 


BOOKKEEPER, full charge, all phases of- 
fice procedure; highly qualified and ex- 
perienced ; New York City. Address “S., 
4965,”" care J C-K. 


SHOWROOM salesman; high calibre all 
around man; available reputable New- 
ark or Manhattan discount house. Ad- 
dress “‘C., 421,” care J C-K. 


BOOKKEEPER, thoroughly experienced, 
full charge, very competent, con- 
scientious; excellent references. Ad- 
dress “F., 425,” care J C-K 


WATCHMAKER, highly experienced in 
all plain and complicated work; salary 
$90 to $100; for New York City only. 
Address “A., 415,” care J C-K. 


WATCHMAKER, age 29, seven years’ ex- 
perience; fine tools and Watchmaster; 
dependable; prefer position in Pennsyl- 
vania. Box 153, Howard, Pa. 




















YOUNG man, 32, married, presently em- 
ployed New York retail, desires change 
for better opportunities; best references. 
Address “K., 454,” care J C-K. 


ENAMELS; 10 years’ experience in de- 
sign and production; take charge of 
plant producing quantity earrings, pins, 
trays, etc. Address “S., 437,” care J C-K. 








DIAMOND salesman, experienced loose 
goods; young man, single, intelligent; 
will travel; excellent references fur- 
nished. Address “Y., 467,” care J C-K. 


SALESMAN, experienced retail jewelry 
trade, Metropolitan area; veteran; 
married; own car; best references 
position with future. Address “H., 413, 
care J C-K. 


MANAGER; top flight; late forties; suc- 
cessful intensified experience; sales, col- 
lections, windows, etc. Newark or vicin- 
ity; best reference. Address “E., 422,” 
care J C-K. 


MANAGER and/or watchmaker; capable, 
conscientious man, age 41; many years 
in retailing, plus college degree in busi- 
ness administration. Address “‘W., 396,” 
care J C-K 














FIRST class jeweler and diamond setter, 
over 25 years’ experience, desires posi- 
tion in retail store; can furnish the 
best of reference. Address “J., 448,” 


care J C-K. 





F.C. bookkeeper, thoroughly experienced 
all phases of bookkeeping, payroll, taxes, 
general ledger, T/B—notes, salesmen’s 
commissions; capable; New York; $80. 
Telephone ES 5-6385. 





DESIGNER-:stylist, outstanding creative 
ability in any type of jewelry design, 
interested in part time job; long ex- 
perience in Paris and U. S. A. Call 
Ci 6-8573, New York. 





A really good watchmaker with good ex- 
perience, good producer of better work, 
has Watchmaster, tools, materials; best 
references; prefers Virginia. Address 
“K., 2892,” care J C-K. 





MANAGER, 25 years’ experience in credit 
jewelry business, thorough knowledge in 
sales, collections, promotions, window 
trimming and personnel supervision. Ad- 
dress “D., 471,” care J C-K. 





PAWNBROKER-manager, 20 years’ New 
York City experience; can set up new 
store; will invest; will relocate. Ad- 
dress “G., 337,” care J C-K. 





WATCHMAKER-salesman, chronographs, 
clocks and jewelry repairman; B.T.S. 
graduate; 20 years’ experience; best 
references; honest, reliable and sober. 
Address “F., 406,” care J C-K. 





CREDIT store manager, thoroughly ex- 
perienced all phases retail operation, 
desires connection near New York City; 
responsible, matured; now employed. 
Address “‘A., 248,”’ care J C-K. 





DIAMOND expert; mature gentleman; 
healthy, veteran; sales personality; 
available to reputable retail jeweler, at 
$2 per hour, or straight commission. 
Address “R., 431,” care J C-K. 





GIRL Friday to retail jeweler; capable 
of selling and buying, estimating on 
watch and jewelry repairs, typing, book- 
keeping, etc.; over 15 years’ experience. 
Address “K., 383,” care J C-K. 





YOUNG man, just finished watchmaking 
school, desires position as second watch- 
maker, own tools; South preferred; go 
anywhere, reasonable salary to start. 
Address “A., 370,” care J C-K. 


COMBINATION man; first class watch- 
maker who can engrave, set stones, 
jewelry repair and light special 
order work; Georgia, Florida only. 
Address “B., 225.”? care J C-K. 


DIAMOND assorter, 26, four years as- 
sorting full, single cuts, fancies and 
large goods; can set up complete sys- 
tem of close assorted goods: excellent 
references. En 2-5441, New York. 











MANAGER-salesman, extensive  back- 
ground, front and back: serious minded, 
tactful, creative, resourceful: presently 
employed, desires change with security 
factor. Address “G., 476,’’ care J C-K. 





GENTLEMAN, 18 years’ European ex- 
perience wholesale, retail, knowledge 
diamonds, pearls, precious stones, seek- 
ing responsible position; references. 
UL 6-9364 or Box ‘“X., 466,” care J C-K. 





WATCHMAKER, reliable, family man, 29, 
accustomed to high grade work, desires 
responsible position in or near Los 
Angeles, June or July: H.I.A. certified 
master certificate. Address “V., 244,” 
care J C-K. 





WATCHMAKER, 32, married, 10 years’ 
experience at bench, five years shop 
manager, jewelry sales and buying back- 
ground, desires position with opportu- 
nity in Midwest or South. Address “F., 
444,” care J C-K. 





LOS ANGELES, employed retail sales 
producer seeks greater challenge: ex- 
ceptional top level background, experi- 
ence chain and department stores: buy- 
er, merchandiser, supervisor. Address 
“L,., 490,” care J C-K. 





MANAGER; 25 years’ thorough experience 
all phases credit jewelry business, de- 
sires permanent connection with repu- 
table firm; presently employed; age 46, 
married; California preferred. Address 
*“S., 311,” care J C-K. 








RETAIL salesman or manager, 
qualified in all phases jewelry paoustly 
desires connection Metropolitan oes, 
can furnish excellent resumé ang 
references upon personal interview hr 
dress “J., 478,” care J C-K, * ae 





PROLIFIC salesman; profound me 
dising experience; seeks responsible in. 
side job reputable wholesalers, jn, 
porters or manufacturers; consider ; 
casional trips; highest reference, Ad 
dress “H., 379,’ care J C-K, “ 





ee 

DIAMOND experience; ambitious, yoy 
married man, with two years’ expen 
ence assorting diamonds and filling or. 
ders for top New York City firm: any 
position considered. Fred Wohl. 36) 
Ocean Parkway, Brooklyn, N. Y, ' 





A-1 watchmaker, 37, desires warmer Cli- 
mate, Miami, Fla., vicinity ; permanent: 
salary or percentage; present employer 
for past seven years; capable, sincere: 
complicated watches; have all equip. 
ment. Address “J., 380,” care J C-K 





DIAMOND setter, manufacturing jey. 
eler, 25 years’ experience in fine plat. 
inum and gold setting, repairs, and spe- 
cial order work; age 42, married; pre. 
fer Southern States; retail store only: 
references. Address “S., 432,” care J C-K 








MANAGER-salesman ; retail credit jewel. 
ry; thorough knowledge all phases 
credit business, sales, display, advertis. 
ing, collections; promotional minded: 
looking for a permanent future; age 37 
married. Address “P., 430,” care JC-K 


GEMOLOGIST, young, graduate Ameri. 
can Gem Society, desires position with 
fine cash store in Southeastern States, 
or willing to invest with proper person: 
know watchmaking, engraving and stone 
setting. Address “K., 340,” care J C-K, 














DIAMOND man, married, 10 years’ ex. 
perience, polishing and manufacturing 
background, seeks responsible position 
with established diamond firm as buyer 
or assistant buyer and salesman: ex- 
cellent references. Address “P., 484,” 
care J C-K. 





QUALIFIED manager from family of 
jewelers; 10 years’ experience; fine ap- 
pearance, intelligent, definite benefit; 
write for complete information; also 
watchmaker, engraver, gemologist; pre- 
fer Midwest; $10,000. Address “‘C., 469,” 
care J C-K. 





GENERAL manager, excellent background 
in credit jewelry business; buying ad- 
vertising, promotions; 20 years’ experi- 
ence; now employed in the above ca- 
pacity by six store chain doing seven 
figures; will relocate. Address “L., 
2238," J C-K. 


CAPABLE, young man, married; wants 
proposition with future; thoroughly ex- 
perienced in wholesale, retail; indus- 
trious, conscientious and very adapt- 
able; presently employed; excellent ref- 
erences; will relocate. Address “N,, 
492,” care J C-K. 











CAPABLE, young man, married, pres 
ently employed; thoroughly experienced 
in jewelry business; industrious, am- 
bitious, conscientious and very adapta- 
ble, desires opportunity to prove abil- 
ity; excellent references. Address “A., 
465,”’ care J C-K. 


GENTLEMAN, well known for many 
years among manufacturers of 
jewelry and silverware; person 
contact with tops using precious 
metals; capable salesman, publicity; 
references the best. Address “E, 


269,” care J C-K. 


WATCHMAKER, 26 years at bench, would 
like permanent job with company 
store; have owned and managed store; 
do watch, clock and light jewelry Tt 
pairing, also radio and electric appli- 
ance. For more information, address 
“T., 487,” care J C-K. 

















DIAMOND and mounting buyer, married, 
10 years’ experience, manufacturing an 
selling background, seeks responsible 
position with East Coast firm as buye 
of diamonds, mountings and rela 
items: excellent references. Address 
‘“N., 457,” care J C-K. 
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er; are you planning on 

sT0 “grey - man and wife, with wide 
{1 jewelry experience, available im- 
ediately to manage well established 
are doing at least $50,000 year; no 
ain stores ; owned and managed store 
10 years. Address “V., 395,” care J C-K. 





roduction-manager and sales- 

for ste connection on East Coast 
mith reputable firm; 10 years’ experi- 

ence manufacturing and selling of 

ings; capable of analyzing manufac- 

turers’ and wholesalers’ problems; ex- 

cellent references. Address “P., 458, 


care J C- 


eS lM 
IENCED credit manager desires 
EXP ction with organization of repu- 
table name; have 16 years’ extensive 
experience in all credit and collection 
problems ; prefer Southwest territory ; 
neat, personable and can assume com- 
plete charge of your office. Address “E., 


442,” care J C-K 











CERTIFIED master watchmaker of Swit- 
zerland, seeking position in first rate 
jewelry concern; 16 years’ experience 
in Europe and East Coast U. S.; best 
references; specialty, complicated and 
high grade work; state salary, working 
conditions and opportunity for advance- 
ment. Address “R., 493,” care J C-K. 








RETAIL manager ; 25 years’ thorough ex- 
perience in every phase of chain credit 
jewelry stores; top salesman, knows 
diamonds, promotions, credits, collec- 
tions, advertising and displays; best of 
references and good appearance; prefer 
North or South, but would consider 
bordering States of either. Address “B., 
318,” care J C-K. 





AMBITIOUS, refined, personable, young 
man to assist owner in all phases of 
store operations; excellent watch esti- 
mator and have knowledge of gemology ; 
wishes to exchange hard work for a 
permanent position with a first class 
store in Southern New York State or 
New Jersey; highest references. Ad- 
dress “P., 503,”’ care J C-K. 





GEMOLOGIST; associate member Ameri- 
can Gem Society; manager, salesman; 
desires position with high grade estab- 
lishment; thorough knowledge of dia- 
monds, colored stones, buying, grading, 
appraising, gem testing and identifica- 
tion; special order work: window dis- 
play; over 25 years’ experience. Ad- 
dress “S., 120,” care J C-K. 





WATCHMAKER and store manager, 25 
years’ experience managing own stores; 
at present employed, but wish to make 
change for better; graduate watch- 
maker of Bradley Institute, Peoria: 
wife also experienced in jewelry store: 
graduate of National Business College, 
Roanoke, Va.; references: will go any 
place. Address “R., 889,” care J C-K. 


GRADUATE gemologist, G.1.A., mem- 
ber of American Gem Society; 19 
years experience as manager and 
buyer, desires position on the West 
Coast as diamond buyer or sales- 
man; have necessary instruments 
for diamond appraisal and colored 
stone identification; 41 years old, 
married. Address “F., 475,” care 


_ICK. 








MANAGER, supervisor, 39, married, 
aggressive, trustworthy, conscienti- 
ous; 17 years intensified experience 
all types of credit operation, buy, 
sell, promote, trim, train personnel; 
presently employed manager $400.- 

unit, desires connection with 
Possibility of share in business in 
3% Address “M., 491,” care 


SALES executive available; six years’ ex- 
perience with branded watch attach- 
a manufacturer as assistant sales 
: eeacer handling 26 salesmen covering 
: il jewelers throughout the country: 
sensitive background with the prob- 
— of the retailer provided by personal 

aveling experience extending over the 


past el ht a ’ 
care J Ce. years. Address “B., 371, 











CHAIN store owner, overburdened; hire 
this man as your assistant and key 
man; extensive jewelry background, di- 
rect working knowledge, sales, collec- 
tions, promotions, stock merchandising 
and control, purchasing, advertising and 
display, store supervision and manage- 
ment; makes own decisions; now em- 
ployed in similar capacity. Address “B., 
249,” care J C-K. 


RESUME; top-notch manager, salesman 
desires challenging connection with firm 
of reputation; fully experienced in all 
phases retail credit jewelry operation ; 
can assume complete charge of your 
store and prove results; am neat, per- 
sonable and desire a future; don’t fail 
to answer this ad if you desire a “go- 
getter’ and creator of sales. Address 
“D., 441,” care J C-K. 


WATCHMAKER;; 18 years’ experience on 
common watches, self winders and 
chronographs; will be available pow | : F 
very efficient on escapement, making 
staffs and adjustments; conscientious 
worker, wants permanent position; 39 
years old and settled; wants employ- 
ment in New York, New Jersey, Rhode 
Island, Massachusetts or Connecticut. 
Address “Y., 398,” care J C-K. 














Lines Wanted 





WEST Coast salesman desires factory 
line fine jewelry in gold and platinum; 
genuine stones; commission basis. Ad- 
dress “‘C., 2946,” care J C-K. 


SALESMAN, covering Middle West (large 
cities) 20 years, fine retailers, better 
credit stores; experienced all lines and 
loose diamonds; drawing account. Ad- 
dress “E., 427,”’ care J C-K. 


EXPERIENCED salesman, following in 
Ohio, Indiana, Kentucky; consider any 
top notch line; have home in Florida; 
will locate there if territory is open. 
Address “H., 477,” care J C-K. 


SALESMAN, excellent following leading 
jobbers and retailers in Southeast, de- 
sires manufacturer’s line, commission 
basis; consider full time line or side 
line. Address “B., 419,” care J C-K. 


WEST Coast factory representative de- 
sires platinum cases, attachments, ear- 
rings, bracelets, set and unset; must 
be top quality; commission basis; ref- 
erences. Address “G., 2948,” care J C-K. 


MAINE manufacturer covering the State 
of Maine and Southern New Hampshire 
would like to become manufacturers’ 
representative for a good ring and 
a house. Address “E., 405,’’ care 




















SALESMAN, desires manufacturer’s line 
selling to jobbers and wholesalers only ; 
commission basis with drawing; South, 
Southeast and Southwest _ territory; 
good references; well experienced. Ad- 
dress “R., 309,” care J C-K. 


DO you want a young (35) and aggres- 
sive representative for the West Coast; 
I am looking for an established costume 
jewelry line, boxed or unboxed, that is 
deserving of my efforts to the whole- 
salers only. Address “C., 440,” care 








AGGRESSIVE, ambitious salesman seek- 
ing a fine line merchandise to build up 
your sales and my income; college 
background; experienced both wholesale 
and retail selling; many fine contacts 
ror fields. Address “S., 494,” care 





MANUFACTURERS’ representative ; 20 
years following among wholesale 
jewelers, military, and costume job- 
bers in Pacific Coast and Mountain 
territory, desires non - conflicting 
line, on commission, Address “J., 


41,” care J C-K. 


SALESMAN, with Chicago office covering 
the Midwest, calling on wholesalers and 
premium jobbers, open for a good rhine- 
stone line, boxed or bulk; must be well 
established concern; can handle vol- 
ume business. Address Circular 293, 
Room 1420, Heyworth Bldg., Chicago 2. 








WANTED; small novelty items; inter- 
ested in new and unusual gadgetry gift 
items on jobbing basis, both domestic 
and imports, to sell in conjunction with 
our own line of merchandise; have 1l 
salesmen who cover entire country ex- 
clusively for us. Address “H., 2006,” 
care J C-K. 


REPRESENTATIVE, for the Midwest and 
South, with Chicago office, calling on 
jewelry jobbers, material jobbers and 
religious houses, wants additional line; 
I am well established and could do a 
fine job for you; references. Address 
Circular 294, Room 1420, Heyworth 
Bldg., Chicago 2. 








ACE traveling representative, 20 years 
traveling Eastern States, desires 
strong jewelry lines; have powerful 
connections with large users; if you 
have any good items, contact me at 
once; you cannot fail with this 
salesman; commission basis. Ad- 


dress “E., 374,” care J C-K. 


WE are open to represent a line to 
the wholesale jewelry trade in all or 
part of our territory, Pittsburgh, 
Pennsylvania to the West Coast and 
the South; all replies held confi- 
dential. The Lewy & Goodman Co., 
Leonard B. Lewy and T. Leonard 
Goodman, 29 E. Madison St., Chi- 
cago 2, Ill. 


SALESMAN, experienced, varied 
phases sales promotions, and “know- 
how” for opening new channels of 
distribution; strong following jewel- 
ry, gift, ladies specialty, credit and 
department stores, South Atlantic 
States, desires established ring, 
watch or costume jewelry line; 
travel by car, small and larger cities 
and towns; present employer dis- 
continuing business, Address “D., 
420,” care J C-K. 














Side Lines 


SALESMEN ; all territories open, to carry 
marcasite sterling line; high commis- 
sion. Address “K., 479,” care J C-K. 


MANUFACTURER desires experienced 
men; commission basis; side line; com- 
plete assortment of ladies’ and gent’s 
~“— rings. Address “J., 500,” care 











BOXES and displays; leading firm with 
competitive, easy selling line has ter- 
ritorial openings to wholesale and re- 
tail trade; commission basis. Address 
“T., 392,” care J C-K. 


EXPERIENCED men wanted: side line; 
commission basis; to sell ladies’ and 
gent’s colored stone rings and cultured 
pearl rings; most territories open. Ad- 
dress “L., 501,” care J C-K 


SALESMAN ; all territories open, to carry 
manufacturers’ small pearl line of 
charms, pins, bracelets and earrings to 
the better retailers and department 
stores. Address “M., 456,” care J C-K. 


SALESMEN wanted to carry a short line 
of fine diamond and baguette mounted 
rings and wedding rings to the better 
retail stores; all territories open; com- 
a basis. Address “H., 204,” care 


MANUFACTURER'S representatives ; new 
unique line of wall clocks available for 
national distribution to department 
stores, jewelry, gift and _ silverware 
stores; commission. Address “G., 378,’’. 
care J C-K. 


SALESMEN wanted for Midwestern 
States to sell hand-painted sterling 
enameled jewelry, barrettes, brace- 
lets, etc.; 20% commission. F. A. 
Hermann Co., 20 Belmont Place, 
Melrose Highlands, Mass. 


(Continued on page 250) 
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Side Lines—Continued 





SALESMEN wanted, to carry a line of 
ladies’ and gent’s stone rings in 10k 
and 14k gold to the jobbers and large 
chain stores; commission basis; man 
for Chicago, also man for Pacific Coast. 
Address “D., 289,’ care J C-K. 


SALESMEN; with established retail 
following to sell popular priced dia- 
mond rings, plain and engraved 
wedding rings, as a side line; in- 
quiries treated with utmost confi- 
dence. Address “V., 462,” care J 
C-K. 


SALESMEN, to carry nationally adver- 
tised line of jewelry display fixtures; 
liberal commissions; excellent terri- 
tories still available. Write full par- 
ticulars to, Morton Pelzner Displays, 
a Taraval St., San Francisco 16, 

alif. 


SALESMAN, to represent a jewelry man- 
ufacturer with a non-conflicting line; 
fast selling product of wedding rings, 
engagement rings, diamond rings, 
mountings, etc.; state territory; strictly 
commission basis. Address “T., 411,” 
care J C-K 


SALESMAN, to represent a manufactur- 
ing jeweler with a non-conflicting line; 
ladies’ platinum diamond set rings and 
mountings; the above is not cast but 
stamped and hand made to the better 
retailer; strictly commission basis. Ad- 
dress “W., 463,’ care J C-K. 


SALESMAN to call on jewelry stores, 
catalogue and premium houses; easy to 
sell, established line of men’s luggage; 
good commission basis; full color cata- 
logue sheets available; give full details 
in first letter; replies confidential. Ad- 
dress “D., 404,” care J C-K 


SALESMAN, with following in the silver 
departments and jewelry stores, West 
Coast territory; we are manufacturers 
of sterling silver gift items, photo 
frames and Florentine jewelry; liberal 
commission and protected territory. Ad- 
dress “A., 287,” care J C-K 


SALESMAN wanted; excellent opportu- 
nity for top notch man with following 
among wholesalers in the Midwest, to 
sell outstanding line of ladies’ hand 
carved wedding rings, bridal sets and 
fancy rings, for well established manu- 
facturer; commission basis; state full 
details. Address “B., 418,” care J C-K. 


SALESMEN, with good retail following, 
to sell ladies’ and men’s birth stone 
rings, diamond dinner rings, crosses, 
cuff links and tie holders, in 10k and 
14k gold; state territory you are cover- 
ing and references; drawing against 





























2 a Address “G., 300,” care 
SALESMAN; outstanding loose dia- 


mond, platinum, gold mounting 
firm selling to best stores interested 
in side line salesman; only one with 
proven record will be considered; 
state all details fully which will be 
kept in strictest confidence. Address 


““B., 310,” care J C-K, 


SALESMAN, with following among the 
better _— retail jewelers, department 
stores, gift shops, ete., for imported 
cigarette cases, compacts, pill boxes, 
combs, lipsticks, cigarette and cigar 
holders, cigar cutters and all kinds of 
smokers articles, in sterling, gold filled 
and gold, also garnet jewelry, for West 
and Southeast Coast (including Flor- 
ida). Address “S.W., 424,” care J C-K. 


WELL known manufacturer of mount- 
ings, wedding rings, princess and cluster 
rings, etc., selling to wholesalers, job- 
bers, chain stores and large users, has 
opening for an aggressive, well estab- 
lished and known salesman in this field, 
who can produce volume business: ter- 
ritory West Coast with established trade 
throughout; reply and give full details 
Ton letter. Address “G., 203,” care 











SALESMEN, with following among 
wholesalers, catalogue and premium 
houses, to represent sole U. S. dis- 
tributors of world famous Lemaire 
binoculars and opera glasses, plus 
allied promotional items; need sales- 
men for Southern territory and West 
Coast; top opportunity for good 
men; write present connections and 
full particulars. Jake Levin & Son, 
12th & Walnut Bldg., Kansas City, 
Mo. 


SALESMAN, if you call on quality jew- 
elers, and want to boost your earnings 
and get a terrific door-opener, this is 
for you; it’s the revolutionary Ernest 
Borel cocktail, “the watch with a lively 
face ;” it’s new; it’s exclusive; it’s a 
small line with a big punch; openings 
in Michigan, Ohio, Pennsylvania, Ala- 
bama, Louisiana, Mississippi, North and 
South Carolina, Virginia and West Vir- 
ginia. Write, Jules Borel & Co., 1015 
Walnut, Kansas City 6, Mo. 











Help Wanted 





WANTED; A-1 jeweler, who can repair 
"8 set stones. Address “V., 1461,” care 





WANTED, two A-l1 watchmakers; per- 
centage basis only. Address “T., 1460,” 
care J C-K 





COMBINATION jeweler, stone setter and 
engraver for 100 year old firm; steady 
employment. R. C. Green’s Son, Potts- 
ville, Penna. 





COMBINATION jeweler on special order 
work and production work; one with 
experience and ability: give full infor- 
mation. Address “R., 409,’”’ care J C-K. 





RETAIL salesman, assistant to owner 
in high rated family type credit 
store; state age, previous experience 
=_— Beggs Jewelers, Olean, 


POSITION open for manager in owner 
operated, reputable store, in Middle At- 
lantic area; only men with management 
experience need apply. Address “L., 397,” 
care J C-K. 








SALESMEN, with established following 
14k wedding rings, ladies’ and gent’s 
mountings and stone rings, fine platinum 
rings : on commission. Address ‘“‘T., 496,” 
care J C-K. 





WANTED: combination watchmaker-en- 
graver, in established jewelry business; 
good location, living conditions and 
school. Write, Phillip’s Brothers, Inc., 
Lynchburg, Va. 





SALESMAN: commission basis: by a 
manufacturer of ladies’ and gent’s stone 
rings, zircon rings, and wedding rings; 
write full details in first letter. Address 
“G., 499,” care J C-K. 





JEWELER, age from 35 to 50, possessing 
knowledge of manufacturing platinum 
and gold jewelry; one capable of assum- 
ing responsibility; write in detail, Ad- 
dress “J., 407,” care J C-K. 





JEWELRY salesman, to call on retail 
jewelers and discount houses; silver 
plated, sterling hollowware: some terri- 
tories still open: commission basis. Ad- 
dress “G., 426,” care J C-K. 





EXPERIENCED watchmaker, able to re- 
pair high grade Swiss watches, calendar 
watches, and chronographs; permanent 
position: Southwest United States. Ad- 
dress “E., 292,” care J C-K. 





WATCHMAKER, experienced: five day 
week; ideal working conditions in 
Northern Ohio city; permanent job; 
state age, experience, salary expected, 
7 Pl letter. Address “R., 2165,” care 





WANTED; salesmen to carry 
ring line; handle as side line Mens 
jeweler; Middle West and New kp lan 
territories open; send references” d 
application. Address “T., 281," pe. 





————___ 

JEWELER with ability to produce fi 
class jewelry in platinum and gold 
wonderful opportunity for a Capable 
man ; state age, experience and whet’ 
the past employed. Address “0. 408 
care J C-K. : 








RETAIL salesman and assistant buyer f 
diamond and watch department, wit 
registered jeweler, A.G.S., Rochester 
N. Y.; please state full details, qualifica’ 
tions and references. Address “N,, 337" 
care J C-K. i 








tara, 

WATCHMAKER; must be A-1 mechanic 
interested in permanent position; fiyg 
and a half day week ; good working ¢op. 
ditions, in well known, high grade stor 
in Fort Wayne, Indiana. Address “¢ 
372,” care J C-K. ’ 








MANAGER-salesman, for credit jewelry 
store in suburban Philadelphia areg. 
this is an established store in a very 
nice town; permanent position, attrac. 
tive offer to right man. Address “Bp 
400,” care J C-K. 


SALESMEN, with good retail folloy. 
ing, wanted by well known many. 
facturer of diamond set bridal set 
and ladies’ 14kt dinner rings; ye 
have excellent territories open, Ad. 
dress *“*C., 291,”? care J C-K. 














SALESMAN, for substantial diamond 
and colored stone ring line, to cover 
Denver West, for old established 
New York house; commission with 
drawing account; reply in conf. 
dence. Address “‘N., 481,” care J 
C-K. 


REPRESENTATIVE, with established 
following in Eastern cities, wanted 
by manufacturer of exclusive, copy- 
righted 14K jewelry line, to call on 
better jewelers; details in conf: 
dence. Address “C., 402,” care J 
C-K. 


WATCHMAKERS (fully experienced) 
write in confidence stating age, experi- 
ence, and starting salary desired; se- 
cure future; pleasant working condi- 
tions; swell co-workers await the right 
men. Contact, Ed Freed, care Alpert’, 
Jewelers, Elmira, N. Y. 


SALESMAN, for New England and 
New York State, including New York 
City and environs; extensive dia 
mond and colored stone ring line; 
drawing against commissions; state 
experience in confidence. Address 


“7... 480.”? care J C-K. 

















WANTED; partner without investment, 
old established firm, manufacturing dl 
amond mountings, offers this excellent 
opportunity to the right man; must 
have selling ability, be willing to travé 
and experience with mountings an 
~~ goods. Address “M., 386,” care 


HIGHLY profitable side line for man 
calling on trade in Northern New 
York; established route; complete 
line window, counter displays; al 
custom built; 








excellent commit 
sions; also want men in other tert 
tories. Reutter Displays, 77 Sum 
mer St., Boston, Mass. 








MANUFACTURER, expanding, is looking 
for a jeweler with knowledge of pilatl- 
num and gold work, also able, ; 
opportunity is given, to take charge ? 
expanding; state experience, @ tamlly 
man, where in the past employed rr 
any other information of interest. At 
dress “A., 433,” care J C-K. 
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SMAN, with a non-conflicting line, 


ALE esent a manufacturer of stone 
to rings ; must have experience and 
se the open territories; one 


in 
follow Ssichigan, Indiana, Illlinois; two 


nd adjacent ; good opportunity 
a. 0. line; state full particulars, 
address “C., 61,” care J C-K. 





ae e 
n, or woman, experienced in 
yg Pre ‘of jewelry store operation, 
to assist owner of independent store 
carrying all nationally advertised brands 
of jewelry and silverware; good oppor- 
tunity for right person, reply in own 
nandwriting, giving age, experience, etc. 

Robert H. Joel, Hopewell, Va. 





Ee : 
WELRY salesman, for fine store in 

eee, who can assist in window 
decorating; prefer young man with at 
least some experience in selling dia- 
monds and watches; position perma- 
nent with good chance for advancement ; 
state salary expected and qualifications. 
Address “F., 376,” care J C-K. 





DIAMOND manufacturer wants whole- 
salers or responsible salesmen suc- 
cessfully covering better jewelers, 
chain stores and manufacturing jew- 
elers to carry goods on memo.; all 
sizes and qualities in fine make; 
rating or highest references _re- 
quired. Address “R., 375,” care J. 
C-K. 


SALESMAN, excellent opportunity for 
high calibre man to take over estab- 
lished territory in Virginia, West 
Virginia, Kentucky, Tennessee, 
North Carolina, and South Carolina, 
calling on better retail jewelers and 
department stores; all replies con- 
fidential. Address “B., 143,” care 
J C-K. 


NL 


EXCELLENT opportunity; established 
manufacturer of quality costume jewel- 
ry, popular priced, with active accounts, 
has opening for ambitious salesman, 
with following, in West North Central 
States; resident of Minneapolis, Minn., 
preferred; also for New York, New 
Jersey and Pennsylvania. Address “J., 
205,” care J C-K 











ENGRAVER wanted, first class man by 
trade shop; all the work you can do; 
one who is capable of making $125 per 
week, or more; no dull times; air-con- 
ditioned shop; living conditions favor- 
able; no housing shortage; city of 400,- 
000; apply at once. Phone, write or wire, 
Lowell Hay’s Jeweler, Three Sisters 
Bldg., Memphis, Tenn. 





WANTED; experienced jewelry man who 


knows jewelry business from A to Z: 
must understand chain store operation 
with all its detail work, window trim- 
ming, advertising, credit and business 


promotion; no other man need apply; 
position open in North Carolina, with 
permanent position for the right man. 
Adress “H., 198,” care J C-K. 








SALESMAN, for Denver and surrounding 
territories; excellent opportunity for 
conscientious man; we are manufac- 
turers of diamond engagement ring sets, 
wedding rings, watches and attach- 


ments, in gold and platinum: liberal 
Commission; non-conflicting line ac- 
ceptable; all replies held confidential. 


Address “T., 434,” care J C-K. 














SIX, half-tray, compact quick selling 
ring line; manufacturer to retailer 
and department stores; consisting 
of ladies’, men’s and_ children’s 
birthstone and onyx rings; ladies’ 
and gent’s zircon rings; wedding 
rings; commission basis; give full 
Particulars; most territories open. 


Address “N., 502,” care J C-K. 


TOP flight watchmaker; permanent posi- 
tion with 25 year established firm ; must 
Sg neat appearance, pleasing person- 

ty and to do only quality work; ideal 
Working conditions; salary in keeping 
with ability; one of Florida’s most pro- 
gressive cities: complete information 





first letter. Moon’s, Registered Jewelers 
erican Gem Society, Tallahassee, Fla. 


MANAGER wanted for fine credit 
jewelry store in southern New York 
State, town of 20,000; swell oppor- 
tunity; secure future for right man; 
must be thoroughly experienced; 
write in confidence at once stating 
Starting salary desired and full em- 
ployment record to E, Freed, care 
of Alpert’s, 111 East Water St., 
Elmira, N. Y. 


ASSISTANT to owner; well established 
store, located Middle West, city of 130,- 
000 population, wants young, aggressive 
man with solid background of merchan- 
dising, artistic window display, retail 
advertising and knowledge of credits; 
this is a real opportunity: advise all 
personal details and salary desired ; cor- 
respondence strictly confidential. Ad- 
dress “E., 473,” care J C-K 


SALESMEN wanted, for Far West terri- 
tory, for a line of popular priced sterling 
silver hollowware; we have quite a few 
established customers among the jew- 
elers, department stores and wholesal- 
ers in this territory: we are seeking a 
man who makes the territory inten- 
sively; we have no objection to one 
with another non-competing line; com- 
— basis. Address “F., 498,” care 











EXPERIENCED combination watch- 
maker, jeweler and stone setter; per- 
manent position with 25 year established 
firm ; must have neat appearance, pleas- 
ing personality and do only quality 
work; ideal working conditions, salary 
in keeping with ability ; one of Florida’s 
most progressive cities; complete infor- 
mation first letter. Moon’s, Registered 
Jewelers American Gem Society, Talla- 
hassee, Florida. 

SALESMAN wanted to represent long 
established manufacturer in the 
States of Illinois, Southern Wiscon- 
sin, Iowa, Missouri, Nebraska and 
Kansas; we are manufacturers of 
gold, gold filled and sterling staple 
and costume jewelry, selling direct 
to the better retail stores; no objec- 
tion to one non-conflicting side line; 
all replies held confidential. Address 
“S., 486,” care J C-K. 


PRODUCT style designer; a major 
watch company seeks a man for 
newly created position in its product 
style and design department; the 
position is assistant to the head of 
the department; creative design and 
style experience in the field of jew- 
elry or similar products is required; 
this is an opportunity for a young 
man with talent and ambition; 
please send complete resumé of edu- 
cation and experience and state age 
and income desired. Address “R.., 


485,” care J C-K. 
SUCCESSFUL chain wants managers 


for large new stores to be opened 
in the South; besides top salary 
draw, 25% common stock interest 
will be issued to the manager, to 
be paid for out of his share of the 
store earnings; only men who un- 
derstand every phase of credit jew- 
elry operation and have record of 
successful large store management 
will be considered; all replies held 
in strict confidence; our present 
managers know of this ad. Address 


“H.. 1737.” care J C-K. 

















SALESMEN wanted; manufacturer of 
nationally known diamond ring line has 
openings for two experienced and ag- 
gressive salesmen with established fol- 
lowing to cover the South-West and the 
Mid-West: we have a well established 
trade among the retail jewelers in this 
territory, affording an excellent oppor- 
tunity for the right man, one who is 
accustomed only to high earnings: lib- 
eral drawing account against commis- 
sions; give full details of experience 
and background in first letter: all in- 
quiries held confidential. Address “B., 
468,” care J C-K. 


GENERAL sales manager required by 
leading midwestern manufacturer 
of jewelry and fashion accessories, 
established over half a century age; 
nationally advertised brand name; 
top notch product, selling direct to 
jewelry and department stores; also 
distributing thru drug and jewelry 
wholesalers; must have at least five 
years of experience in top sales 
executive position in the jewelry 
field; age not over 45; stability of 
applicant is most important; sub- 
mit full details; state present or last 
previous salary, also expected earn- 
ings. Address “A., 505,” care J C-K. 


WONDERFUL opportunity for top 
general line salesman; here is a life- 
time opportunity for a top general 
line salesman, with a following in 
Illinois, Indiana and Michigan, to 
become connected with a house that 
has been serving the retail jeweler 
for over 100 years; we have all na- 
tional brand merchandise such as 
Speidel, 1847, and Wm. Rogers & 
Son, Community and Tudor, Sun- 
beam, Seth Thomas, Westclox, Tele- 
chron and many other famous 
brands; our exclusive trade mark 
line, diamond rings, jewelry and 
watches are boxed in our own ex- 
clusive package and nationally 
known; territory open May 15; give 
full particulars in first letter; re- 
plies strictly confidential. Address 
“B., 435,’ care J C-K. 





For Sale 


Stores, Stocks and Businesses 








SOUTHERN California; jewelry store, 
volume $40,000; $10,000 will handle: 
best location in live town of 33,000. Ad- 
dress “K., 452," care J C-K. 


FOR SALE: jewelry store, Freeport, Il- 
linois; plenty of watch repairs; low 
rent, good location: stock and fixtures, 
$11,000. Address “V., 488,” care J C-K. 


JEWELRY store, fully equipped shop; 
excellent location center of town; fine 
stock and fixtures: sell lock, stock and 
barrel. Address “D., 352,” care J C-K. 


FOR SALE: old established, fully 
equipped jewelry manufacturing plant 
in uptown district, New York rir 
good opportunity. Address “W., 346,’ 
care J C-K. 


BEAUTIFUL, modern air-conditioned 
jewelry store in industrial town of Con- 
necticut: 100% location: owner ill; will 
sacrifice for $27,500 cash. Address “T., 
461,” care J C-K. 


JEWELRY store, watch repairs, estab- 
lished 11 years; widow of owner will 
sell, $5,000: fine stock available. Com- 
municate, Mrs. Sells, 859 Washington 
Ave., Miami Beach, Fla. 


FOR SALE: jewelry and optical business ; 
fine proposition for watchmaker, jewel- 
er, optician: established since 1920; 
price $12,000. Louis Kauderer, Jeweler 
& Optician, Lake Worth, Fla. 


SMALL store, excellent San Fernando 
Valley location; low rent: good estab- 
lished business, watch repairs and re- 
ligious goods; $4,000. Gene’s, 18507 
Sherman Way, Reseda, Calif. 


26 YEAR old Jewelry store: North Lou- 
isiana college town 15,000 population ; 
stock, less a good discount, plus fix- 
tures, approximately $9,000, total; for 
oe —_—— address “A., 504,” care 
2 & 
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For Sale—Continued 





SMALL jewelry store, corner location in 
new atomic center, Southeastern Ohio; 
population normally 40,000; will double 
for next four to five years; price about 
Tas terms. Address “E., 319,” care 





OPTOMETRIC business, ground floor, 
Washington, D. C.; excellent repu- 
tation, doing $100,000; suitable and 
sufficient space to add jewelry; 
good location. Address “G., 429,” 
care J C-K. 


JEWELRY store and gift shop combined, 
in Tampa, Florida; all nationally known 
lines, excellent repair business; very 
good location; owner wants to retire; 
approximately $18,000. Address “‘J., 
382,”" care J C-K. 








ONE of best known and finest cash jewel- 
ry stores in Southern Arizona; exclu- 
sives on major watch and silver lines; 
clean stock, modern fixtures; sacrifice 
at $40,000; wish to retire. Address “D., 
373,” care J C-K. 





HIGH grade jewelry store in Chicago’s 
Loop, ground floor, established 16 years ; 
new blond fixtures; mostly cash busi- 
ness; about $85,000 volume for 1953; 
$75,000 cash, owner retiring. Address 

“A., 399,” care J C-K. 





FOR SALE;- jewelry store, 25 years same 
location; very good watch and jewelry 
repairing, younger man can make very 
much more; $15,000 and move in; cor- 
respondence suggested ; Pasadena, Calif. 
Address “A., 439,” care J*C-K. 





EXCEPTIONAL opportunity to buy a suc- 
cessful wholesale diamond, jewelry and 
watch business; in Philadelphia over 40 
years; wonderful reputation and a real 
money maker; owner wishes to retire. 
Address “D., 200,” care J C-K. 





FOR SALE; modern cash jewelry store, 
excellent location; fine stock and fix- 
tures; established over 50 years; can 
be bought right; reason for selling, im- 
paired health; city of about 40,000, in 
Ohio. Address “J., 2436,” care J C-K. 


JEWELRY store Southern California; 
modern fixtures, best location; ex- 
cellent reputation, finest clientele; 
rare opportunity; perfect climate 
year-round; health forces sale; sac- 
rifice for cash. Address “S., 460,” 
care J C-K. 


MODERN credit jewelry store in north- 
east Alabama, industrial town over 50,- 
000 population: excellent reputation, 
good money maker; may be purchased 
complete with inventory and accounts 
receivable or accounts receivable alone; 
good terms to reputable party. Address 
“J., 414,” care J C-K. 











ESTABLISHED jewelry store Washington 
State ; new building, modern fixtures and 
lighting, very clean stock and desirable 
lease; excellent location in main shop- 
ping center of lower Yakima Valley; 
approximately $20,000 will handle fix- 
tures, inventory and equipment. Ad- 
dress “Y., 223,” care J C-K. 





LEADING jewelry store, best corner loca- 
tion thriving Midwest city 35,000; best 
sterling and watch lines; spacious room, 
air-conditioned, watch repair and set-up 
for optical department; cash and credit 
since 1899; terrific opportunity for ex- 
pansion; about $40,000 will handle; 
chains invited; no dealers. Address “P., 
388,”’ care J C-K. 





JEWELRY store, retail cash store, in- 
ventory about $30,000; clean _ stock, 
modern fixtures, established 10 years; 
franchise lines, fine reputation; minutes 
from Hollywood and Los Angeles, lo- 
cated in San Fernando Valley, fastest 
growing spot in the U. S.: owner wishes 
to retire; price $40,000: no offers or 
trades. Address “G., 412,” care J C-K. 








REPUTABLE cash jewelry store, estab- 
lished 86 years; Plainfield, N. J.; 
48,000 people, shopping center for 
over 400,000; fine central location 
in heart of city, between four banks; 
low rent; average yearly receipts, 
$85,000; inventory, $65,000; sev- 
eral exclusive lines; must retire be- 
cause of health. Address “C., 191,” 
eare J C-K. 


FOR SALE; jewelry store in Middle West 
capital city with a population around 
100,000; an old established business do- 
ing a fine business and located in a 
modern, newly decorated, air-condi- 
tioned store, right in the heart of the 
business section of the city; franchises 
for finest lines and enjoy a nice follow- 
ing. Write, “S., 391,” care J C-K for 
further information. 





For Sale 


Tools, Equipments 





USED tools, benches, lathes, cleaning ma- 
chines, staking tools, etc. R. P. Gallien, 
220 W. Fifth St., Los Angeles 13, Calif. 


WE are an excellent source for your 
needs in equipment for rolling precious 
metals; slitters, wire drawing mills, 
flatteners and other items; principals 

_,.. — Nassau St., Room 500, N. 











Business Opportunities 





EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 


GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stock in 
the country; established in 1903; 
for details see our advertisement on 


page 33. 


SEE page 233 Thomas J. Faussett, 
a, 521 Fleming St., Howell, 
Mich. 


AUCTIONS; successfully and ethically 
conducted anywhere in the country. 
Write or wire, Maynard G. Levy, 
~ Blackstone Avenue, Chicago 
] * 


JEWELRY manufacturer, many years in 
business, is interested in a partner with 
mechanical ability; must be financially 
able to invest at least $100,000. Address 
“X., 410,” care J C-K. 


COLMES BROS., cash buyers and 
liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade references. Write 
Max Colmes, Room 333, 18 Tre- 


mont St., Boston, Mass. 




















CASH for your store, regardless of 
amount; if you really want to sell 
now and get the highest dollar, 
write, wire or phone, R. A. Zanone 
& Co., 110-112 Madison Ave., Mem- 
phis, Tenn. Phone 5-0660. 


AUCTIONEER; 8 successful sales con- 
ducted in 1953; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6748 N. Ashland Ave., 
Chicago 26, Briargate 4-7303. 








MANUFACTURER of diamong ring, 
and mountings, long estab}; 
concern, desires partner; mug be 
first class salesman with folloy;,,. 
amount of investment second,’ 
importance; wonderful opportyy; 


Address “F., 299,” care JC-K, " 





————__ 

SAMUEL GANSBERG will buy you, 
plus or entire stock and fixtures 
estates for cash; my direct outlet P. 
ables me to pay you higher prices: } . 
and trade references of the high 
character. Write 15-17 Maiden Tac 
New York. Telephone Rector 2-5928 








NEED cash; want to retire; 
stock; our proven method of ep, 
ducting a flat sale or auction hy 
always proven successful and profi, 
able; we have letters from satisfig 
jewelers to that effect. For imme. 
ate action contact, Harry Schechte, 
Sales Service, 2 W. 47th St., Ney 
York City 36, N. Y. 








WILL pay cash to any establishe 
jeweler, dollar for dollar, for stock 
and fixtures, or will conduct ay. 
tion sale for you and ce any 
necessary funds needed for a sy. 
cessful sale; our long record in cop. 
ducting auction sales is well-know, 
in the trade. Louis Colmes, 637 
Scranton Ave., Lynbrook, N, Y, 
Tel.: Lynbrook 3-8044, 








V. C. KELLEY, Auctioneer; we did it 
again; just sold out Hugh Connelly ¢ 
Son, Detroit, Michigan; inventory over 
$100,000; a sell-out to the bare walls 
including lease and fixtures; if you 
want the best auction service and top 
dollar for your stock, write or wire me 
today and I pledge you a most sue. 
cessful sale. V. C. Kelley, 7322 N. 
Ridge Ave., Chicago 45, III. 





IMMEDIATE cash for diamonds, watches 
(new or used), sterling, antique pieces, 
or anything of value; your whole store 
with or without fixtures; we have un- 
limited cash for this purpose; write, 
wire or call at our expense; references: 
Jewelers Board of Trade; shipment held 
for your approval of payment; since 
1919. Harry Elkins & Co., 59 E. Madison 
St., Chicago 3, Ill. Randolph 6-7390. 





SOUTHERN jewelers, attention; do 
you need cash; want to reduce stock, 
or retire; we have the “where with 
and know how”; guaranteed results; 
turn your liabilities into assets; dig- 
nified promotions that pay you; not 
strong on promises, strong on per 
formances; all replies strictly cor 
fidential. Write, R. M. Levy & A+ 
sociates, 731 E. Main St., Richmond, 
Va. Phone 38001. 


————_ 





WANT to sell out, raise cash, reduce 
stock, etc.; we will conduct flat sale 
or auction; or buy your entire 
and fixtures, for cash; have more 
than 500 letters on file from jevel 
ers endorsing our methods of oP 
eration; highest bank and trade 
references; for immediate acti 
write, wire, telephone, Earl Wilson, 
of Wilson Sales System, 424 Madi 
son Ave.. New York. Telephone 
Plaza $-2110-2111. 


AUCTION sale wanted in Summer resort: 
if you operate an established jewelry 
store in a Summer resort town, we C4! 
reduce unwanted stock, gain new Cl® 
tomers and make substantial profits for 
you by conducting an ethical auction 
sale: if you prefer, we will buy you 
store complete; we can offer highes 
references; we have done it before 7 
we can do it again. Alvin Freemou) 
Auctioneer & Appraiser, 9 S. Pennsy* 
vania Ave., Atlantic City, N. J. 











252 





THE JEWELERS’ CIRCULAR-KEYSTONE 








ee aa a ee 


a 





'_ — —s «+ J 


a ee ee eee 








dy to pay you cash, dollar 

i a iter, for your stock, providing 
ou have been an established cash 
sealer for a period of years and 
soley a good reputation; I will take 
stock over as a going, or going-out 
of business; not interested in any 
credit stores; have bought and sold 
over 100 stores in my 40 years of 
business; all correspondence held in 
strict confidence. Herman Kimmel, 
48 W. 48th Street, Room 1309, New 


York, N. Y. 








DO you need cash; examine our 
guarantee sales method of obtain- 
ing at least 10% above $ for $ for 
your surplus stock, after all sales 

; we have accomplished 
this amazing result for over 200 
jewelers in the last two years alone; 
their thankful letters are in our 
files for your inspection. Wire, 
write or telephone, Manny Silver- 
man, of Silverman Sales _ Enter- 
prises, 580 Fifth Ave., New York 
19, N. Y. Telephone Pl. 7-4693; 
See page 216 for additional details. 
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Wanted to Purchase 


Ney aa 








WANTED; small watch repair and jewel- 
ry store in Southern community. Ad- 
dress “L., 385,” care J C-K. 





——— ee 


CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools, etc. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 





WANTED; jewelry store in small, fast 
growing Southern community; must be 
established; state full particulars; re- 
plies confidential. Address “R., 79,” 
care J C-K. 





CASH for watches, movements, solid gold 
cases, watchmakers lathes, motors, 
cleaning machines, timing machines, 
staking tools, etc. T. D. Sweazey, 2320 
Milwaukee Ave., Chicago 47, IIl. 





CASH; highest prices paid for watches, 
rings, bands, costume and men’s jewel- 
ry; check sent at once, shipment held 
intact for approval. Thompson Jewelry 
Co. 114 W. Main St., Blytheville, Ark. 








STERLING silver flatware, any quan- 
lity, any pattern, any brand; also, 
all standard brand watches, surplus 
diamonds and diamond jewelry; 
cashier’s check by return mail, or 
estimate ; references: Houston Na- 
tional Bank or any mercantile 
agency, Jack Greene, 405 Main St., 
Houston, Texas, 








WATCHES wanted; any quantity; all 
brands; highest cash prices paid; 
we also buy surplus jewelry, rings 
and diamond jewelry, diamond 
rings, etc., correspondence invited; 
references: The Houston National 
Bank of Houston, Texas, or Dun & 
Bradstreet, Inc. Diamond Jewelry 


Co., 219 Melrose Bldg., Houston 2, 


Texas, 








— Pay cash; send us your surplus jew- 
ony stock ; we will pay the highest pos- 
oT € cash dollar for diamonds, watches, 
verware, scrap gold, or any other 
wen acknowledgment of your ship- 
npn Same day by phone; our check 
9 you within 24 hours. R. A. Zanone 
0, 81 Madison Bldg., Suite 701-2-3, 
ore his, Tenn. References Union Plant- 

ene, Tenn. 





WE’LL buy it; lock, stock and barrel, 
or part, if you wish, providing, of 
course that it’s jewelry and belongs 
in a jewelry store; what’s more 
we'll pay cash for it without hem- 
ming and hawing; wire or write 
your proposition or call. Ref.: 
Jewelers’ Board of Trade, Dun & 
Bradstreet, Manufacturers Trust 
Co., N. Y. Frank Pollak & Sons, 
since 1905, 72 Bowery, New York, 
N. Y. Phone Canal 6-2854., 


CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references: National 
Bank of Commerce, Memphis, 
Tenn.; Jewelers’ Board of Trade, 
Dun & Bradstreet. Weinman’s, 
Dept. K., 108 Beale Ave., Memphis, 


Tenn. 











Watch Work, etc., for 
the Trade 








WATCH repairing, over 20 years’ experi- 
ence; timed on Watchmaster. F. W. 
Muench, 2439 Andover Rd., Columbus 
21, Ohio. 


SWISS watchmaker, 20 years’ experience, 
chronographs and all types of watches, 
timed by the Watchmaster. Emil Meyer, 
57-15 157th St., Flushing, N. Y 








A FINE watch repair service for the 
better stores; complete satisfaction 
assured. Birk’s, 25 E. Washington 
St., Chicago 2, Ill. FR 2-1612. 


ONE week’s service; one year guaranty ; 
expert watch repairing, accurate Watch- 
master timing; reasonable prices. Fred 
is 48 W. 48th St., New York 36, 








BOSTON, Mass.; expert and guaranteed 
watch repairing; prompt service; prices 
on request; mail orders invited. David 
Migdal & Co., 109-B Summer St., Tel. 
Hu 2-9547. 





SPECIALIZING in repairing, chrono- 
graphs and all types of watches; all 
watches timed by the Watchmaster; 
guaranteed service. I. Altay, 22 W. 48th 
St., New York 19, N. Y. 


COMPLICATED and plain watch repair- 
ing; chronograph cleaning, $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 


FAST, dependable, economical watch re- 
pairing ; free pickup and delivery service 
50 mile radius New York City; insured 
shop. Edward Jerome, 168-08 90th Ave., 
Jamaica 33, N. Y. Tel. Axtel 7-4916. 











WATCHES repaired at lowest national 
prices; special prices to importers, 
jobbers; 48 hour service, Watch- 
master tested; prices on request. 
Keswick Repair Service, 253 Kes- 
wick Ave., Glenside, Penna. 


COMPLETE costume jewelry and bead 
re-stringing service; stones replaced; 
watches, chronographs, calendars re- 
paired by graduate horological engi- 
neer; limited accounts. Wrona Co., 7 
Monument Square, Woonsocket, R. I 


ATTENTION all jewelers; expert Euro- 
pean watchmaker will accept new ac- 
counts; one year’s guarantee; free case 
polishing; clean, adjusting, $2; clean- 
staff, $2.75; stem-crown, 75¢; all com- 
binations, $3. L. Kasten, 940 Fox St., 
Bronx 59, N. Y. 














TWENTY-FIVE years’ experience in 
fine watch repairing, chronographs, 
all complicated watches; free case 
polishing; Watchmaster assures ac- 
curate timing; work guaranteed; 
speedy service; price list upon re- 
quest. H. Spielman Co., 9 Maiden 
Lane, New York 38, N. Y. 








Special Order Work and 
Repairs for the Trade 





PHOTOGRAPHY on gold, silver, or plati- 
num; book locket miniatures our spe- 
cialty. Carman Art Co., P. O. Box 6, 
Brightmoor Station, Detroit 23, Mich. 





MASTER goldsmith; finest quality rings, 
jewelry, diamond bracelets, etc., hand- 
made to special order; prices and 
sketches free on request. Baxter’s, Inc., 
323 Pollock St., New Bern, N. C. 





CAST finding or platinum rings as- 
sembled, polished, set, engraved and 
rhodium plated on premises for the 
trade only; prompt service guaran- 
teed; Holmes protection. F., & L. 
Jewelry Co., 56 W. 45th St., New 
York 46, N. Y. 





STONE encrusting, engraving and 
drilling; precious and semi-precious 
stones furnished and cut to fit your 
rings; lodge and fraternal emblems 
encrusted; coats of arms; special 
jobs invited. Harry Braunfeld, 108 
Fulton St., New York City. 








To Let 





FOR RENT, modern jewelry store, estab- 
lished in 1897; very finest location in 
city of 10,000 in Central New York 
State. Address “G., 445,’ care J C-K. 





SUBLET office and part of factory space; 
excellent North light, suitable for jewel- 
er, engraver, watchmaker or setter. 74 

W. 46th St., New York City. Address 

“R., 459,” care J C-K. 





FOR RENT, suburb Boston, Mass.; over 
10 years established mente and watch- 
maker’s space in optician’s office, street 
floor, with show window, watchmaker’s 
bench and show case; right party make 
2 ee Address “F., 428,” care 








Miscellaneous 





JEWELRY factories moved, and set up 
complete. Mike Krasilovsky, 426 La- 
fayette Ave., Brooklyn. ST. 3-1918. 





WATCHMAKERS’ JOURNAL; contains 
valuable information for watchmakers 
and students; year; sample copy 
20¢. Dean Co., 7% N. Atlantic Ave., 
Daytona Beach, Fla. 





WATCH repairers, just out; The Swiss 
Watch Repairer’s Manual by H. Jen- 
dritski; bound volume with 530 illus- 
trations showing new time-saving prac- 
tical methods, $7 postpaid; published by 
the Swiss Watch & Jewelry Journal; 
order from the U. S. ents: Overseas 
Publishers’ Representatives, 66 Beaver 
St., New York 4, N. Y. 
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STERLING FLATWARE 
PATTERN INDEX 










In use dail 
Here Are All the by leadiad 
| All Books are sold ANSWE. RS sana 


Remittance With Order 





An absolute necessity in tracing patterns to be matched. An excellent means of 
suggesting pattern names to customers. 
















( 
g ( 
: The illustrations are printed exact size on fine coated paper. The pattern names, 0 tf d A | 
printed on ledger paper, are arranged alphabetically under one combined index— y ours , 
and again according to companies using them. It is arranged im loose leaf form ( 
with a durable cowhide leather ring binder. 7 0 d ay , 
| THE JEWELERS' CIRCULAR-KEYSTONE ar i 
100 East 42nd St., New York 17, N.Y. Date........ ee sedideunuadaceuescaesnell ! : 
Chestnut and 5éth Sts., Philadelphia 39, Pa. I 
Send THE STERLING FLATWARE PATTERN INDEX. Remittance $.......... cahenceeviete email is enclosed. ; 
We want the complete set with binder CO r 
We want the complete set without binder [] io 
____ Tn eee 
Without binder, $15.00 
PRICE With binder, $20.00 ee 
tile aT a 
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THE BIG "IF"—(Taxes—Discounts—Integrity ) 


Two engrossing projects have been in 
the works at the JC-K editorial department 
during the past month. The hopeful] aim 
of both these is to help the industry under- 
stand two current problems and decide 
on proper action. 

The most immediate is that bearing 
upon the jewelers’ action in relation to the 
proposed reduction of the 20 per cent 
jewelry tax to 10 per cent, which, if the 
Senate and President act favorably will 
take effect April 1. This project we refer 
to as “The Big IF.” More on that later. 


A Bigger "If" 


There is also another “if” in connection 
with our second project. That is—‘“What 
form will the jewelry business assume 
‘if no effective steps are taken to correct 
the current, deplorable price-cutting situa- 
tion which exists in the distribution of 
sO many jewelry store items?” 

Let’s look at a picture of our industry 
today, as it is reflected in one area. 

Rare is the merchant in big city or 
moderate sized town who is not plagued 
with discount selling competition. Prob- 
ably nowhere is this so conspicuously evi- 
dent as in our nation’s capital. 

To bring our readers a portrayal of the 
consequences of constant price-cutting, we 
present in this issue “The Washington 
Story”—our contribution to a better indus- 
try-wide understanding of its prime prob- 
lem. This is not a story relating incidents 
of questionable practices by manufacturers, 
wholesalers or retailers. We think the repe- 
titious recital of such incidents (similar 
to those with which our readers are already 
familiar) amounts to nothing more than 
an exhibition of editorial pyrotechnics, de- 
signed to entertain, amuse, incite and to 
play on human misery. The Washington 
Story is a story of effect, rather than cause. 


Nothing is Concealed 


In many respects the situation in the 
District of Columbia reflects conditions 
found elsewhere in the country, but be- 
cause the District does not have Fair 
Trade, discounts are given more openly, 


are more conspicuously advertised through 


newspapers, direct mail and in windows. 

In looking at this picture an obvious 
fact emerges. Jewelry stores in their 
present form cannot continue to operate 
profitably if they are going to meet 40 
and 50 per cent price cuts. Another fact: 
discount houses themselves cannot con- 
tinually get enough volume from the com- 
munity on any one line, watches for ex- 
ample, to enable them to operate profitably 
year-after-year on 50 per cent discounts. 
This, because the market for watches (even 
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at their low discount prices), becomes 
saturated. What’s more, the other mer- 
chants’ offering of similar discounts in 
defense, nullify the discount-house’s price 
advantage and spreads the business around 
among all the outlets. 

Evidence of this is found in Washington. 
There, the publc has bought a big volume 
of watches in recent years. Today, however, 
the conventional retailers (and the dis- 
count houses also) are doing a subnormal 
volume in that line. 

What is the consequence? First, it is 
not unlikely that the cut-price houses may 
soon shift their emphasis away from 
watches. The jewelers have long since 
been concentrating their merchandising 
efforts on other lines where they are not 
faced with such severe discounts. Who 
then is left with enthusiasm to promote 
the public desire for—and the sale of 
watches? 

This is not a pleasant picture for the 
manufacturer to contemplate. After spend- 
ing years and much money to build up a 
system of retail outlets which operated to 
the profitable satisfaction of all parties, 
the manufacturer now finds this structure 
undermined by the insatiable appetites of 
retailing termites. 


Who is to blame? 


It is of little use to spend our energies 
in the recital of all the too familiar case- 
histories in an effort to place the blame. 
The fact is that “Them’s the conditions 
what prevails.” Now what do we do? 

“The Washington Story”, on page 82, 
points up the seriousness of our position 
which is now so close to the end of the 
downhill road we are presently traveling. 

Now concurrent with our preparation of 
this picture, we sent out an editorial re- 
quest for corrective suggestions from the 
retailer. Our reader response to this has 
been greater than from any such request 
made during the past ten years. Our an- 
alysis of the recommendations will be pre- 
sented in the May issue. 

With the Washington picture at hand, 
we hope that our May article will show 
the members of all divisions, how a number 
of retailers feel and what they believe 


could be done to arrest a deteriorating ~ 


condition and correct it. 
One thing is generally accepted—it is 
unlikely that any one action will correct 


things. It is going to take a number of 
corrective actions to put the stream of 
distribution back into its former channel, 


Return Trip Costly 


The cost of many of these actions jg g0- 
ing to be painful. But we must restore as 
quickly and completely as we can, the 
public confidence in the jeweler, which has 
been the very foundation of our business. 


A small, but who knows how important, 
opportunity is offered the jeweler this 
month, if the 20 per cent is reduced to ten, 

By honestly passing this on, in full, as 
a saving to the customer the jeweler can 
demonstrate to the public, that he js a 
merchant to be trusted and that the im. 
plications of cut-price artists “(that his 
profits are exorbitant) are incorrect and 
unjust. The jewelers, by so doing, will 
also serve notice on the public officials 
that they appreciate the relief provided by 
the tax reduction. They will also provide 
a solid basis for future pleas for complete 
elimination of the excise and be free of 
any fear of accusations by other industries 
seeking relief who may not have as good 
a case as the jeweler. 

What’s more, the jewelry trade has 
claimed loss of business in its brief for 
release from the tax. So, if we can register 
big sales gains during the coming months 
as the result of offering greater values to 
the public, we will have concrete evidence 
that the tax is a discriminatory business 
deterrent, and should be entirely removed. 


Pass on 10% Reduction 


Though manufacturers will come out 
with new lines, prices and tags within 
coming months, the retailer has an imme 
diate opportunity for dramatic promotion 
of a 10 per cent saving for his customers. 
It has even been suggested that present 
tags be left on merchandise, old prices 
crossed out and new ones written on, 10 
demonstrate the full 10 per cent saving, 
down to the pennies. 

We are confident that the courage, good 
sense and inherent honesty which built the 
jewelry business to a high level of public 
esteem and patronage will assert itself in 
the current problems facing the industry, 
so we may soon work out of our current 
difficulties into a brighter future. 


ncesbak Ai Roope, 


Editor 


THE JEWELERS’ CIRCULAR-KEYSTONE 
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A new merchandising idea that gives you 
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sells your TWO biggest flatware markets! 


U KNOW the big demand for fine silver- 
plate—and the fast-growing demand for 
stainless steel! This new idea helps you sell both 
markets at once... because most families need 
both kinds of flatware in modern living! 


That’s bigger TWO-IN-ONE sales and 
profits for you! 


Let YOUR customers know you have it! 
Order special mats number E-577 and E-578. 


Your ‘1847’? man can get them, or write to 
Ad Dept., 1847 Rogers Bros., Meriden, Conn. 





1847 ROGERS BROS. 


The biggest-demand line with the top-profit margin 


Product of The International Silver Company 

























































No. 9011 “Grip-Tite” Bow! with 2-Piece Baby § : 


é..<@ he 9012 “Grip-Tite” Dish with 3-Piece Baby Set 
(Baby Spoon and Fork)...........$3.95 rela 


{Feeding Spoon, Baby Spoon and Fork). .$4.95 retail 


but plenty of sales with this new _ 
Community combinatio 





Available in all five 
Community* patterns 
y? Here’s the double suction bowl and dish Community silverplate makes thisti 
parents wanted to design themselves! test baby combination today! : 
*“Grip-Tite” bowl can’t slip out of the base! Your franchised Community wholes 
Base can’t slip off the table! No more messy these record-breaking sellers. Ask him j 


spills! No more broken dishes! Best-selling double order today. 
MOTHER-SAVING FEATURES... 
Heatproof ovenware! Suction base locks the bow! to suf 


Colorful kiddy characters on bowl! Base easily lifted by raising lip! 


Washable blue rubber base! Gift shoppers love them! 
Approved by Parents’ Magazine 


COME ALONG WITH 


THE FINEST SILVERPLATE 
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